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Do You Measure Up To 
The Kitchen Business? 




















owen. HERE'S THE CLEANER 


“wey THAT'S SMASHING SALES 


123 RECORDS EVERYWHERE! 
all-new, improved = 
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DYNO-CLEANER 


TOPS CLEANERS PRICED AT 
$69.95 YET SELLS FOR ONLY 
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tool set 






A TOP-VALUE, FULL-PROFIT DEAL 


Build store traffic, repeat 








: ‘ sales with new Apex Super- 
that you won’t want to miss! ) | P P 
=f “+ an size Disposable Dust Bags! 
,P 

iv Heavy- duty %e-hp. motor , \\ | Here’s the way to keep customers com- 

Super-size disposable dust bag - ing back again and ages! Apex 

Y Disposable Dust Bags! Strong, depend- 

yf Toe-operated toggle switch able, they fit all Apex canister cleaners. 

, Attractively priced. Six bags per pack- 

YY Washable dust filter / age. Ask your Apex distributor for 

a Full-size, all-steel construction quantity prices and full information. 
Vv Handsome two-tone color styling Pree ew es ew ee ee ee ee ee ee eee eee eee ee eee 


ACT NOW...BUILD FALL SALES AND PROFITS! 


COMPLETE STOCKS OF CLEANERS—ALSO HARD-HITTING 
SALES AIDS AND LIFE PROMOTION KITS NOW AVAILABLE 


sll ol 


APPLIANCES 





APEX 


APEX ELECTRICAL MANUFACTURING COMPANY! 1070 EAST 152nd STREET + CLEVELAND 10, OHIO + ULSTER 1-4200 


Contact your Apex Distributor or wire direct for complete details! 
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NOW! FROM WESTINGHOUSE-THE ONLY FULL 


New Lighted Features...““NEW WAY TO WASH” 


NEW 19 56 => New Color-Giance Controls on Laundromat light up to show what phase of the 
cycle is operating. 
pias New Soap 'N Water Saver and Weigh-to-Save Door give precise weight of load, 
L A measure exactly to save soap and up to 10 gallons of water. 
New Pushbutton Laundroguide automatically shows correct time and temperature 
TW | | G, setting for both washing and drying. 


New Color-Glance Controls on Dryer Heat Selector Dial show regular, low, heatless 
cycles .. . on Dry Dial show time settings. 


HL nip?" uoemmamaeamemmes eae, aay ~aagemisrnmeaagssninga 
y ——— cra 5 =H 
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ROOM AIR CONDITIONERS . DEHUMIDIFIER ls PROST.PREE REFRIGERATORS * SPEED ELECTRIC RANGES * UPRIGHT HOME FREEZERS + ELECTRIC WATER HEATERS 
CIreiiiiiiiiiiiniiiiiiiitt((((( ttt ( (tt ttt ttt ttn 
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LAUNDRY LINE WITH ONE SALES STORY! 


WESTINGHOUSE 


EXCLUSIVE 


“NEW WAY TO WASH” 
IN EVERY MODEL! 





closes 


LAUNDROMAT WITH 
“NEW WAY TO WASH” 









NEW FEATURES: Soa 'N 
Saver and Weigh-to-Beve Dan 


LAUNDROMAT 25 
WITH 
“NEW WAY TO WASH” 









front 
BUILT-IN! With controls on 
for under-counter installation. 





er 
PERFEC a h casters, to roll 
ited PORTABLE wit 
se an ln 
8 e 


This Fall! Westinghouse invites 60 million customers* to visit you and 
“See What Clean Can Mean” with “NEW WAY TO WASH” 


*On famous Westinghouse STUDIO ONE TV. 


‘vst —-vou can se SURE... rs Westinghouse 





AMERICA'S FAVORITE LAUNDRY TWINS * ELECTRIC DISHWASHERS * FOOD WASTE DISPOSER ° ROASTER OVEN 


° FANS e VACUUM CLEANERS ° STEAM OR ORY IRONS , ELECTRIC BLANKETS 
ETAL LLL LLL LLL LLL LLL LLL LLL LL LLM LULL 
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and al ces! 
NEW PINK & CHARCOAL 


Heatereties .. . Pert, portable, practical 
in luscious colors of pink and charcoal. .... 342295 
Deluxe model in ivory. .. .$14.95 


is to 


. 























4 
Automatic Heater . . . first time 
ever with built-in electric 12 hour { 
timer and thermostat. . 322995 
FAN FORCED HEAT... COMBINATION FAN FORCED HEATER-DEODORIZER ... MEW HEALTH APPLIANCE... 
Automatic thermostat, AND RADIANT HEAT... Pushbutton controls, hi-low Electric Humidifier. Humidi- 
tip- over safety switch Automatic thermostat, heat, tip-over safety switch fies air, filters dust, smoke, 
Air-cooled case. tip- over switch and and light. Air purifier . pollen. Keeps air crystal clean. 
$1895 sofety light ... 92495 $4995 $4995 . 
oe —— — - — - —— — a — 


LEADING MANUFACTURER OF 
AIR TREATMENT APPLIANCES 


a division of CORY <crrcrsncn 


221 North LaSatlie Street, Chicago |, Illinois - Toronto 10, Canada 


4 
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Business Quick-Check 


THE YEAR 
SO FAR 
("55 vs. '54) 


Latest Preceding 
aC ALLA Month 

















SALES, factory, appl.-radio-TV index (1947-'49 = 100) 170 166 130 31.8% UP 
DEBT consumers owe on appl.-radio-TV ($millions) 281 279 277 1.8% BIGGER 
FAILURES of appl.-radio-TV dealers 25 20 36 27.2% FEWER 
RETAIL SALES total ($billions) 15.5 15.3 14.3 8.0% UP 
DEPT. STORE sales index (1947-'49 = 100) 118 124 111 7.1% UP 





PERSONAL INCOME annual rate ($billions) 


304.7 301.6 287.1 4.1% UP 





LIVING COST index (1947-'49 = 100) 


114.7 114.4 115.2 0.6% DOWN 





SAVINGS of consumers, annual rate ($billions) 


16.6 15.3 18.8 19.8% DOWN 





HOUSING starts (thousands) 


115.0 129.0 116.0 16.5% UP 





AUTO output (thousands) 


609.0 659.8 436.7 44.0% UP 





UNEMPLOYMENT (thousands) 


2,237 2,471 3,245 16.4% BETTER 





RENDS 


Once again the electric skillet looks like a top item for Christmas 
business. 





And once again there’s a good possibility of shortages popping 
up on this item at the height of the Christmas season. 

It’s almost certain that there will be shortages of particular brands 
as Christmas approaches. The customer who is determined to buy 
one brand in particular may have to do a lot of shopping before 
she finds it. 





There will probably be no general shortage, however. For one 
thing, the top manufacturers in the field have stepped up produc- 
tion on the item. In addition, so many new firms have begun market- 
ing skillets that it’s quite unlikely that there will be any widespread 
shortage on the item. 

One of the top manufacturers of skillets has this advice for deal- 
ers: anticipate your requirements and get your orders in right away. 











ae 

It looks more and more as if an all-time record for TV production 
will be established this year. 

Seven-month output was near 4.2 million units and production 
estimates since then put the eight month figure at somewhere in 
the neighborhood of five million sets. Last year at the same time the 
industry had turned out only 3.8 million sets and in 1950 (when 
the all-time high was set) eight-month production was only 4.2 
million. 








Meantime, retail sales are keeping pace. July retail sales set an 
all-time record and seven-month totals also reached a new high. 
During that period about 3.5 million sets were sold at retail. 

° 


The practice of certifying an over-the-counter sale as a builder 








(Sources, in order: FRB, Dun & Bradstreet, Dept. of Commerce, FRB, Dept. of Com- 
merce, Bur. Labor Statistics, Council Econ. Advisors, BLS, Ward's Auto Reports, Census — 
Bureau) 


In some areas distributors give dealers a special price if a given 
appliance is sold to a builder, The idea behind the practice is to let 
the dealer compete for builder business. Now, some dealers have 
begun certifying sales to customers as builder purchases, ‘The addi 
tional margin on the sale lets them make bigger concessions on 
price or trade-ins. 

Dealers, worried over the ethics of such tactics, say that distribu 
tors are closing their eyes to the practice. Recently, however, a 
manufacturer and a top distributor quite frankly told dealers that 
they should feel free to resort to the practice if others in their com 
munity are doing so. 


Standardization of builtin appliances and cabinets is close at 
hand. 
~ Adoption of a 24-inch wall module for such equipment is “almost 
inevitable,” according to the members of House & Home's round- 
table on selling more built-ins. 

(Standardization of somewhat more limited nature is also being 
studied by the Steel Kitchen Cabinet Mfrs, Assn. ‘The cabinet 
makers would like to see appliance manufacturers reach some sort 
of agreement on built-ins so that separate cabinets won't be required 
for cach built-in on the market. ) 

But the standardization proposed by the House & Home panel 
goes much further than this. Members would like to settle on a 
group of basic dimensions (ceiling and counter heights, width 
modules, toe space, etc. ) 

According to the round table, adoption of the 24-in module is 
close at hand, At least two of the “biggest appliance manufacturers 
will soon announce’ complete lines standardized on a two-foot 
module. Even more important, the builders and architects on the 


























purchase is becoming more and more common. 
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panel think that other manufacturers interested in the builders’ 
house market will have to go along with this new standard because 
it will have so much “appeal.” 

The members of the round table, drawn from both the building 
and appliance industries, say that the built-in, fully equipped 














designed to move customers kitchen is the merchant builder's “best new selling tool.” Such a 
kitchen “could and should” cost considerably less than a kitchen 
+». and merchandise with free-standing appliances. ‘Today, however, it costs more. One 
big reason for this is that built-ins “still come in far too many sizes.” 
An eight page summary of the panel's findings appears in the 
September issue of House & Home. It’s good reading for anyone £ oy 
interested in kitchens, built-ins, and, in particular, the builder's 
views on kitchens. (Continued on page 10) . 
MANUFACTURERS’ SALES 1955 934% 
(Units) (Units) Change 
DEHUMIDIFIERS July 20 686 9021 +129.31 
7Mes. 67,545 669299 + 92 
DISHWASHERS July 22,091 16,860 +31.03 
7 Mos. 160,773 108,685 + 47.93 
DRYERS, CLOTHES, Electric. July 43,567 27,413 +58.93 
7 Mos. 439,645 239,017 + 83.94 
Gas July 16,949 13,342 +27.03 
7Mos. 152,789 95,708 +59.64 
FOOD WASTE DISPOSERS | july 40,812 29,855 +36.70 
7Mos. 277,214 209,811 +32.13 
FREEZERS July 72,706 61,145 +18.91 
7 Mos. 447,627 413,714 + 8.20 
TTT IRONERS July 5,071 5,297 2.98 
PEF | : 7 Mos. 48,335 50,035 - 3.40 
RADIOS, HOME July 141,119 150,002 — 5.92 
7 Mes. 1,491,629 1,463,273 + 1.94 
RADIOS, PORTABLE July 79,410 39,447 +101.31 


7 Mes. 1,249,698 882,486 +41.61 


RADIOS, AUTOMOBILE July 404,443 191,512 +111.18 
7 Mes. 4,065,859 2,272,405 +78.92 


RADIOS, CLOCK July 93,517 57,100 + 63.78 
7Mes. 970,192 106,456 +37.33 





RANGES... July 85,629 80,017 + 7.01 
7Mos. 802,630 668,181 +20.12 
REFRIGERATORS July 323,240 325,061 —- 56 


7 Mos. 2,586,405 2,200,116 +17.56 


Two-Door Models. July 48,897 40,030 +22.15 
7 Mos. 429,638 246,309 +7443 


TELEVISION july 344,295 306,985 $12.15 
7 Mos. 4,173,088 3,152,132 + 32.39 


VACUUM CLEANERS. July 207,758 193,607 + 7.31 
7 Mes. 1,825,757 1,516,403 +20.40 





WASHING MACHINES, 


Automatic & Semi July 166,813 145,187 +14.90 
PARAGON ELECTRIC COMPANY 7 Man 967070 180083, 36.3 


Makers of famous Paragon “de-frost-it” Wringer & Spinner . July 719,066 97,676 19.05 
1638 TWELFTH STREET . TWO RIVERS, WISCONSIN 7Mes. 656,906 674,900 ~ 2.67 
WATER HEATERS, Storage... July 59,773 51,603 +15.83 


7Mos. 428,485 3625647 +18.18 


WASHERS, IRONERS, DRYERS--Membersthip of Ameri Home Leundry Mis. Assn.’ 
VACUUM CLEANERS—industry Estimate by Vecuum Cleaner Mir. Assn., Radio & Tele- 
visionindustry Production Estimate by Redio-Electronics-Television Mfrs. Assn, All Others 
NEMA Members, not Industry. 
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Arvin radios. 
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She'll love the new twin-speaker 
Arvin Duophonic with two 5-inch 
speakers, new mercury-type treble- 
bass selector, and lighted slide rule 
dial. Delivers rich high-fidelity type 
tone on both broadcasts and rec- 
ords. Five tubes including rectifier. 
Model 956T, Turquoise, Sandal- 
wood, Ivory, Coral, $32.95. 





Arvin Nocturne Calendar Clock 
Radio will lull him to sleep, walken 
him to music, tell him the day, 
date, time! Here is the absolute ut- 
most in calendar-clock radio, with 
follow-up buzzer alarm, appliance 
outlet, phonojack and Arvin Vel- 
vet Voice tone! Goldplated knobs 
and numerals complement aristo- 
cratic styling. Five tubes includ- 
ing rectifier. Model 958T, choice 
of 4 colors, $49.95. Six other Arvin 
clock radio models, $26.50 to $44.95. 






| yey” 


wT y 


Styled for youth and the young- 
at-heart, this Arvin Airway 3-way 
portable gives you today’s biggest 
value to capture more than your 
share of the booming portable mar- 
ket. Plays anywhere, on batteries, 
AC or DC. New Air Loop antenna 
for extra distance. Four tubes plus 
selenium rectifier. Model 952P, 
Maroon, $31.50. Other portables 


in many colors, $32.95 to $47.95. 
f THE KID 


eae 
fe } 7 : 
ory Wii’ - 


Any young Davy Crockett wants 
his own radio. And if the famous 
Arvin Rainbow gets knocked about 
in a scuffle, you can assure your 
customers no harm is done, because 
it’s shatterproof! A good bet for 
any member of the family, too, for 
it comes in 6 decorator colors to 
match any room in the house. Four 
tubes including rectifier. Model 
840T, Ivory, Coral, Green, Citron, 
Cherry, Sandalwood, $16.50 
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Arvin’s 61 radio choices 


GIVE YOU COMMAND OF THE MARKET! 


There’s a multiple market in every household in your area for Arvin radios. From 
Mom to moppet, from dad to Davy Crockett, each individual will find exactly the 
right model and color and price. 


The four shown here will be among your biggest sellers. They'll be featured in big 
ads this Fall in Saturday Evening Post, Better Homes & Gardens, Boy’s Life and 


Seventeen! 
With 61 Arvin choices from $13.95 to $66.95, 
you've got the whole family market sewed up! Complete your stock now! 


Radio Division, Arvin IMDUSTRIES, Inc., Columbus, Indiana 
Prices slightly higher far West and South. Portable prices do not include batteries. 
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Hoover breaks 


The barrier in appliance selling today is INDIFFERENCE. 


People are tired of worn-out phrases like “trade-in,” “bargain,” 








sale,” “close-out.” What the appliance business needs is a 


NEW IDEA ~an idea with the power to move people to action. 
HOOVER HAS THE IDEA 


tire our Old Hoo 


(or any other old cleaner) 





It’s a new idea in appliance selling ... an idea with powerful 
impact that will break the barrier of consumer indifference . . . 
and put cleaner sales on a new basis in your store. 


Your customers get a regular trade-in allowance—PLUS 
ADDITIONAL RETIREMENT ALLOWANCE— 
during October! 


You get a special deal from Hoover that makes it 
EXTRA worth your while! 


.. And you can see the tremendous advertising push this 
program will get by looking at the opposite page. 


But to get all the facts... the profitable details. . . see your Hoover 
representative. If he hasn’t called on you yet, you call HIM! 
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Ht the Barrier! 


-— 


HOOVER IS ‘RetireYour 2 me _ 
TELLING id Hoover = This Woo st 
EVERYBODY : =a iP 





Full-page color ads, October 2 
in Parade Magazine, This Week 
Magazine and in many 
additional Sunday papers 





PLUS \JDeaders 
—— est 
Full page in October asa of the dist in Yo 7 pe SEes 
Coronet, full page in | 
October Reader's Digest << 
with special ‘‘Retire Your 
Old Cleaner’’ appeal! 


make October your biggest eee 


Complete kit and free . Hoover 
promotional material to help Rot \yourld 
meee 
cleaner month... ever! PR magh } 
Hoover | 
hay 


SEE YOUR HOOVER REPRESENTATIVE 
FOR DETAILS—NOW Brea ks 


HOOVER Het naar! 


FINE APPLIANCES 


...around the house, around the world! 
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YOU CAN'T BEAT IT | TRENDS cooinues 


FOR EXTRA PROFIT! | 


On that subject, the round table comes up with this significant 
finding: low prices and big discounts are not the most important 
things manufacturers can offer builders. Equally important, says 
the panel, are service and trade-ins on the home buyer's present 
appliances. And most important of all is the selling help manufac- 
turers can give builders. 




















Some dealers have tried using these arguments themselves on Cd 
builders in their own communities. The dealer offers to handle rs 
service, the trade-in, if necessary, and provides selling and merchan 
dising help for the builder. In many cases where he can’t compete 





on price the dealer can compete on service and merchandising ’ 
Dealers approaching builders on this basis should be armed with 
the round table’s admission that these facilities are more important 
than price alone. End 





out eel 


® Sells fast at $49.95. MANUFACTURERS’ SALES 





Other models as low as 


« Custom -designed to fit $39.95. Motorola service Electric Housewares NEMA 1955 1954 % 
most cars. stations can handle all your Members Only, Not Industry (Units) (Units) Change 
® With new Volumatic installations. Ask your BED COVERINGS July 82873 60894 +36.09 
"No Fade’’ Control. Motorola distributor. Vitec, 395,761 823809 +4997 
, COFFEE MAKERS July 185,046 182,922 + 1.16 
MOTOROLA World's largest exclusive 7 Mos. 1,203,341 1,387,482 13.27 

electronics manufacturer 

CORN POPPERS July 29,561 26,814 +10.24 


7 Mos. 125,287 151,076 17.07 


OSiweel mons DEEP FAT FRYERS July 19,883 22,888 —13.13 


7 Mos. 101,009 165,730 39.05 


HEATERS, PORTABLE: 


Convector & Radiant july 8,257 5,312 55.44 
7 Mos. 17,490 14,409 +21.38 


Fan-Forced & Fan-Heaters. July 53,499 40,057 +33.56 ‘ 
AIR CONDITIONER 7 Mos. 151,035 118,665 +27.28 . 


+ 










ra a HEATING PADS July 242,560 202,777 +19.62 
~~. COVER by Bogene 7Mes. 843,550 678,276 +24.37 . 
nN HOTPLATES DISC STOVES. july 31,569 28,136 +12.20 
7Mos. 195,985 188950 + 3.72 
The only Custom Fit Cover at , 
poem Popular Price. Only 6 sizes required IRONS: 
$28.80 to custom fit all standard mode! Traveler ~~ 35,454 59,597 40.51 
per dozen air conditioners. a a Tee eae 
Standard, Automatic July 178,647 227,045 21.32 
80GENe 7Mes. 916,488 711650 +28.78 
MADE OF 12 GAUGE FASHON B 
Foy tos Prog, Steam & Steam Attachments July 365,170 336,495 + 8.52 
VINYL FILM. Guaranteed to * fax Coop, R Yo ITs 7 Mes. 2,024,154 1,492,694 +35.60 
ra 
withstand weather to 20° below *s se ~ Sing Non- Automatic July 5,313 5,739 7.42 
a e ‘ 
zero, STRAPS AND BUCKLES stats and gi tl*sure roe Se  +15.09 
lore pre blossie, fap tlaby 
HEAT SEALED FOR EXTRA a When ons : TOASTERS: 
Sing Matos ype” buy) Automatic July 241,794 209,360 +15.49 
STRENGTH. © up relem ~ 7 Mes. 1,037,728 819,351 +2665 
yo as. 
GET ON THIS nina Marimy Nt age Non-Automatic | July 12,530 14,495 13.56 
PROFIT BANDWAGON * Sizes exept Sales ang” 7 Mos. 94,685 106,571 11.15 
or ¢, e 
hese whieh pat 2 ting WAFFLE IRONS & GRILLS: 
. Waffle Irons & Sandwich 
») Grills (Single Units) July 5590 5,336 + 4.76 
GENE 7Mes. 25,874 6,158 1.09 
: v7 Combination Units July 64,324 64,698 58 
\VEN NEW Y¢ 7Mes. 323,040 246,086 +31.97 
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MODEL 55-SRPT THE SUPER REGENT. Our top model has an exclusive 
“two-way fill ‘n drain hose” that permits washing right in the kitchen 
It's really new and gives you something different to talk about, demon 


strate and promote! 


Womans 














MANUFACTURED BY 


CENTRAL RUBBER & STEEL CORPORATION 


FINDLAY OHIO 











An attractive PROFIT. 


Woman's Friend dealers are happy with 
the line because they buy direct from the 
manvfacturer and the profit will average 
better than 42% after freight. These extra 
points mean more money for promotion 
and trade-in allowances — bigger volume. 
It's another important reason why the 
number of Woman's Friend dealers is 


increasing steadily. 


A reliable PRODUCT 


For more than fifty years Woman's Friend 
wringer washers have been bringing sot- 
isfaction to home owners. Beginning with 
a water-powered model at the turn of the 
century, the evolution has produced the 
gleaming semi-automatic shown here. 
Users like the greater economy—both first 
cost and operating cost — and simplicity 
of this time-tested Woman's Friend. 


A stabilized MARKET 


Over 1,300,000 wringer washers sold this 
year. Reliable estimates turn up this im- 
pressive figure as a conservative poten- 


tial. For several years the national 


average has shown approximately 1 out 


of every 3 washer sales to be a wringer 
type. The reasons are many — and under- 


standable. The point is — are you getting 





your share? 


WILLA 


MAKING GOOD WASHERS 


OR OVER 50 YEARS 














looking for NEW MARKETS? 
..» BIG PROFITS? 


-+++ YEAR ROUND SALES? 






... FOR FASTEST, STEADIEST GROWTH | 
IN A MARKET THAT’S NOW A GIANT! 


NO SEASONAL SLUMPS — 
BIG VOLUME month after month 


FULL PROFIT MARGIN 


FEATURES 
that sell themselves 











WHITE-GLASS LINING 


FILM OF FLAME 


: 
Wa 
pone Oh ae ry ) 
> | 
1g) | | 
A i \ 
we i 
ay 
s ; 
WATER-HOTTER 
Aut if VV at lal té 
WHITE PRODUCTS CORPORATIC yecialists Since 193 
Middl Michigan { t in 


ION, Wate Heating Spe a! 
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...in the 


EAST 


By Robert W. Armstrong P af 


TV starts to go and refrigerators 
stay strong to bulwark eastern 
dealer hopes for best year in history 
... Laundry still leads 


P to mid-September nothing—including 

floods, tightened credit and the change of 
seasons—has changed the average eastern dealer's 
feeling that 1955 will be just about the biggest 
year in history. 

One Boston distributor said, “This was one 
of the most active summers we've had in many 
1 year and we were a bit afraid that things 
would drop off come fall. They did for a while 
toward the last part of August, but the pickup 
since has been most encouraging.” 


A sudden end to the hot weather was one good 
reason why sales jumped even further ahead in 
September. ‘The same distributor cites refrigera- 
tors as one befitting example—they went mies 
even after a summer 25 percent better than last 
year. 

Add to the general buoyancy of the market 
the usual seasonal rebirth of TV and you have 
another good reason for a good fall. One Boston 
retailer says sales in mid-September were running 
about 15 percent ahead of 1954. He says, “People 
are buying larger screens, replacing older, smaller 
sets. The trend seems to be toward more set 
and less furniture.” 


Plenty of ready cash is still another—and 
potent—factor in the fall boom. Dealer after 
dealer says something like this: “We're doing 
50 percent more cash sales than we did a year ago 

. . People seem to have more money to spend.” 
Of course, statistics back him up. People do 
have more money to spend; with an increase in 
personal incomes every month this year, they 
should. 


The optimism that all this volume and will- 
ingness to buy has engendered is pretty general 
among eastern merchants. A Brookline, Mass., 
dealer, for example, says he had a good August 
and is enjoying a “phenomenal” September. As a 
result, he anticipates the best year in his history. 


ELECTRICAL MERCHANDISING—OCTOBER, 








REGION BY REGION 


Says he, “We've done a terrific business in white 
goods this year, particularly laundry equipment, 
which is running 50 to 60 percent over a year 
ago. Refrigerators are not as active as they have 
been, but we're still about 20 percent over last 
vear. ‘I'V has fallen off a bit, but we expect it 
to be a strong item this fall and winter.” 

Even a dealer who specializes in second-hand 
refrigerators claims that new models are selling 
just as fast. “The new models,” he says, “are 
so different that people won't settle for anything 
less. Of course, if they’re buying a second box 
for the playroom or bar or cottage, that’s another 
story.” 

Even big increases in refrigerator volume are 
not unusual. One New England chain group 
sold some 900 units to mid-September in 1954, 
jumped this to 1,400 in 1955—roughly a 55 per 
cent increase. 


As usual, the bluest blues are being sung in the 
New York area. However, one dealer admitted 
that he had had a good summer by saying that 
“Business is back to normal” in September. He 
complained that refrigerator sales dropped 10 
percent from August and that automatic washers 
only held even. ‘ITV, which should have gone 
ahead, missed August volume by five percent. 
Another, who said that “September was a month 
of mixed sales with ‘I'V and refrigerator sales 
off, while automatic washers were up,” still was 
optimistic enough to predict that “We antici 
pate finishing the year with a better sales record 
than in 1954. Sales thus far are ahead of last 
year.” 

For a New Yorker, however, he was the ex 
ception. 

More consistent with the rest of the East were 
reports from upstate New York. Both white goods 
and T'V moved ahead in early September. Some 
dealers reported a seasonal decline in refrigera 
tion, but found it compensated for by gains in 
washers, dryers and ranges. And all this in the 
Buffalo area—despite the fact that it finally got 
bitten by the discount bug. 

One dealer's experience was typical of many 
others. “September,” he says, “is ahead of last 
year, but off from August. ‘The reason for the 
drop from August is that we are primarily a 
refrigerator house and had a terrific August in 
refrigerators. ‘I'V is starting to move better 
now. We have been forced into the discount 
business to keep in the swim, A year ago we had 
no idea we would be discounting. But it’s a 
necessity today.” 


The big summer in air conditioning is still 
on dealers’ tongues down in Washington. Some 
dealers doubled or tripled their sales. One firm, 
which sold hardly any units in June, moved 
over 1,000 in July. 

As in other parts of the East, several Wash 
ington merchants report more buyers, fewer 
shoppers. ‘I'V sales have picked up all over town 
and people are buying—taking advantage of all 
the trade-in promotions which blossomed out 


with the new lines. One dealer reports very 
few sales made without a trade and others report 
no difhculty in getting rid of the old sets. Kitchen 
sales, too, are good in the Capitol city, One 
dealer went into the business last March, has 
already installed 12 jobs, has several more under 
contract. 

For Washingtonians, even the much publi 
cized transit strike wasn't all bad, While the 
strike was on, consumers shopped at their sub 
urban stores. Now that the strike has been 
settled, they're still buying appliances from the 
store on the corner. Even on ‘Thursday night, 
the traditional in-the-city shopping evening, sub 
urban stores can catch customers on their way 
home. 

The only sour note struck by reports from all 
over the East is that there is a growing tendency 
for big dealers to press the j ainh of their 


size. More and more big outfits are using their 
buying advantage to create a price advantage 
which is rough on the little guys. 
But no matter what iy og it's almost too 
1c top of the record 


late now to keep 1955 off t 
books. 


...in the 


MID- 
WEST 


By Tom F. Blackburn 





Chicago discounters not hurt by de- 
partment store rivalry .. . Builders 
may gobble bride and groom busi- 
ness ... Store unions and GAW 


HE $64 question in Chicago right now is 

whether the concerted effort by Chicago 
department stores in selling at wholesale is having 
any effect in pushing back the discounters, 


One of the towns largest wholesalers, who 
should be in a position to know, says that the 
department stores are holding their position, but 
so far have been no threat to the large dis- 
counters. 

Take a look at Sol Polk, for instance. Accord 
ing to an article in the September issue of 
Fortune, Polk Brothers rang up $40 millon in 
retail sales in 1954, The firm’s largest competi 
ter feels it did $35 million, and a former execu 
tive said it was $30 in 1953, 

(Continued on page 14) 
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One of the reasons for Polk Brothers great 
success is showmanship. ‘Ihe P. T. Barnum 
ift is given to few, and Sol Polk has it. Not 
ad ago Polk Brothers had a clown parading 
up and down before its main entrance. He 
would walk up to a man and wife approaching, 
grasp the wite’s arm and say, “I'm going to 
give you a big kiss.” And he did, a wrapped 
candy kiss, Vo the husband, he would sav, 
“I've something for you, too,” and hand him a 
peanut. The idea, said Sol Polk, was to put 
the couple in a good mood before they entered 
the store. Many husbands, he declared, were 
dragged out by their wives on appliance shopping 
tours. The clown stunt gives them a laugh and 
prepares them for selling 


No one is more eager to “live it up” than 
the young man starting out in life with a bride. 
He wants everything for his family, without 
vaiting to earn the money 

Certain building firms are stealing bride-and 
groom business from the appliance dealer. Vor 
0 much down, plus $59 a month, they sell you 
a new home, with carpet on the floor, new appli 
ances, furniture, and a new car in the garage. 

It’s true that it takes 20 or more years to pay 
for it, and few men have jobs that hold still for 
20 years, but despite the risk it’s an easy sell 


The Marion, Indiana, dealer who offered a 
package of old and new appliances, at a low down 
price, found by the rush that he had hit upon a 
sound idea. If this idea doesn't spread among 
appliance dealers, you can expect the building 
trades to try it as their boom fades out 

One of the suggestions old, successful dealers 
often get from their distributors is the idea of 
opening a branch 

It is a nice way of telling you that you are get 
ting old, that the appliance business is a young 
man's business, and your volume on the dis 
tributor’s line is not enough. Distributors have 
found that the idea of opening another store 
often scares a dealer silly, and he prefers sharing 
the line with another store. Secondary store 
management is hard to get 

Distributors have found that the flight of a 
dealer's volume is that of an arrow. It starts, it 
rises, it hits the peak and then comes down 
Only explanation, apparently, is that it follow 
a man’s life 


\ firm that has a store union finds that it runs 
into trouble when it wants to change commission 
rates on various appliances, Go ahead and do 
it, if you want to, says the union, but you must 
guarantee our members the same income as 
they enjoyed last year. Which amounts to a 
guaranteed annual wage 

A large department store thinking of throwing 
out TV and appliances reconsidered when its 
management was reminded of the free advertis 
ing it was getting from its ‘TV advertising, and 
told that a lot of interest, gleaned from appli 
ances sold on time, were not credited to the 
appliance department's earnings, where it should 


have been. 


Latest res from Kansas Gas & Electric Co. 

territory, which show electric clothes dryers the 

appliance in gains in August, prove the 

value of promotion. For Kansas is dry and 
sunny. ‘They were ahead 109 percent. 

For the year, room coolers were off 42.6 per- 
cent, dehumidifiers 33.9, attic fans 31.7, window 
fans 68, home freezer 16.6 and ironers 28,2. Of 
course much of this is due to terrific sales the 
previous year when the “heat storms” occurred, 
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However, automatic washers were 38.9 percent 
ihead for the eight months of 1955. Dealers 
old 2,201 standard and 256 built-in ranges. 

Union Electric territory, St. Louis, reported 
these gains for the first half of 1955. Coffec 
makers, 58.1 percent; dishwashers, 110.6; food 
waste disposers, 36.4; clothes dryers, 84.6; freez- 
ers, 2.6; ranges, 28.3; refrigerators, 20.9; roasters, 
0.9; cleaners, 1; automatic washers, 80; conven- 
tional washers, 11.4. 


...in the 
GREAT 
LAKES 


By N. Bleecker Green 


(id. Note: Mr, Green, who normally 
reports on business conditions in the 
Great Lakes area, this month writes from 
Oklahoma and Texas where he is on an 
extended business trip.) 


Fall business brisk in Oklahoma and 
Texas with refrigeration up and 
laundry sales double last year . 
Air conditioning disappoints 


USINESS is good in Oklahoma and Texas 

this fall. Dealers and distributors in the two 
state area have just experienced one of the best 
summer seasons to date. Sales of appliances 
radio-television in the eastern part of the area 
should come close to breaking the all-time record 
year of 1953. ‘The western area, hit by a drought 
for the past three or more years, will not equal 
the hustle and bustle of cities like Tulsa and 
Dallas. Crop failures have taken off the edge 
But generally speaking, 1955 will be a year for 


the books 


Appliances sales are on the upgrade for tix 
first three quarters of the year when compared 
with 1954. One ‘Tulsa distributor reported that 
white goods were 35 percent ahead for July; 30 
percent over last year during August. September 
showed some slight softening which is normal 
after the hot weather is turned off. Dealers in 
the oil center of the world reported similar in 
creases, with refrigeration leading the list of 
appliances moving best. Increases over 1954 
business varied from 15-20 percent to as high as 
65 percent over last year. 

Oklahoma City dealers reported good business 
also, But they added that theirs was an extremely 
price conscious market. Reports on appliance 
movement varied from line to line and with the 
promotional activity of individual dealers. August 
business was slightly above the preceding month 
of July, but in some cases well over 50 percent 
ahead of the same 30-day period (end of August 
and early September) of last year. The capital 
city distributors differed slightly in gains made, 
but all agreed that sales increases at dealer level 
were encouraging for 1955. Late August-earl 
September sales were pegged “around 23 percent 
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ahead of last year . . . refrigeration up 35 percent 
for first six months over last year . . . laundn 
equipment 100 percent ahead for first sir 
months.” 


In Texas, the Dallas-Fort Worth area is the 
scene of bustling merchandising activity. Hous 
ton, down on the Gulf Coast, shows comparable 
signs of good business and the sections represent 
two of the outstanding marketing areas in the 
country. Both are growing rapidly. 

Dallas distributors, working out of one of the 
key marketing hubs in the southwest, indicated 
that refrigeration led appliance sales during the 
close of summer. One wholesaler pegged his 
dealers’ sales in refrigeration at “50 percent over 
last vear.”” An independent, centering on laun 
dry equipment set his dealer activity for the first 
eight months of 1955 at “24.97 percent over last 
year for the state of Texas.” And his dealers 
backed the comments. One manager of a multi 
store outlet figured his sales volume for appli 
ances across the board at “about 30 percent up 
for August and early September over last year.” 

With the refrigeration season chalking up 
records and then starting to close the books, 
range sales began to show signs of movement 
Laundry equipment continues to hold strong 
As in the rest of the country, washers and dryers 
know no season in this area 


The air conditioning market in both Okla- 
homa and Texas was a distinct disappointment 
this season. Cool weather sat directly on the top 
of hiked quotas and heavy buying at both dealer 
and distributor level. With a record year 
chalked up in 1954, the anticipated sales volum: 
for 1955 was set for a second high-volume yeat 
But comparative cool weather throughout August 
put an end to high hopes. Oklahoma City did 
not have one day over 100 degrees during August, 
in unusual summer for the Sooner state capital 
lemperatures in other parts of the area wer 
somewhat higher, but the lack of a sustained 
hot spell, coupled with hot nights, put a seriou 
crimp in sales hopes and volume. 

But despite the cries of being double-crossec 
by the weather, actual sales volume in units 
comes close to or perhaps even passes the volum« 
figures of 1954. The disappointment comes 
from the fact that the expected increase (20 
percent in many cases) did not materialize. 

The air conditioning market also suffered an 
acute case of “low, low prices.”” The result was 
good volume with very little profit at dealer level 


(Continued on page 16 





“NO ED, I'M NOT EVEN WATCHING TELEVISION. I'M 
LISTENING TO A LONG PLAYING NUMBER | PICKED UP 
TWELVE YEARS AGO” 
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more profit for you in 
“Silver Screen 85’s”’ 


Sylvania puts you in the driver's seat and backs you with more 
promotional horsepower than ever before. This Fall, it’s al! out 
on all fronts to make your selling job easier and your servicing 
job more profitable. Here's how: 


Stepped-up TV power—"Beat the Clock's” fabuloys 
prize contest makes all your customers and prospects potentig! 
prize winners. 10 new prizes, 10 new winners every week. 
Week after week you'll win new customers who come to you 
for their frée entry blank. And as o Sylvanio Dealer only you 
can supply them with an official entry blank. 


Stepped-up magazine power — Syivania's selling the 
“Silver Screen 85" in the biggest consumer magazine cam- 
paign of 1955. Full schedules in This Week and TV Guide will 
presell your customers on the three outstanding features of the 
“Silver Screen 85” picture tubes. 11 million readers are 
reached by This Week through the combined distribution of 
35 great American newspapers. Over 3 million TV viewers 
use TY Guide every week for TV news and program listings. 


Stepped-up promotional power for you. A complete 
pockage of Sylvania promotion material is available so you 
can fill in the important final link in this promotional chain 
reaction. Window and counter displays, new direct-mail ma- 
terial, the important “Silver Screen 85" booklet, and new ad 
mats are included to help you capitalize on the prize contest 
and national magazine program. 


Stepped-up profits for you. Syivanio supplies selling 
power that adds up to more profit for you. Think with 
Sylvania—work with Sylvania—promote with Sylvania— 
and you can't help but profit with Sylvania. 

SYLVANIA ELECTRIC PRODUCTS INC. 

1740 Broadway, New York 19, N. Y. 


in Canada: Sylvania Electric (Canada) Lid, 
University Tower Bidg., Montreal 


LIGHTING + RADIO + ELECTRONICS 
TELEVISION + ATOMIC ENERGY 


v¥ SYLVANIA 


. ++ fastest growing name in sight 
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Stripped-down models were marketed by both 
local and national manufacturers, with the local 
boys usually coming out on top. One Oklahoma 
City distributor reported that one-ton units were 
being sold at retail for $169. “My cost on such 
a unit would normally be about $231.,” he 
commented 

A Dallas dealer, discussing the good volume 
but-lessmoney situation, said his unit volume 
was really 30 percent ahead of last year. “But 
we are only 13 percent ahead on the profit side,’ 
he added. It is typical of the dealer sentiment 
throughout the area. More units but less net 

But the inventory situation, which would put 
gray hairs on many a northern distributor head, 
has not caused too critical a concern in cither 
Oklahoma or Texas. ‘The carryover will be most 
ly on the wholesale level, with return privileges 
being used by most of the dealers. Retailers 
ive keeping a few models on hand, while dis 
tributor inventory figures range from several 
to “700 or 800 still in our warehouse.” A 
Oklahoma distributor rationalized his carryover 
by commenting that with steel prices hiked up, 
next year's air conditioning units would probably 
be higher priced, Others agreed with this theo 
rizing and figure they can work the early spring 
market next year with the left over inventory 


Summer TV sales in both Oklahoma and 
Texas have been remarkably good for a normal 
period, And the start of fall in early September 
showed sets moving briskly at the dealer level 
One Dallas distributor commented that he had 
“sold more television sets in the first ten davs of 
September than in the whole of August.” <A 
second distributor in the Texas city figured his 
television volume was 25 percent ahead ot 1954 
when September started. He is shooting for a 
20 percent increase over last year's figures. Othe: 
distributors angled their volume for the first 
eight months of 1955 at 25 percent above 1954 

Dealer activity indicated that a second set 
market may be opening up in the Dallas market 
Not all agreed, but where conscious effort had 
been made to persuade the consumer to keep 
the old set, second-sets were a reality. Some at 
tributed this to the fact that Dallas now has fou 
channels on the air, one of them specializing in 
children’s shows. “Tow can Pop watch the foot 
ball games under these circumstances when you 
only have one set?” was one comment 


But changes, despite an expected higher unit 
volume, are slow in coming. Dealers through- 
out Oklahoma and Texas showed little indication 
that they would look for color ‘TV sales this fall 
and winter, ‘They are still skeptical and need 
the solid impact of the coming heavy color pro 
gramming to convince them. Neither do the, 
indicate that the 24-inch screen is moving up in 
popularity, THie 21-inch is still the best mover 

Che electrical industry, ranging from manu 
facturers to dealers, not to mention utilities, 
should give a vote of thanks to the Public Servic« 
Co, of Oklahoma, Bossed from Tulsa, the elec 
trie utility is currently plugging its “Go Electric” 
theme through the use of roadside signs much 
like the famed Burma Shave jingles 

Placed on important highways throughout its 
service area, Public Service is tempering the con 
sumer preference of traveling tourists from coast 
to coast, Route 66, the much traveled US high 
way from Chicago to southern California, is 
sprinkled with kilowatt type jingles in the Soone: 
state. Examples are, “A lucky husband you can 
be, if your wife cooks electrically go electric.’ 
Or “A modern range is wifey’s pal. It cooks the 
meals and not the gal. Go Electric.” Drivers 
from Vermont and New York headed west and 
Californians headed cast are exposed to the signs 
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SOUTH 


By Amasa B. Windham 


Southern utilities spark big jump in 
adequate wiring and heat pump 
... Refrigerators climb steadily . . . 
Harvest money helps rural areas 


YOUTHERN utilities certainly rate a salute 
O from this column and this month we'll lead 
off with it. Lost in the excitement and furor 
of the current appliance selling boom is the 
fact that the electrical industry in the South is 
steadily accomplishing major successes in two 
campaigns: (1) adequate wiring and (2) the 
heat pump 

lhe current heavy rate of appliance buying 
has been a major factor in spurring on the goal 
of adequate wiring. The enthusiasm of the 
utilities has now spread to the distributor and 
the retailer. Air-conditioning, in particular, has 
made the dealer help spread the gospel of ade 
quate wiring. Most houses in the deep South 
are pretty old—many of them ante-bellum types 
but the occupants, nevertheless, are demanding 
new and up-to-date appliances. ‘Thousands of 
jobs of rewiring have had to be done on these 
old houses before such appliances could be 
placed in use, 


Most of the South's major utilities—merchan- 
dising and non-merchandising—have gone all 
out to help get proper wiring into southern 
homes and today, most of these big utilities 
have one plan or another by which the cus- 
tomer may get his wiring job done and pay it 
off in small monthly payments. All this has 
helped the retail dealer sell thousands of appli 
ances which he might nor have otherwise sold 

As for the heat pump, no other appliance 
has made such rapid strides since its introduc 
tion to the public. Every major utility in the 
South is plugging it to the hilt and it has preven 
to be the ideal answer for a combined heating 
and cooling system in any type of building. Its 
installation and operating cost has dropped 
steadily, also. This column is convinced that 
nothing, barring some future fantastic atomic 
development, can stop ity progress 


The hot days of August and early September 
have had little effect on the boom in appliance 
sales. Refrigerator sales continue to climb 
steadily Dealers in Memphis, Birmingham, 
Atlanta, Charlotte and Miami for the most 
part, reported better sales than in a comparable 
period a year ago. New Orleans contacts said 
the present sales rate was “about the same” as 
last year but year-to-date sales were estimated 
at about 12 per cent higher. 

In Birmingham, refrigerators were selling at 
more than double the pace of the early spring 
months, reaching an estimated 1,500 during 
August and around 700 in the first two weeks 
of September. In the area around Shreveport, 
La., the increase was even better—almost tripk 
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that of early spring. Miami dealers sold almost 
1,000 more refrigerators in the six weeks begin- 
ning August 1 than they did in the comparable 


period of 1954 


Home freezer sales continued their steady 
increase in almost every section except the 
Carolinas. In Charlotte, Raleigh and in Colum 
hia, sales hit a sudden slump and are estimated 
to be from five to ten per cent off last year’s 
pace, but few other southern cities reported a 
drop in sales. Miami, Jacksonville and ‘Tampa 
held to their estimates of 15 to 20 per cent 
sales increase over 1954. In Louisiana and 
Mississippi, where miraculous sales in home 
freezers have been recorded since last April, 
the volume was still high though the percentage 
increase fell considerably during August and 
September and at present stands, at best es 
timates, at around 20 per cent over last year 

The season for booming air-conditioning 
sales is about over. It was a good one whil 
it lasted. July, of course, was the top month 
in sales everywhere (except in Florida, where 
all existing sales records were broken in June 
August sales were in brackets almost as high as 
July. Chattanooga and Nashville had in 
creased sales estimated conservatively at 20 
per cent over August 1954. It was hard to get 
reliable air-conditioning sales figures out of 
Memphis but dependable observers in that city 
had a difference of opinicn on air-conditioning 
sales. One dealer said it was the best August 
he had ever had but another declared his air 
conditioning business was off “at least 10 per 
cent from last year.” Birmingham dealers es 
timated business “at least at par’ and except 
for profits, most declared themselves satisfied 


Electric range sales were still good in almost 
every section of the South. In Atlanta and Birm 
ingham, sales were declared to be about 10 pe: 
cent better than last year, and even in New 
Orleans, where dealers just don’t try to push 
electric ranges, there was a sudden jump in sales 
which began in July and continued on into 
August and September. Charlotte dealers were 
running about even with last vear, and in central 

(Continued on page 25 
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and we mean automatic! 


Admiral 7.3 cu. ft. Refrigerator 
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Bar a , : © Full-Width Freezer Chest and Frozen Storage Drawer @ 4 Full-Width 
fale ate he oc gain th : " Admiral Heavy-Duty Shelves . Butter Keaper . . “ . 

Spectacular yn the Bishop Sheen @ “Glacier-Tone” Titanium Porcelain Interior @ 3 Deep-Capacity Door 
I'V Show “Life is Worth Living” thi Shelves @ Automatic Interior Light @ Push-Button Automatic Defrosting 


Fall and Winter mn ARC r\ 


work. Watch for them! ® Full-Width Crisper optional extra. 















Lowest Price Anywhere... 


Big 9.2 cu.ft. Refrigerator with 
vr AUTOMATIC DEFROSTING 
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SELL THE PERFECT PAIR! 


Admiral Refrigerator Model DA960 and 
Freezer Model a (see next page) —over 19 






-» @ 














© Full-Width Freezer Chest and Frozen Storage Drawer @ Adjustable ' ante 
“Climate Control” Deflector @ 2 Ice Cube Trays © 3 Full:Width Heavy- : 
Duty Shelves plus 1 “Clear-View” Shelf @ Full-Width “Clear-View” 
Crisper @ Butter Keeper © 3 Deep-Capacity Door Shelves © “Glacier- 
Tone” Porcelain Interior © Push-Button Automatic Defrosting. 





















Now you can Really Sell Freezers! 
New 1956 upright 


-big 10 cu. ft. capacity 





MAKE DOUBLE PROFITS—SELL'EM IN PAIRS! 


Two 10U35's give 20 cu. ft. freezer capacity in 
about the same floor space as a 13 cu. ft. 
chest-type—or sell 10U35 in combination with 
DA960 Refrigerator. 


® Famous Admiral Circulating Cold Air Design @ 4 Refrigerated Super-Speed 
Freezing Shelves ® Dial-Temp Freezing Control @ Cold-Clear-to-the-Floor De- 
sign ® Removable Door Racks for Frozen Food and Juices @ “Glacier-Tone” 
Porcelain Interior. 

















hottest promotional Range in Americal 


FLEX-O-HEAT 
ELECTRIC RANGE 












CAN’T BE BEAT FOR SELLABLE FEATURES! 


ADMIRAL . 
od © 4 Flex-O-Heat Surface Unit Controls @ Automatic Electric Timer Clock SPECTACULARS \_ 
e- @ Full-Width Non-Glare Fluorescent Light @ 4 Super-Speed Microtube ee poco rapt page 
re" Surface Units © Appliance Outlet @ Rotary Roaster — optional @ Waist- the Bishop Sheen TV Show 


High Infra-Red Broiler © Even Oven Heat @ Automatic Oven Floodlight. 





“Life is Worth Living” 


(ABC-TV Metwork) 


Get ready for Spectacular sales! 
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AMAZING OFFER 


NATIONALLY 
ADVERTISED 


to 30 million people on ABC 
TV Network pius over 300 
ABC radio stations...Bishop 


Sheen's 


“Life is Worth Living” 


presented by Admiral! 





“| 495 Decorator Stand 


GET FULL DETAILS ON THIS 





“America’s best buy’’—Independent Consumer Reports 


Now an even better 


buy with 
TOP FRONT TUNING 


‘alome-j (ole) ol mmalemt-jia-)(ejal. 


falome-jie-liel: 


The Brentwood 
Model T2301D—Ebony Finish 





world’s most fabulous TV buy! 








Imagine at this price such features as 
Filter Screen...Giant 270 sq. in. double- 
bright aluminized picture tube...and a smart 
decorator stand included at no extra cost! Truly the 










* Slightly higher South, West and Canada. ..subject to change without notice. 


























more TV for the money than ever before! 
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Bronze Mahogany Finish 
America’s greatest 21” console value, Sur- 
passes in performance and appearance sets 


The Delmonico—Model C23A1 





selling for $100 more! Smart, modern off-the-floor design with 
-tipped tapered legs, in your choice of four rich finishes. 
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Mellow Maple 
Model C23A8 


Blonde Oak Finish 
Model C23A3 
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Model C23A2 


Mahogany Finish 
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NEW! ADMIRAL 4-SPEED 


portable phonograph at a history-making price! 








Model 3HI2D 
Luggage Brown 








PLAYS 331, 45 AND 
78 RPM PLUS NEW 


1674 RPM SPEED FOR 
“TALKING BOOKS” 
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Model 3HI8D 





*Slightly higher South, West and Canada... subject to change without notice. 

ADMIRAL 
ADVERTISING Styled like fine airplane-type luggage in tan and green pyroxylin, 
on TW Model 3H18D gives beautiful reproduction to any speed record! Au- 
Re a OS tomatically plays 334%, 45 and 78 RPM, changes up to fourteen 7’ 
people each week records, twelve 10” or 12”...and shuts itself off after last record. Also 
plays exciting new 16% RPM records...talking books, language les- 
“Life is Worth Living” sons, etc. Has separate LP and 78 RPM needles. Precision 45 RPM 


.«. @ach week on ABC Network! automatic spindle, optional. Form G 5025 
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TRENDS recion By 


and northern Louisiana, range sales continued at 
about 30 percent better than in 1954. 

Birmingham, Charlotte and Jacksonville deal- 
ers reported an improvement in the sales of 
ironers, which have lagged considerably lately. 
But the biggest improvement in ironer sales was 
down in Miami, where dealers suddenly began 
pushing this item in mid-summer and by the 
middle of September, were selling ironers at a 
very healthy rate. Laundry equipment sales, 
in fact, were good all over Florida. Tampa led 
the way in washer sales, running a hefty 25 per- 
cent better than last year. 

Bales of cotton are being ginned all over the 
South and cash from the harvest crops is rolling 
in. The farmer is buying again and that means 
good business for appliance dealers in small 
towns and rural areas. As usual, at this time of 
year, many dealers aren’t waiting for the rural 
folk to come in but are loading up trucks for 
daily sales tours through the countryside. 


Other items worth noting: Reports still come 
in on the trend toward built-in and colored appli- 
ances. ‘lhe customers seem to like ’em more and 
more. The sale of floor and table model radios 
is off considerably but record players are selling 
well. An increased sale of electric housewares 
may be expected from now until the holidays 
are over. ‘Television sales are steady almost every- 
where. 


...in the 
FAR 
WEST 


By Howard J. Emerson 


Dealer volume, already way ahead 
of 1954, takes another jump after 
Labor Day ... Fall and winter prom- 
ise well for dryers . . . More stores 
stay open nights 


GINNING of a fast and furious fall has 
been indicated by appliance-TV sales dur- 
ing the first two weeks of September in the Far 
West. Most stable dealerships so far this year 


show gross volume from 20 to 35 percent ahead 
of 1954 


Business picked up with a vengeance right 
after Labor Day—in spite of the forces of nature. 
Not to be outdone by all the flood and hurricane 
disaster news from the East, California turned 
loose its own elements—the worst heat spell in 
the history of southern California killed hun- 
dreds; the state put to work more than 10,000 
men fighting the worst series of forest fires in 
30 years; a couple of minor earthquakes shook 
the Santa Clara Valley and Los Angeles coastal 
cities; and the Bay Area got its worst taste of a 
smog it smugly called smaze. And still the 
appliance-I'V business went on merrily. 
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REGION 


All air conditioners and fans in southern Cali- 
fornia and most of the stock in the Central 
Valley were cleaned out by September first. 
Ironically, the staff of the Electric League of 
Los Angeles, which recently finished directing 
an elaborate air conditioning promotion, sought 
a room cooler for the ELLA office—but was too 
late and had to swelter. 

Already good refrigeration business was helped 
by late August, early September heat spells in 
most parts of Far West, sending sales up to a 
guestimated 25 percent ahead of same period 
of 1954. 


Great hopes being placed out here by dealers 
and distributors for fall and winter sales of dryers. 
Having successfully overcome what used to be 
the dryers’ off season—the hot, rainless, ‘clothes 
line weather” of the summer months, through 
utility and association promotions—the industry 
is now enthusiastic about the sales potential 
when most of the Far West will be “rained-in” 
for six months. The first heavy rain of the 
season in Eureka sent dryer sales soaring right 
after Labor Day, P. G. & E. reports. 

Not on rain alone will the industry depend 
for dryer sales. In Los Angeles, the industry 
will start an elaborate dryer campaign for Novem- 
ber through January—will feature a flat rate wir- 
ing price, probably between $60 and $70. How- 
ever, with January comes a stumbling block for 
electric dryer sales in boundaries of Los Angeles 
when a city code change will require a change in 
the main switch on all 220-v, installations. This 
will up installation costs by at least $30 in 
most homes, will handicap the Electric League 
and the Department of Water and Power in 
their competition with one of most promotional 
minded gas companies in the country. 

Increased attendance at electric and home 
shows is seen for fall and winter months, Help- 
ing will be extra effort and expense outlayed 
by such groups as Northern California Electrical 
Bureau at its modern living exposition in Oak- 
land and the Appliance achendisers Assoc. 
of Phoenix with its five-day radio-I'V festival 
both organizations shelling out $12,000 or more 
to bring famous traveling “atomic exhibit” as 
drawing card. Other basic reason for increased 
attendance expected at Oakland, Phoenix and 
San Diego shows is amazing increase in public’s 
interest in colored appliances and in built-in 
units. Build a better display of colored built- 
ins and the public beats a path to the door—at 
least in the Far West where home building con- 
tinues at record rate and where almost every 
family is building, buying, remodeling, or con 
sidering one of the three. 


More odd-hour selling is becoming the fad 
for dealer promotions. One used to ask “how 
many hours are you staying open?”—now the 
question is “how many days and nights?” Called 
“marathons”, “sellathons” and other variations, 
the promotion calls for the dealership to stay 
open 24-hours a day for several days—usually 
Friday through Sunday. Recent effort was by 
Nide’s, Denver, which kept doors open for 72 
hours straight while celebrating 8th anniversary. 
Offered gift to any visitor who caught salesman 
napping. Globe TV in Sacramento, Calif., 
tried same idea successfully with 48-hour “Sale- 
a-thon” to push special purchase of TV sets. 


But all night selling has to offer more than 
open doors to get public. Here’s digest of suc- 


1955 


cess of manager John Burke, Lane's Appliances, 
Mountain View, Calif., who stayed open 4 days 
and 3 nights. Two radio stations with guaran- 
teed all-night audiences were set up to operate 
remote programs—mostly music and usually hill 
billy—from Lane’s. All night searchlights guided 
the interested to the store on E} Camino Real. 
Direct mail build-up through 85,000 twelve 
page promotion pieces helped. Lane's offered 
free trips to Disneyland (cost store $70 each) 
with each purchase of special models of CBS-TV, 
Westinghouse refrigerator, ABC washer, plus 17 
jewel watch with each purchase over $100. Re 
sults—store sold $45,000 worth of merchandise 
in 84 hours, $75,000 worth in those three days 
plus 7 days follow up—compared to normal 10- 
day volume of $30,000, 


More shake ups in electric housewares distri- 
bution expected out here. Already, two large 
independent distributors have closed out all 
products in multiple distribution, the F. B, Con 
nelly Co, of Oregon and Sues, Young and Brown 
Inc. of Los Angeles. Many other major appli 
ance distributors unhappy because of abuses in 
clectric housewares dating plans; some refuse to 
compete, Result, the non-electric housewares 
specialists and electric supply wholesalers are cut 
ting bigger pieces of the traffic appliance pie, 


Selling Shut-Eye, If you think you know 
every mentionable and unmentionable reason 
why prospects should buy electric bed covering, 
just look at this campaign just put underway im 
San Diego. ‘This is the theme: “Don’t Reach 
for Sleeping Pills, Reach for Your Electric 
Blanket’, Bureau of Home Appliances secretary- 
manager J, Clark Chamberlain reports that 
“After consultation with members of the med- 
ical profession, who are most enthusiastic over 
this revolutionary approach, the decision has 
been made to use this method of calling atten 
tion to the appalling ‘sleeping pill’ habit which 
is sweeping the country. All the known facts 
concerning the inducement of sleep through the 
use of electric bed coverings will be employed. 

Trend to rugged individualism seen in action 
of partner Jack Miles of Central Electric Co., 
Palo Alto. Believe it or not, Jack and his wife 
are spending two weeks in Acapulco and Mexico 
City—at their own expense. Very successful 
winner of distributor-manufacturer sponsored 
trips in the past, Miles is taking the trip to get 
away from it all—specifically the appliance in- 
dustry, End 
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“YOU WANT TO HEAR A REALLY HIGH POWERED UNIT?” 
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Circle has more 
than Life, Look © 


Family 





Why does Family Circle have 
more single-copy sales than any 
magazine ever...more than twice the 
“newsstand” sales of any of the other 
four leading women’s service maga- 
zines? Editorial excellence! Family Circle 
opens new horizons for today’s young, 
growing families. They choose each 
issue solely because they want it... buy 
it voluntarily month after month because 
it provides the ideas and inspiration 
they need to attain a better family life. 
Family Circle is their magazine —not to 
dream by alone — but fo live by! 


HERE’S THE SCORE ON SINGLE=COPY SALES PER ISSUE: 


FAMILY CIRCLE ... 4,172,872 
DE Gtip Wists ewe ie 6 eee el 
Diag Sein k® sv ene ee 
EES ee | 


Source: Publisher's Interim Statements for the period ending 
March 31, 1955. These are the latest available A. B.C. figures, 
at the time this publication goes to press. 





New York * Chicago * San Francisco * Los Angeles * Toronto 
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single-copy sales per issue 
and Post combined! 


How your best markets grow with 
Family Circle —automatically! The 
14 top supermarket chains selling Family 
Circle locate their thousands of new 
stores only in expanding, high-volume 
retail areas. Thus Family Circle automa- 
tically reaches your most important 


audience: young, growing families in 
new neighborhoods around shopping 
centers. Unlike subscription-type maga- 
zines, which take their circulation wher- 
ever they can get it, Family Circle gives 
you customers where you want them: 
big families in fast-growing neighbor- 
hoods where your business is best! 





You cannot reach this vital market effectively with other magazines! 


A continuing national study of 5,800 families conducted by 
the Market Research Corporation of America shows: 


71.6% of Family Circle households received none of these leading weeklies: Life, 
Look, Saturday Evening Post. 


63.0% of Family Circle households received none of these leading women’s maga- 


zines: Ladies’ Home Journal, McCall’s, Good Housekeeping, Woman’s Home 
Companion. 


83.6% of Family Circle households received neither of these leading shelter maga- 
zines: Better Homes & Gardens, American Home. 


How Dealers Profit... 
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Dealers! To help support your local selling 
efforts, we will send you attention-getting, easel- 
backed display cards featuring the brands 
advertised in Farnily Circle. They’re ideal for 
your counter, window and floor displays 

..and they really attract the attention of the 


D | 5 a LAY CA e D 5 supermarketing families who live and 


shop in your neighborhoods. Send for your free 


FO R D EALE RS display cards today! 
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c Landers, Frary & Clark regularly advertises in 
a” Family Circle to reach a 100% select market of 

SPLawe family-shoppers, all in the market for attractive, 
BATE LA time-saving appliances like the Universal Coffee- 








matic. This advertisement, appearing in the Nov- 
ember issue, will mean sales action for you. Send 
for your display cards and get set for more sales! 


This full-color advertisement for the sensational 
Pfaff automatic sewing machine, with exclusive 
Dial-A-Stitch Control, will appear in November 
Family Circle for over 4,000,000 homemakers to 
see...and for you to sell! Order your Pfaff full- 
color display cards now to cash in on this sales- 
producing ad! 














PROMOTION DEPT., FAMILY CIRCLE 
25 West 45th Street, New York 36, N. Y. 








REGINA 


Regina features this eye-catching full-color adver- 
tisement in October Family Circle to help you sell 
more work-saving Regina Polisher & Scrubbers to 


No. ofcards Please send me the free display cards 


0) Plott Sewing checked at left, featuring appliance adver- 


Machine tisers in Family Circle Magazine the housewives right in your own neighborhoods. 
Sold in supermarkets near your store, Family 
[_) Regine Polisher NAME Circle produces more sales in your store! 
and Scrubber 
STORE 
() Universal 4,000,000 family-shoppers, prime prospects for home and 
Coffeematic ADDRESS family appliances, buy Family Circle in stores of these 14 famous 
city ZONE _STATE chains: SAFEWAY * KROGER * AMERICAN ®* FIRST NATIONAL 


JEWEL * WINN & LOVETT * GRAND UNION * BOHACK * RED OWL 
ALBERS * DIXIE-HOME * WEINGARTEN * H.E, BUTT * H. G. HILL 
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Mort Farr Says... 





We Have a Right 
to Compete—2 


STREAMLINING OPERATIONS 


N last month’s article I wrote that if we wished 

to survive we would have to increase our vol- 
ume and cut our expenses. To those of us who 
went through the boom years in appliance mer- 
chandising right after the war, when any expenses 
we incurred were covered by increased profitable 
volume, this at first sounds impossible. However, 
it is being done today by many successful dealers. 
How do they do it? 


FIRST: COST CUTTING. Let us review the 
NARDA Cost of Doing Business Survey in 
order to cut costs. 

The biggest cost is the cost of the merchan- 
dise itself. Approximately 67 or 68 percent of 
the sale price of the article is represented in our 
cost. There are two ways in which we can make 
savings in these costs. First, buy at a better 
price and, second, improve turnover. And the 
easiest way to increase turnover is to cut down 
on the number of lines we handle. 

There is no reason why an appliance dealer 
should not get six turnovers a year. In the past 
we have averaged around four and never had 
over five. 

Recently we inaugurated a stock control sys- 
tem that tells at a glance if an item on our floor 
has been in stock too long. We have always 
operated a perpetual inventory system with two 
cards bearing the model, serial number and list 
price of the article on them. One, which also 
indicates where it was purchased and the date, 
is filed in the office and the other (a different 
color card and with the date of purchase 
omitted) is fastened to the merchandise. When 
this card is made out it is given a check mark 
with a colored pen or pencil. For the first quar- 
ter we use black, second quarter—green, third 
quarter—red, and the fourth quarter—blue. 
When the merchandise is tagged for sale it is 
written up in the color shown on the check 
mark. In this way a salesman can tell imme- 
diately which appliances on the floor should 
be moved first. 


BUYING NEW MERCHANDISE, Don’t just 
call up and order. Find out the best quantity 
discount and check your records to see if you 
can handle that much and still get proper turn- 
over. Remember that we are working on less 
than 3 percent net profit so that if we can buy 
for only one percent better we have increased 
profits 334 percent. Speaking in terms of dollars, 
this means $1,000 extra profit on every $100,- 
(00 in purchases. Many times the quantity dis- 
count is two to three times that much and will 
also provide you with additional advertising 
monies. This is another reason why you should 
cut down on the number of lines. 

Another way of getting extra profits is by tak- 
ing advantage of cash discounts. If you can get 
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a cash discount of 2 percent for prompt pay- 
ment of your bills and get six turnovers a year 
it could easily pay your rent. 

At times, with the introduction of a line or 
on a quantity purchase of a close-out a dealer 
with limited capital might find it advantageous 
to use floor plan facilities of his bank or finance 
company. In some instances, the distributor 
will pay these charges but in any event no quan- 
tities should be purchased that cannot be sold 
before the interest on the floor plan amounts to 
more than the savings on the quantity pur- 
chased. 

With the introduction of a new line of T'V 
or appliances, bear in mind that the manufac- 
turer has to manufacture models for distribution 
all over the United States. It is not necessary 
that you purchase every model, particularly in 
TV where cabinet acceptance varies greatly in 
different parts of the country. 

Now that we have made some savings in our 
buying, let us see how we can cut down on 
some of the costs of doing business. Here again 
we may simplify the valli if we remember 
that we have only 30 to 32 percent of the sale 
to spend—not 100 percent. Thus if we sell an 
item for $100 the most we can keep is $32 and 
if we give away or waste $10 it is not 10 per- 
cent of our profit but actually 4 of our profit. 


CUTTING SERVICE COSTS. The biggest 


items of expense are salesmen’s pay and service, 
both of which amount to approximately 6 per- 
cent of dollar volume; in other words, each ac- 
counts for around 20 percent of profits. Some 
people may advise you to drop service but if 
vou do your sales will surely suffer. 

Inventory control and quantity buying are 
important as is watching the shrinkage in inven- 
tory, both from pilferage and obsolescence. 

While the pilferage of tubes and parts to 
service sets of friends and neighbors of service- 
men is an important item in service costs, prob- 
ably the most expensive one is the stealing of 
vour time by highly paid technicians. Many 
times this goes on unnoticed by the owner. A 
coffee stop in the morning taking 4 hour for the 
whole gang may cost the services of a man for 
half a day. Then, too, a lot can be saved by 
proper scheduling to cut traveling time. 

We can start cutting down losses in the serv- 
ice department at the point of sale. This is 
particularly true of I'V sales where no margin is 
allowed in the discount structure for any free 
service. The customer should be told that a 
90 day parts warranty and the one year picture 
tube warranty do not include any free service and 
that they will be required to pay for any home 
calls during these periods, If a set is sold on 
time it should never be sold without at least 
a 90-day service policy as a customer will not 
make payments to the bank if the set is not 
operating properly, 

Of the utmost importance in the service de- 
partment is the necessity of keeping separate 
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records to enable you to check for inefhiciencies 
and losses, 

There is also the possibility of cutting service 
losses by performing service on T'V and appli 
ances not sold by you, 


HOW TO PAY SALESMEN, The other big 


expense item in sales expense is the direct sales 
men’s commission, Here is an area where many 
dealers are making substantial savings without 
cutting the income of the men ~ im many 
instances actually boosting the take-home pay 
of their good salesmen, 

These dealers have devised new compensation 
systems, replacing those systems which relied 
on payment of flat commissions, Take the case 
of a man who has been working on a six percent 
commission. He would earn $12 on a $200 
product if he sold it at list, But if he allowed 
$40 on a trade-in he would still earn $9,60 (six 
vercent of $160) despite the fact that he would 
hove given away two-thirds of the gross profit in 
making such an allowance (if we assume the 
cost of the unit was $140). 

Today this has been changed, Under one 
system, if a man (who gets six percent at list) 
gives away 10 per cent (or 4 of the profit) his 
commission is cut by 4 and he gets only four 
percent of the balance. On a 20 percent dis- 
count or trade-in (which is what he allowed in 
this instance) he would have received only two 
vercent of $160 or $3.20, which would make 
1im think twice before selling that piece of 
merchandise at that price. Other dealers have 
worked out a formula on each piece of merchan 
dise showing exactly what a man would make 
at each $10 of the sale price after the trade. 
Thus if the dealer was seeking to make a 30 
percent gross the normal percentage would be 
figured at that figure. As the salesman gets less 
from the customer his commission falls until it 
becomes as low as one percent. However, if the 
item had a built-in trade-in allowance or was 
bought on a deal and the salesman gets above 
the normal profit margin he receives a substan 
tial part of this additional profit. This is a 
great incentive for the men to move profitable 
merchandise and make money for themselves 
and you, 

Some stores find it profitable to put cash 
spiffs for the sale of out-of-date or hard to sell 
merchandise and this generally makes a sales 
man move it much more quickly than if he 
were permitted to give this money in the form 
ot an allowance to the customer 

I have heard of instances where stores have 
dropped their sales expense by as much as 2 per 
cent and made that much extra profit or more 
by using the profit incentive plans for salesmen 


Mort Farr Will Say .. . 


Next month Mr. Farr discusses the techniques 


of increasing volume while cutting costs 
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FAVORITE NEW 


“Taio 


TOASTS ANY BREAD Fie FASTER! 











Now TOASTING SPEED! Now TOASTING ACTION! 


sn heating element and poe oar se Reflector Control, sensational new principle 
m-up peri a asting immediately. Eve eliminates old-fashioned timer, uses reflected 
he "hr st slice toasts in only 60 tecond Fast he - heat from toast to give same accurate color to 


rewarms to ot whe ut darkening color any type of bread without changing the control. 


Nowstenr, a AUTOMATIC CONVENIENCE 


* NEW HIGH RISE RACKS * NEW SILENT ACTION * NEW HINGED CRUMB TRAY 
*% NEW SINGLE SLICE TOASTING » NEW FINGER-TIP RELEASE 4% NEW CLASSIC DESIGN 
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TOASTING MIRACLE! © 








in Copper, $22.95 


Manufacturer's suggested 
Retail or Fair Trade Price 





SEE YOUR UNIVERSAL DISTRIBUTOR! 


ONLY THE GENUINE UNIVERSAL 
TOASTAMAGIC CARRIES THIS DESIGN... 
YOUR ASSURANCE OF 

QUALITY CRAFTEMANSHIP 





LANDERS, FRARY & CLARK, NEW BRITAIN, CONN, 
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Genuine 
Whirlpool 
Worm Gear 


Off brand 
Worm Gear 











REPLACEMENT GEARS FIT BETTER, WORK 
BETTER... END COSTLY SERVICE CALL BACKS 


These gears look alike, but your service records tell the difference 

. the Genuine Whirlpool replacement gear ends profit-eating 
service call backs, Here's why! It’s made to original Whirlpool 
quality specifications to last longer. It's precision machined to ex- 
acting tolerances for perfect fit, minimizing wear. It has more con- 
tact surface, providing better oil coverage . . . less damaging heat 
friction, In every way it’s more dependable, of better quality, gives 
longer service. 

Don't gamble your service profits and reputation with offbrand 
parts, Whatever the gear . . . drive lug, sector gear, worm gear, con- 
necting rod, agitator shaft. . . be safe, use only Genuine Whirlpool 
replacement parts. Your local Whirlpool dealer, distributor or 
A. P. J. A. parts jobber has quality parts, quickly available. 


service division 
WHIRLPOOL CORPORATION ¢ St. Joseph, Michigan 


Clyde, Ohio ¢ LaPorte, Indiana 
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The Trend Is Still Up 


BY THE McGRAW-HILL DEPT. OF ECONOMICS 


USINESS activity is continuing to 

move upward, Almost every eco 
nomic indicator points to rising levels 
of activity—setting new records every 
month. 

The industrial output of the nation 
has set new records through the sum- 
mer months. The index of industrial 
production (1947-49=100) stood at 
138 in May. It has continued to rise 
4 point every month—August will 
probably be 141. If this rate con 
tinued, the index would reach 145 by 
December. 

Even more spectacular has been the 
increase in the Gross National Prod- 
uct—the measure of the total goods 
and services produced in our economy. 
It climbed to $385 billion (annual 
rate) in the second quarter of this 
year—the highest it’s ever been in our 
entire history. The previous peak was 
reached in the second quarter of 1953 
when GNP reached $369.3 billion. 
It means that GNP has increased near 
ly $30 billion since the low point last 
year 

The construction industry, one of 
the indicators which has a direct ef- 
fect on appliance dealers, continues to 
set new highs. It hit an all-time record 
in July—the value of all new con 
struction put in place was just under 
$4 billion. This was 4% higher than 
June and 12% above July of last year. 

Private construction has been one 
of the key elements pushing the total 


construction level up. So far 1955 pri- 


vate building was up 20 percent com- 
pared with the same period in 1954. 


HOUSING: TAPERING OFF? 
There are signs, however, that hous- 
ing starts have begun to taper off. The 








number of new units started in July 
was down |] percent from June—and 
below the July figure of a year ago. 
Since there is a pronounced seasonal 
pattern in the number of housing 
starts, it is difficult to* determine 
whether housing starts are tapering off 
or whether the decline is due to sea 
sonal fluctuations. It’s a figure worth 
watching in the next few months. In 
spite of this decline there were 114,- 
000 more units started in the first 
seven months of this year than in 
1954. 

It still looks like 1955 will be the 
second best year on record—only 1950 
with 1.4 million housing starts will 
top it. And every new home in a 
community means a potential cus 
tomer for appliance dealers—if not for 
basic items such as ranges and refrig- 
erators at least for additional appli 
ances such as freezers, dryers and tele 
vision sets. 

And it’s obvious that consumers are 
eager to buy these additional items. 
As evidence of the amount of con 
sumer purchases one has only to look 
at the retail sales figures. ‘Total retail 
sales are running about 8 percent 
higher than a year ago. Almost every 
line across the board is showing an 
increase over last year. 

This trend will continue as long as 
consumer income continues to rise. 
And the outlook is for higher and 
higher incomes for the balance of the 
year. In addition, next year consumers 
can look forward to tax cuts. Both the 
Republican Administration and Demo 
cratic Congressional leaders have in 
dicated that tax relief is coming. This, 
coupled with continuing high levels 

Continued on page 36 





“THAT'S THE 56 INCH SCREEN I'VE BEEN TELLING 
YOU ABOUT” 


OCTOBER, 
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The G-E refrigerator 
has come a long 


since 1933 

















,..and so has Du Pont DULUX enamel! 


GENERAL ELECTRIC'S famous “‘monitor-top” 
refrigerator delighted homemakers with its effi- 
ciency and good looks back in 1933. But finding 
new ways to make kitchens more beautiful, more 
pleasant to be in . . . new ways to give America’s 
women more and more leisure . . . has been 
among the basic aims of General Electric over 
the years. That’s why today’s General Electric 
refrigerator, with its new revolving shelves, is a 
marvel of streamlined efficiency and compact- 
ness that the 1933 housewife could not even 
dream of. 

And so it is with America’s leading home ap- 
pliance finish—-_Du Pont DULUX Enamel. Con- 
stant research over the years by Du Pont chem- 
ists has resulted in a finish with rugged resistance 
to chipping, cracking, scratching and staining. 
Now DULUX is easier to clean . . . keeps its 
glistening white beauty longer than ever before! 
That’s why the DULUX of today meets the most 
exacting requirements of today’s topflight appli- 
ance manufacturers. E. I. du Pont de Nemours 
& Co. (Inc.), Finishes Division, Wilmington 98, 
Delaware. 





PEG. U5, paT.OPF. 


“DULUX” ENAMEL 


BETTER THINGS FOR BETTER LIVING... THROUGH CHEMISTRY 
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America’s leading home appliance finish 
.+shas helped sell over 36,000,000 refrigerators! 
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Your “Surprise-Package” Bonus for Christmas 


R-200-2 


AUTOMATIC 
IRONER 


The new 





AMERICA’S EASIEST-T0-SELL 


BIG-TICKET, BIG-PROFIT APPLIANCE 
| 


GETS THE CUSTOMERS YOU'VE BEEN MISSING 
Mr. Dealer: After you’ve sold Mrs. Housewife a 
washer and dryer, complete her home laundry 
by selling her a Conlon Automatic Ironer. It 
relieves her of her most hated household chore... 
and, it’s big ticket, with a margin of profit that 
leaves plenty of room for merchandising and 
= trading. Stock it, display it, sell it...it 


means extra money in your pocket! 










HERE’S WHY: ONLY CONLON HAS 
ALL THESE SELLING FEATURES 


| @ Exclusive side-glide hand-ironing action 
| @ Full 30’ roll—takes sheets in 2 passes 


@ New Dual Thermostatic control—irons any 
fabric...even new miracle, man-made fibers 


| @ Non-sag roll—will support 300 Ibs. 

» ®@ Toe-touch control—leaves hands free for 
feeding 
2-speed control—with pressing action 


Piece being ironed is always visible 


30x6'2"’ case-hardened, scratch-proof chrome- 
plated, rust-proof shoe—lifetime guarantee 


Dual controls—use either hand or foot control 
Motor and heat controls at fingertips 


Improved ball-bearing casters require mini- 
mum effort, can’t mar floors 


Double open-end roll—feeds from either side 
. Adjustable pressure 

. - Heat-trap dome; focuses heat on shoe— 

not on operator 


ORDER NOW FOR those Extra Christmas Bonus dollars 





| 


THERMOSTAT 
E CONTROLS 


First time in automatic ironers— 


THE CONLON LINE OF IRONERS AND WASHERS FEATURES © fctvics "wi comple” sfoy 
BOTH LOW PRICE AND ESTABLISHED BRAND NAME REPUTATION 0 Wick or your finger. 


onuke = (ee STANDARD "| : ECONOMY 


R-200-2 a C76R-1 . Plec] - = = 
7 ar “ie 

















as ) - ; ~~ For Complete Information Write: 
y STANDARD ne CONLON-MOORE CORPORATION 
DELUXE (With or 731 1806-1828 So. 52nd Ave. 
733-P without pump) : (With or without pump) Chicago 50, Illinois 
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Te NEW ALL- TRANSISTOR G-E POCKET RADIC 


s 
7 
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OUT-POWERS ’EM ALL ATA 
FAST-TURN PRICE! 


Here’s the greatest gift sales-builder since G.E. introduced 
the clock-radio! Distributors saw it—heard it—and imme- 
diately asked us to double production. Why?—Because this 
new G-E gives up to three times the volume and power— 
with five times the sensitivity—of other transistor radios 
in this price class. Here’s a radio no bigger than a post- 
card, weighing only 15 ounces, that plays over 200 hours 
on one tiny battery. And, its magic G-E transistors virtu- 
ally last forever. With all these features—plus exclusive 
Dynapower speaker, Civilian Defense markings, built-in 
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GENERAL () ELECTRIC 


Saeousapeenaeaegrss3esrf 


iron-core Beamascope antenna—you'll move ‘em like hot- 
cakes at $49.95. Comes in lifetime cases—ebony or ivory. 
Also available—a smart genuine leather carrying case, and 
earphone for private listening. Call your G-E distributor, 
or write General Electric Company, Radio & Television 
Department, Syracuse, New York. 


Prices include 90-day free warranty — even on labor. Prices subject 
to change without notice. Slightly higher West and South. 


Progress /s Our Most Important Product 


GENERAL @® ELECTRIC 


1955 





Have it! 





IT’S A MIRACLE IN 
COMPACTED POWER 
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| Economic Currents 


CONTINUED FROM PAGE 32 


points to plenty t 


cash in the consumer's pocket. 


ABOUT-FACE IN EMPLOYMENT 


Ihe employment picture seems to 


) an mploy ment, 


have completed an about-face sin 
the business downturn of last year 
At the end of August initial claims fo: 
unemployment compensation droppe: 

to the lowest level in 2 years. An ° 
2.5 million unem 
ployed persons in July. This was tl 
lowest uncmployment rate in over 


there were onh 


t 
















+ 
year and a half. It accounted for 3 
percent of the labor force compared 
with 4 percent in June and 5 percent 
last July. 
Ihe total number of persons work 
ing was up, too Between January and 
July of this year, total nonfarm em 
ployment had increased by 1.3 million 
workers. ‘This was the largest rise for 
the same months since 1950. There 
were 65 mullion persons working at 
the end of July—the largest working 
labor force we have ever had. With 
so many people working and taking 
home larger and larger incomes, th 
outlook for appliance dealers is indeed 
promising 
Manufacturers also are out to get 
their share of the market by main 
taining record production levels. For 
example, production of TV sets for 
the first half of 1955 was running 34 
percent ahead of last year 
For the manufacturers at least, the 
dark horse in this industry has been 
industrial television equipment. Al 
though available for more than ten 
years, it has just started to come into 
its own this year. It is estimated that 
this year sales may equal everything 
the industry has sold in this area from 
1946 through 1954. 
All the signs point to high and 
record breaking levels for 1955. The 
“soft spot” in the economic picture 
continues to be the farm situation 7 
eXill of theirs is reflected in improved heating and l’arm incomes have been declining fo: 
quenching techniques . . . in specially developed the past 3 years. By the end of 1954 
There are several excellent nickel-chrome deoxidizing anneals .. . in expert and precise con- farmers had absorbed a total drop of 
combinations on the market. But there is only one trol of every technical process of the entire manu- 17 percent in net income since 1951] 
Nichrome’*. facturing cycle. Sometimes, indeed, there are as Ihe outlook is for only a moderate 


further slide in 1955—probably about 
5 percent. Thus, the fall-off in agri 
cultural incomes seems to be slowing 


many as 127 distinct operations between melting 


What is it that makes this alloy the universal crucible and the finished wire, strip, or rod. 


standard by which engineers judge the properties 
of heat and corrosion resistance? There is always In recognition of its unique properties, the down—but it’s still a blemish on an 
at least one extra ingredient added to the nickel United States Patent Office in August, 1908, otherwise rosy picture end 
and chrome. That is... the supreme mastery ofthe granted solely and exclusively to us the trademark 

Driver-Harris specialists, gained in their $5 years NICHROME. There is only one Nichrome, and it 

of melting and drawing experience. Thishard-won is produced by Driver-Harris. 


Driver-Harris Company 


HARRISON, NEW JERSEY > : 

BRANCHES: Chicago, Detroit, Cleveland, Lovisville, s)he oe 
Los Angeles, Sor Francisco ite 

ia-Conada: The 8. GREENING WIRE COMPANY, Lid. 
Hamilton, Ontario. 





*T, MA, Reg. U. S. Pot, Off, 
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wa) NT a 
Aaa fiatLul of Power 2 


Your Display sells a complete line of DO-IT-YOURSELF TOOLS 
Literature pocket holds full line stuffers on other Thor SpeedTools 


You take the orders your distributor delivers tools immediately 


GIFT ASSORTMENT -40 

You buy only: 
1 =995 Saw attachment $ 9.95 
2 =201J5 ‘«" SpeedDrills @19.95 $39.90 
2 =201J4S SpeedDrill Kits @34.95 $69.90 


You make... 





You sell for $119.75 


You pay only VFS 


profit 


‘pak-Ganehe- Conall diate mmeoreleslel-tany 











get a free 


free literature —free gift packaging - 
free banners with SpeedWay’s smashing 


Get thi: 


brilliant tluorescent completely sermmbled « fey 
display with al arelale|-tel eli: elgelsaledirela. faelaek for Ama Father 
Day, etc.,— absolutely free. 
In just seconds you will have your owr 


power tool depart- 


ment..can cash in on big plus profit power tool sales! 





SpeedDrills are 


Just what you ve been asking for 


complete with gift card 
Ready fom ole) mel: der the Christmas Tree! 


CALL YOUR LOCAL ELECTRICAL 
GESCO OR GRAYBAR 


DISTRIBUTOR NOW! OR CALL 


National Thor SpeedTool! Distributors 


Shed 
J ol -1-le M Reololt-s 


advertised in Life, Saturday Evening Post, 
Living, Popular Mechanics, House Beautiful, 


Popular Science, etc., etc. 


a divisior 


of THOR Power Tool Co. 


CICERO 50, ILLINOIS 
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it’s later than you think! 


October 31, 1955 is the deadline for getting in on the 
EXTRA DOLLARS you can win with the SPECIAL NESCO 
pEALS! Good example: You can buy the famous NEsco 
rryryTe Automatic Electric Frying Pan at HALF PRICE 
when you order 3 at the regular price, along with one 
4-qt. and one 2-qt. NEsco cookryTe Automatic Electric 
Sauce Pan. Double the order and get the NEsco FRYRYTE 
free — $20 just like a gift! Make the most of all the 
SPECIAL NESCO DEALS and make more money than ever 
on the terrific fall and Christmas Nesco promotions! 
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Yes! Like never before... 


all eyes are on 





with big-space, big-impact color national ads that mean 
big fall and Christmas business for Nesco dealers! 


Only a hermit will be able to miss the barrage of eye-stopping national ads 
that will help sell nesco products this fall. 


Nesco is really “covering the bases” with national advertising that will be seen 

by practically every logical prospect in America — and in your town! Under the 
covers of the important mass-market magazines pictured here, there are double-page 
spreads in full color, full color pages and other big space units — all with a 
single-track objective: to persuade every woman, every man, every gift shopper 
that no life can be complete without a wonderful new nesco rryryTe Automatic 
Electric Frying Pan and the other fine nesco appliances. 


For tie-ins that will put cash in your till, by all means — 
see your Nesco distributor now! 


You're always RYTE with NESCO! 
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Experience Proves 
KLIXON Protectors 
Improve Customer Satisfaction 


DETROIT, MICH.: Mr. S. Stevens, Owner of Acme Electric 
Sales & Service, gives the kind of advice . . . and the kind 


of service that keeps his customers happy. He says: 


“Our experience with Klixon Inherent Motor Protectors 
has proved that we have better customer satisfaction 
because Klixon Protectors help prevent the motors from 


burning out.”’ 


Klixon Protectors Reduce 
Service Calls and Repairs by 
Preventing Motor Burnouts 


The KLIXON Protectors, illustrated, are 
built into the motor by the motor manufac- 
turer. In such equipment as refrigerators, 
oil burners, washing machines, etc., they 
keep motors working by preventing buro- 
outs. If you would like increased customer- 
preference, reduced service calls and mini- 
mized repairs and replacements, it will pay 
you well to ask for equipment with 
KLIXON Protectors. 








Automatic 
Reset 


K 


METALS & CONTROLS CORPORATION 
SPENCER THERMOSTAT DIVISION 
2510 FOREST STREET, ATTLEBORO, MASS. 
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THE LOUDSPEAKER 





“Yes, We Do Have Kitchen Dealers” 


To the Editor: 

For the benefit of your many read- 
ers who are distributors of steel kit- 
chen cabinets, I would like to offer a 
clarification of the problem presented 
by the American Banker as summar- 
ized on page 258 of your September 
issue (which stated that bankers at- 
tempting to help promote kitchen 
sales had trouble finding kitchen deal- 
ers and that many of those they did 
find were selling to builders and not 
for remodeling jobs). 

Naturally as a progressive industry 
we are constantly attempting to ex- 
pand the number of dealers serving 
the public. 

This industry is making every effort 
not only to encourage new dealers to 
take care of the growing demand for 
steel cabinets, but to provide ways for 
our already large number of dealers to 
do the best possible job to satisty the 
consumer. It is safe to assume that 
there are already well over 50,000 deal- 
ers in the United States who handle 
steel kitchen cabinets, which gives evi 
dence that we do have good sales cov 
erage at the present. 

Concerning the distribution of our 
product between new building and 
remodeling, a recent survey from this 
ofice among our members who repre 
sent over 90 percent of the volume of 
cabinets sold in this country, has in- 
dicated that the industry average dur- 
ing the recent past has been split even 
between construction and _ replace- 
ment. Therefore, I think it is impor 
tant that dealers who are primarily 
interested in the remodeling field 
realize that we as an industry have not 
neglected this most important part of 
our business, 

















Gibliaan 





The problem of inventory and 
stocking dealers is certainly a difh 
cult one because of the space and cap 
ital required to carry extensive selec 
tions for the homemaker. Your read- 
ers of course know this only too well 
The steel kitchen cabinet industry, 
however, has solved this problem by 
providing distributors and other cen 
tral points with well-equipped ware 
house facilities so that it is easy for 
local dealers to obtain the particular 
types of cabinets desired by their 
customers. With the recent increase 
in the variety of color and texture 
available in steel cabinets, this type of 
central distribution is even more im- 
portant and, in fact, a necessity for the 
majority of our dealers. In any event, 
a customer need not wait long for th« 
steel kitchen of her choice. 

One of the important activitics of 
SKCMaA is our Sales Promotion & Ad 
vertising Committee which has pro- 
vided inestimable service in terms of 
ideas and suggestions, as well as sp« 
cial promotions for the benefit of our 
members to pass on to dealers in this 
industry. Individual members, through 
their dealer training schools, of course 
give excellent assistance to ambitious 
dealers who will take the time and ex- 
pend the effort to learn our business. 
We have every reason to believe that 
the dealer organization in this indus- 
try will expand and intensify its efforts 
to keep pace with the needs of mod 
ern living desiring ‘Cabinets of Stecl 
for Lasting Appeal.” 


Sincerely, 
Arthur J. Tuscany, Jr. 
Executive Secretary 
Steel Kitchen Cabinet 
Manufacturers Assn. 











“IF YOUR HANDS ARE FULL, JUST STEP ON THE PEDAL AND THE DOOR 
SWINGS OPEN.” 
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We had to be hot 
to be on this spot! 


There’s no use beating about the bush! When the 1955 
Kelvinators were introduced, we knew we had the out- 
standing refrigerator line in the business. Nobody matched 
Kelvinator styling—outside or inside. Model for model 
we were giving buyers the biggest freezer chests on the 
market. Dealers welcomed the Kelvinator color program — 
said it made sense. And they cheered for the selling fea- 
tures we had packed into the whole Kelvinator line from 
top to bottom. 


We were sure Kelvinator dealers were ready to go, and we 


planned and prepared for a good, big, healthy increase in 
business this year. 


But the reception of the 1955 Kelvinators by dealers and 
consumers alike was way ahead of anything we had 
figured. Again and again we upped our production sched- 
ules, but demand kept snow-balling ahead of our production. 


Then we brought out the Fabulous Foodarama—and we 
really were snowed under. For the Foodarama not only 
proved to be the hottest major appliance in years, but it 
also gave another big shot in the arm to sales of the entire 
Kelvinator refrigerator line. Month after month, Kel- 
vinator has been racking up sensational sales increases over 
the same months of last year—March up 51%; April up 
66%; May up 57%—climaxed by a July that barely missed 






* Last minute figures show August refrigerator 
sales 69% ahead of August a year ago. 








being the biggest sales month in Kelvinator’s entire history — 
seller’s market, post-war, Korea and all!* 


So, here’s where we are now. We had planned, as usual, to 
have built enough 1955 Kelvinators by this time to supply 
dealers to the end of the normal model year. About now, 
we would have been building next year’s models in prepara- 
tion for presenting them to our distributors in mid-Novem- 
ber. On that basis, dealers would have received their first 
1956 stock in late November and December. But the 
tremendous demand for Kelvinator refrigerators forced us 
to change our plans. 


While we have a supply of some refrigerator models that 
ought to be sufficient to carry our dealers through the next 
couple of months, we are completely sold out of other 
models they will need. 


And we're sold out of 30-inch ranges, too. 


So we can’t wait for a November announcement. Right 
now we are running full blast on 1956 refrigerators and 
ranges and we are shipping them right off the end of our 
production lines! Two to three months ahead of schedule 
Kelvinator dealers will have brand new, fresh, feature- 
packed merchandise to sell. 


Take a look at these great new Kelvinator products—on 
the next pages. You'll agree that Kelvinator and Kelvinator 
dealers are off to a flying start for 1956. 
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We're brin cing 


1956 
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wonderful new sales-making features 
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MODEL K24F-8 


“sales-tested”’ exterior colors 


Take a good look at the “new look” in refrigerators— 
the 5 “Advance Guard” models of Kelvinator’s great 


new line for 1956! With exciting new styling . . . new, 
beautiful Sand Tone interior color styling .. . 


plus K el- 


these 


Sand Tone In- 
terior color styling 


2-Way Adjustable 
Shelf 


Anodized Gold 
Aluminum Shelves 
with Decorative 
Fronts 


Built-in Butter and 
Cheese Chests 


Twin "Moisture 
Seal” Crispers 


10.6 cu. ff. capa- 
city— 16.8 sq. ft. 
of shelf area 


70 Ibs. of frozen 
storage — 52-\b. 
freezer and 18-l\b. 
meat tray 


Sand Tone In- 
terior Color Styling 


New, deeply- 
recessed inner door 
panel with fully- 
deluxe storage fea- 
tures, including 
distinctive Dairy 
Chest with drop- 
down door 


Beautiful Gold 
Finished Shelves 
with Decorative 
Fronts 


Full-width "Mois- 
ture Seal” Crisper 


Full 8 cu. ff. cape- 
city—13.86 sq. ft. 
of shelf area 


56 ibs. of frozen 
storage — 37-Ib. 
freezer and 19-Ib. 
meat tray 


glamorous new models will catch the eye of any 


shopper. But there’s more than meets the eye to these 


new Kelvinator refrigerators. Each is packed with 
more of the stuff more sales are made of. These spanking 
new, beautiful Kelvinators are coming your way 


now ... the first and finest for °56! 
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MODEL K22F-8 


Sand Tone In- 
terior Color Styling 


"Magic Cycle" 
Push-button Auto- 
matic Defrosting 


New, deeply- 
recessed inner door 
panel with fully- 
deluxe features 
including distinc- 
tive new Dairy 
Chest with drop- 
down door 


Full-width "Mois- 
ture Seal" Crisper 


Gold-finished 
Shelves with 
decorative fronts 


Full 8 cu. ff. cape- 
city—13.86 sq. ff. 
of shelf area 


56 ibs. of frozen 
storage —37-I\b. 
freezer and 19-Ib. 
meat tray 


Sand Tone In- 
terior Color Styling 


Roomy shelves in 
new, deeply- 
recessed inner door 
panel 


Full-width freezer 
with beautiful new 
door styling 


Beautiful, durabie 
gold-finished 
shelves 


Full 8 cu. ff. capa- 
city—13.47 sq. ft 
of shelf area 


56 Ibs. of frozen 
storage — 37-\b. 
freezer and 19-\b. 
meat tray 
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THE “SOLD-OUT” SIGN IS ALSO UP ON 30” RANGES 


2 KE AY NATOR S 


Hee 1956 30” ELECTRIC RANGES 


Ahead of Time! Ahead In Style! 





Removable Aluminum Oven 
Liners and Bottom 








New, improved surface cooking 
with all four Twin “Rocket” 


Ahead In Features You Can Show and Sell! 


Now/ 


KELVINATOR 


OFFERS EXCLUSIVE 
REMOVABLE 
OVEN LINERS 


... The sensation of 1955... 
IN A 30-INCH MODEL RANGE! 


Yes, here’s the idea that took the range market by 
storm —removable oven liners that can be thrown away 
when soiled—brought to you for the first time in a 
30-inch electric range! And it’s just one of the high- 
lights of the new Kelvinator 30-inch range line for °56 
that will make this the hottest line in the industry. 
New High-Fashion Gold Trim. New Rod-Type Oven 
Units. New thermostatic action switches. New styling. 
All these and a host of other salesmaking features 
are yours to show and sell with Kelvinator in °56! 















AMERI¢ 


@ High-Fashion Gold Trim units controlled by new thermo- 
MODEL © Choice of 8 Decorator Colors static action switches for exact 
KR-F38 © New Rod-Type oven and broiler heat settings 
slements 
© Both Automatic and Manual oven Non-fogging window in oven 
light control door 
® Avtomatic Oven Controls and Non-fogging window in oven 
eae Timer door 
KR-F36 © Picto-Heat Switches New Rod-Type oven elements 
MODEL © Picto-Heat Switches Automatic oven controls and 
KR-Z34 © New Rod-Type oven elements timer 


Miclviseactove 


DIVISION 


Pp DETROIT ;2? MICH 








The Most Valuable Franchise 
In The Appliance Industry! 


Westinghouse GENERAL GQ ELECTRIC 
Yo Hotpoint Hamilton. 
You're in. 


a ae ae Admirat 
‘Td fn rns pro on USL wi BENDIX 


Appliances eA VICTOR py 














fi WRAPABOUTS 


Protection for radio, TV, HiFi and 


SLINGABOUTS Air Conditioner 


Protection for all makes 
of appliances 


It only takes seconds to enclose your 
appliances in clean, modern Slingabout 
protection. Made of extra durable water 

repellant canvas, these jackets are thickly 
padded for protection against jarring impacts. 
Layers of soft flannel lining keep finishes scratch free. 

Convenient handsling makes your Slingabout protected appliances 
easy to lift and move through narrow spaces. No unpacking litter. 
Use them over and over to reduce your delivery costs. 








See how easy it is to give fine 
finishes the protection they 
deserve... clean, quick 
Wrapabout protection, No time 
é consuming packing and 

WRAP IT UP unpacking, Thickly padded and 
flannel lined, these easy-to-handle 
canvas packages are water 
repellant. You get years of 
service from Wrapabouts . 

plus those favorable, 

customer reactions that 

build future business. 











SUP IT ON STRAP IT FAST SWING IT UP 





CARRY IT AWAY 



































1 oo ow oe a a an a an en een een ew en ee Se oe ae oe oe a ee OP on om en a ee ee ee a oe on on om om aw om 
! WEBB MANUFACTURING CO., 2918 North 4th St., Philadelphia 33, Pa. 
| Send Slingabout prices for Model +# =. = ss Make 
| Send Wrapabout prices for Model #¢ Make bibiiees ; 
Range i 

SLINGABOUTS NAME vil a ‘aoe bse Hh3 Check} Washer ! 

AND ! Appliance \ Radio 

WRAPABOUTS re TV Hi-Fi | 

CITY si ict ceicgscmntt la a Air Conditioner { 
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37 PRODUCTS OF THESE 15 LEADING MANUFACTURERS NOW CARRY McCALL’S USE-TESTED TAG 


ELNA (KitchenAid EASY 
TAPPAMN — MiIRRO-MATIC dSveo 


NORGE HARDWICK NECCHI 
a Mausic Kehinator 
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CONSUMERS ARE READING ABOUT THIS 
NEW APPLIANCE SALESMAN EVERY MONTH! 











TESTED 


VERY MONTH 12,000,000 readers of McCall’s learn about 
an informative, reliable new guide to appliance shopping 
—McCall’s Use-Tested Tag. 


And every one of the 37 products now being sold with 
McCall’s Use-Tested Tag earns extra sales support from 
McCall’s editorial presentation of the Use-Tested program 
to its readers. 


McCall’s Use-Tested Tag on any product certifies that 





it has been used and liked by the most authoritative home- 
makers in the world—the editors of McCall’s. 


Right now more than 1,000,000 new appliances are being 
sold with McCall’s Use-Tested Tags in stores across the 
country. Each Tag provides finger-tip facts and point-by- 
point information on the performance features of the ap- 
pliance to which it is tagged. Make McCall’s Use-Tested Tag 
a vital part of your plans for increasing sales in ’56! 


To put your name on this Tag, and this Tag on your product, see the man from McCall's. 
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McC ALL’S. .. 220 Park Avenue, New York 17. N. Y. 
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There’s a better way to make money than this! 


| being slightly illegal, making money like this 
isn’t very practical. Ask any counterfeiter. 


There’s a better way to make money . . . lots of it. And 
that’s by learning how to sell Ironrite Automatic Ironers 
... then, selling them by the carload. What’s more, the whole 
process is quite simple. 


In the first place, you must realize that in the Ironrite, 
you have a product that is unduplicated by any other. It offers 
far more to the woman than any of the other so-called 
“ironers”’ on the market. It is nothing like these modernized 
“‘mangles.”” This is very important to you, since you never 
have to cut prices on an Ironrite to meet competition from 
other brands, because there isn’t any such thing! 


The second thing you must realize is that all you have to 
do to sell an Ironrite is convince your prospect, by showing 
her, that she will benefit enormously by owning one. When 
this is done, the sale is as good as made. 


Sound simple? Of course. It is. And look what else Ironrite 
has to offer you: 


1. Low saturation. Nine of every ten families in your 
area are prime prospects for an Ironrite. 


2. No installation costs. Just plug into the outlet. 
3. High dealer discount. The figures speak for themselves. 
4. No trade-ins. Every sale is clear, clean profit. 


5. Pyramiding sales. Sales figures prove that eventually 
every Ironrite owner creates two sales among friends. 


Let the Ironrite Automatic Ironer prove that it can be the 
greatest little money-making machine ever! Begin today to 
FEATURE, DEMONSTRATE, and SELL Ironrite. 


Need help? Want an Ironrite franchise? (There are some 
left.) Get in touch with your Ironrite distributor, or write 
today to: R. M. Gottlieb, Vice President in Charge of Sales, 
Ironrite Inc., Mt. Clemens, Michigan. 


O n rl | e ... The appliance man’s appliance 
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LOWBOYS WITH EXCLUSIVE MARLITE TOPS Taditional With THE DECORATOR TOUCH 


The simulated marble Marlite top is another Both models feature patented Panoramic Vision 
for room-wide viewing . . . 273-square inch aluminized 
picture tube , . , two front-mounted speakers . . . easily 
accessible front tuning . . .“Power-X” chassis for top performance, 


3 


The REGENCY (XP21-22CD) in 
mahogany, bleached mahogany or 
cherry veneers, with color-harmoniz- 
ing Marlite tops, gold tooled leather. 
ette door panels, English Battersea 
porcelain miniature door pulls. 


Stromberg-Carlson styling “first.” Distinctive eye-appeal is 
matched by the fine performance of the vertical 


“Power-K” chassis, with 273-square inch aluminized picture tube. 








The CREMONA (K21-22H) in genuine 
Honduras or bleached mahogany 


The MILANO (K21-22HC) in genuine 
Honduras mahogany, bleached ma 


The CHIPPENDALE (XP21-22V) 
caster-mounted cabinets of fine mo- 
hogany or cherry wood veneers, at 
home in virtually any room setting. 


veneers hogany or platinum walnut veneers 


RADIOS WITH “talk-about” FEATURES 


iT) a 


high fidelity THAT REALLY Is! 





The MUSICLOCK De Luxe 





The HI-FI-ET -- with a frequency re- 
sponse of 50 to 15,000 cycles and 
extended range amplifier, fully auto- 
motic 3-speed record changer, sepa- 
rate bass, treble, and volume controls. 
Portable model in durable two-tone 
pigskin finish. Table model in fine 
mahogany veneers. 


nd tnd 


U 





The CADENZA — Hi-Fidelity radio- 
phonograph with frequency response 
40 to 16,000 cycles, fully avtomatic 
4-speed changer, powerful AM radio, 
two speakers — 12 and 8-inch — sepa- 
rate bass, treble and volume controls. 
In fine cherry veneers, 


han 


puts you to sleep and 
wokes you up to music 
Telechron® Clock with ap- 
pliance timer. Civil Defense 
dial settings. Six colors 





The MODERNAIRE — Com 
pact table radio with high 
efficiency PM speaker, full 
AM range, Civil Defense 
settings. Six colors 


The MINSTREL — Smartly 
styled AC/DC or Battery 
portable. Full AM range 
with special Civil Defense 
dial settings, Six fresh, 
modern colors 








The INTERNATIONAL 
~ 6-band world-wide 
portable, AC/DC or 
battery operation, Two 
speokers, built-in ba- 
rometer, thermometer - 
hyqrometer, five fin- 
ishes, many ether 
unique features 


(6 SOY 851 DI ot Oe O21 21 Oh ee 
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Automatic Home Laundry Equipment 


= 
oreere 


Model DFF-.D— Super-Fast Gos Dryer. Twice as 
fost... super quiet, super-economical. 18 Ib. wet 
load capacity. 30” cabinet. 








fe 
=? 





Wiis 







Wh 




















Model WFH—Economat Automatic Washer. Agi- 
tator with exclusive flexible Wondertub. Fully 
automatic. 24” cabinet. 8 ib. capacity. 






















Medel DFE-D— Super-Fast Electric Dryer. Twice 
as fast as other dryers. Sofe for everything wash 
able, Formica countertops optional 










































DFF-D (or DFE-D) Dryer & WFL Power-Surge 
Washer ... medium priced pair with Power-Surge 
exclusive selling fectures. 





DFE Dryer & WFH Economat a “double 
header" unit famous for economy and efficiency 
priced for volume sales 


PS. Be sure to look at the exciting new Crosley Radio and TV lines... 
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Medel CFR— Duomatic Electric Washer-Dryer all- 
in-one. More beautiful than ever . . . now in 3rd 
yeor of popularity. 


Medel CFV—Duomatic Gos Washer-Dryer all- 
in-one, Only gas combination on the market. 36" 
cabinet 



















Uf 


Md 


16 WAYS TO MAKE THE SALE WITH 
THE WORLD’S NEWEST MOST VERSATILE, 


| : MOST COMPLETE LAUNDRY LINE! 


Model WFN—Dialamatic Agitator Washer. 24” 
vibrotion-free “portable”. 8 Ib. capacity. 


Y 
YLT 








rg 








Washer ane the 
exclusive Formica Pair 
with the custom built-in 
look, World's newest 
- washer & dryer with 
new high standords of 














. Ho tener tu 














SS 


Kw 


WFG-D Tumbie-Action Washer & 
DFF-D Super-Fast Dryer .. . the Per- 
fect Pair! Dryer is ready and waiting 
when washer completes its cycle. 


with the differences you can see! HY SLEY ix: BENDIX | 
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Sell the 


water heater 





IT'S EASIER TO SELL THE MOST ACCEPTEO— 
MOST ADVANCED—GLASS-LINED WATER 
HEATER IN THE INDUSTRY 


Through research 
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...in glass lining 


Sixteen years of success —over 2,500,000 installations 
give Permaglas the only proved glase-lined tank. Start- 
ina before 1921, A. O. Smith coats more steel with 
alaee than any other manufacturer. 


... in styling 


Permaglias gives you the water heater the world has 
been waiting for. Exclusive aqua-and-copper styling 
dresses up your showroom, catches their eyes... 
AND SELLS! Permaglas ie more profitable. 


——e features 


Only Permaglas gives you patented HEETWALL con- 
struction that eliminates temperature build-up, saves 
heat, gives you a REAL difference to sell. And only 
Permaglas has EYE-HI temperature control. 
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GET OUT OF THE RED 


INTO THE BLACK 


WITH CHILL-AIR FANS BY NATIONAL 


FASTEST GROWING FAN LINE IN THE COUNTRY 
-__ BECAUSE OF FEATURES LIKE THESE: 


CONVERTIBLE UNIT 


br te : ‘ if The Chill-Air Supreme Floor Fan... streamlined versa- 
PUSH-BUTTON * tile beauty in two sizes. UF-17...17" blade... 2 speeds 
... weight 20 pounds. UF-20...20" blade... 4-speeds” 


CONTROLS ff a > 1] ... weight 27 pounds. 
Kt ") |i Mae \\\\Ii7 
... the newest! National WW oe” . } f, ¥ A\) \ 
introduces its Model TR- \ y | f eS Wp 


M, 

20P with colorful push- ; F 14 ye 
buttons controlling the . > / = = a> 
two speeds forward and ; : =| 

reverse ... irresistible 
customer appeal! 20” 
blade, electrically revers- 
ible, weight 33 pounds. 


























TR-22. Electrically reversible 
2 speeds forward or reverse MOUNTS IN WINDOW PANEL CONVERTS TO ROOM ROLL-ABOUT 


blade weight 36 pounds 





SEE FOR YOURSELF THE PROFIT-MAKING FAST-SELLING CHILL-AIR 
FAN LINE IN CHICAGO OCTOBER 17-21 AT THE HARDWARE SHOW... 
BOOTHS 529-533, NAVY PIER...AND HEADQUARTERS AT HOTEL MORRISON 








eee eevee eeeeeeeneeneaeneeeaeeeeeeneeeneaneaeaneeneeneneneaneeeaeeerennnereeee d 
: * NATIONAL ENGINEERING & MANUFACTURING COMPANY 
MAIL COUPON TO— $ NATIONAL «Geman 
Beer st  pebeemlegeees 
| AT I @) MM A L E N G i N c i Pp I N CG ae Ee * (1 AM A DEALER © 1 AM A DISTRIBUTOR 
COMPANY » NAME net 
& MANUFACTURING COMPANY [iiiwaimeenrram er-aagiar eg 
SEDALIA, MISSOURI ; MISSOURI — siceenictanedlitiden Maite acaeiad 
~ tia = eatin BG ncn nin, 
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From the company that’s first in Big Screen Color TV sales 
comes the first complete color TV selling plan! 




































9 Motorola’ Color TV Theatre 
for scheduled demonstrations— 
the proven way to sell color TV 








O9909999000909900000,, 


Make your place a show place with a Motorola 
Color TV Theatre. Set up this simple display 
around a Motorola Color T'V and a black and 
white set. Use it for on-the-spot comparison 
demonstrations—the one successful way to 
sell Color TV. Schedule special showings— 
arrange Color T'V parties right in your store. 
Make your store Color TV headquarters. 


§} COLORTIME U.S.A. 


Merchandising Kit with how-to 








instructions for making it pay off 


Here’s the most complete merchandising kit 
ever assembled. Special “invitations” to your 
Motorola Color TV Theatre, post cards, win- 
dow banners, pennants, display pieces, 24- 
sheets, newspaper, radio and T'V advertising 
—everything you can think of—PLUS Use- 
the User Plans, Special Tavern-Hotel Sales 
Planners—everything you need to let the 
whole town know your store is Color TV head- 
quarters! 


s 
Miyetion 4 


MOTOROLA COLORTIME 






iS 











wi 
AN 


AN 





AM 


Now-RIGHT NOW -/s the tinte to sell 
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| COLORTAME 064 


A complete (and completely practical 
plan for selling COLOR TV right now 








| i itviccinsinesiin Color 
Telecasts every week during 
regular store hours 





Starting October 31, Motorola will be the ex- 
clusive Television Sponsor of Matinee Theatre 
—a full hour, full-color drama every day of 
the week! Here’s bigtime, daytime Color TV 
with Motorola color commercials to make it 
| pay off. Schedule your demonstrations to tie 
in and use Matinee Theatre to help sell your 
customers while they’re in your store! 


| ©) ss new low price 


for Motorola performance- 





proved Big Screen Color TV 


Here’s a new low price on Big Screen Color 
TV that’s backed by more field-tested know- 
how, more factory-trained servicemen and 
more product performance than that of any 
other manufacturer. There’s profit in Big 
Screen Color and Motorola leads the way with 
the right product, at the right price and a 
right-now promotion that’s geared to sell. 
Get all the facts from your distributor. 









Model 19CT1—This distinctive consolette in 
beautiful Mahogany is one of three handsome 
Motorola Color TV sets. It contains the finest 
Color TV chassis ever developed with exclusive 
Color Super-Charger, color Synchronizer and 
Color Clarity Guard for the finest color and 
black and white reception. $695. Consoles, $795. 


A wee): ) 











Prices and specifications sub- Oe 
ject to change without notice 


MOTOROLA Gig Screen Color 7V 


World’s largest exclusive electronics manufacturer 
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Now! The Famous Presto Pressure Cooker is ELECTRIC! 


AUTOMATICA 


LLY CONTROLS HEAT 





Never Before A New Electric 


Appliance With Such Proven Sales Appeal! 


AUTOMATICALLY VENTS AIR 


Automatic Electric Controlled Heat. Set it and forget it! Heat never varies. Automatic 


Pressure Regulator. Avtomatically maintains correct pressure . 


tells when food is 


cooking, Avtematic Air Vent. Only Presto has it! Automatically retains pressure, re 
leases air, Pilot Light and Cooking Guide on handle insure perfect results every time! 


Saves Time 


Cooks everything 3 times faster! 
Potatoes in 10 minutes, not 35 
Sere Ribs, 15 minutes, not 2 hours 
Seves hours of cooking time! Serves 
complete meals in a jiffy! 


NATIONAL PRESTO INDUSTRIES, INC 


ie Vs 
~ 
Saves Health 


Cooks heolthier, tastier meals be 
couse Preste seals in all vitemins, 
minerals. Retains all the delicious 
netural feed flevers, textures and 
appetizing colors 


ig Bf 
Saves Money & 4 


Popular-priced cuts of meat become 
tender Bive Ribbon treats when 
cooked in a Preste. And it wses 
fer less fuel! 


EAU CLAIRE, WIS 


A really great selling record gets the 
all-new Presto Electric Pressure 
Cooker off to a flying start! Remem- 
ber this! Presto non-electric Cookers 
outsell all other makes combined! 
Over 22 million sold! 

Now it's electric! And no other 
new electric appliance ever had 
such overwhelming brand prefer- 
ence and sales appeal! 


Big 4-Color National Advertising! 


Presold by dynamic 4-color ads in magazines 
like Good Housekeeping, Ladies’ Home Journal 


and Saturday Evening Post! 


A Great New Product! A Virgin Market! 
There's nothing like it! There's abso- 
lutely no penetration! And the market 
is pre-sold on only Presto in the pres- 
sure cooker field! 


Sensational Sales Features! Presto has 
made the miracle of pressure cooking 
so automatically easy your customers 
will call it magic! 


Fair Trade List 


9995. 


FREE! NEW RECIPE BOOK INCLUDED. 64 PAGES, ILLUSTRATED 
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BIGGEST 


gas range selling feature 


Since automatic 
oven heat controls! 

















MAINTAINS EXACT COOKING 
TEMPERATURE...MAKES 
EVERY POT AND PAN 
Automatie/ 


CASH IN on the tremendous demand for auto- 
matic cooking—give your customers Gas Ranges 
equipped with Robertshaw THERMAL EYE® Top- 
Burner-Cooking Control that dials top burner 
temperatures just like the oven heat control... 
makes every pot, pan and skillet automatic. 


With Thermal Eye? 


there’s nothing more to b 









\ 














LOOK AT THERMAL EYE: 
THROUGH YOUR 
CUSTOMERS’ EYES 


With controlled top-burner heat, food 
cooks at even, uniform temperature for 
best flavor and texture. Foods won’t boil- 
over or over-cook. Cooking is easier, more 
convenient, worry-free. It’s a big time- 
saver. Homemaker can tend to other 
household tasks, or just “relax”, while 
food cooks automatically, 


LOOK AT THERMAL EYE” through your eyes, Mr. 
Dealer. It brings Gas Ranges a new interest, a new 
sales excitement. You meet the demand for auto- 
matic convenience wanted by 9 out of 10 women. You 
make more sales of high profit Gas Range models. 
You will speed up replacement sales, Your advertis- 
ing and promotion will be more effective with this 
new, newsy attention-getting feature. 


WRITE US TODAY for the names of Range Manu- 
facturers who will soon be on the market with this 
automatic top-burner control. 


Kohortshaw Fulton 


° CONTROLS COMPANY 
MR, CONTROLS 


Robertshaw Thermostat Division, Youngwood, Pennsylvania 
Robertshaw-Fulton Controls (Canada) Ltd., Toronto 


HERE'S HOW 
IT WORKS... 


HEAT IN THE UTENSIL 
CONTROLS THE FLAME. 
The sensing element in the 
middle of the top burner is 
in contact with the bottom of the utensil. It signals 
the heat to the thermostat that controls the gas flow. 
The flame remains on until the food reaches the pre- 
selected cooking temperature, then flame reduces. 
When temperature of food drops below pre-selected 
setting, the sensing element signals the control and 
flame goes up again. 





FOODS WON'T OVER-COOK OR BOIL OVER 










FOODS WON'T SMOKE, SCORCH, 
- BURN ONTO PAN 





- 


‘,.. good reports 


on it from 
people at Admiral” 


soys Mr. L. M. JOHNSON, President 
of Low Johnson Co., Inc., Portland, 
Oregon, distributors of Admiral, Amana 
and other appliances. 


ee E took on CommerciaAL Creprt benefit | would underline is their fast 
PLAN after hearing good reports payment of invoices. We also like the 
on it from the people at Admiral Corpo- 





close cooperation through their division 


ration. We're glad we did because it and local offices. Payment in full of 
brought benefits that have been a great contracts with no hold-back is another 
help to us and our dealers. One specific good point with Commercial Creprr.” 


COMMERCIAL CREDIT DEALERS ARE Successful peAcers 


Appliance dealers and distributors have learned through experience that they can 
look to CommerctaL Creprr PLAN for financing that’s flexible, dependable and com- 
plete. Ask your distributor for a copy of our booklet “More Profits With Sound Fin- 
ancing.” Or call your nearest Commerciat Crepir office. 





COMMERCIAL 
CREDIT PLAN 





ComMMERCIAL 
CREDIT 


CORPORATION 


A service offered through subsidiaries of 
Commercial Credit Company, Baltimore . .. 
Capital and Surplus over $180,000,000 
.» + Offices in principal cities of the United 
States and Canada. 
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Most significant step yet toward better retailing 


was industry's first Institute of Management at 


American University, Washington, D. C., where 


businessmen-students labored in NARDA’‘s.. . 


By ROBERT W. ARMSTRONG 


<< OU can’t immediately absorb an experi- 
ence like this. You can’t even describe it. 
You're only sure of one thing—it’s the 

most valuable experience you’ve ever had.” 

Chat’s the way most of the retailers pictured on 
this and following pages reacted to the NARDA- 
ponsored First Institute of Management for Ap- 
pliance-TV Dealers at American University, 
Washington, D. C. 

Few of them had ever worked so hard before. 
For six, solid, 12- to 14-hour days in Washing- 
ton’s mid-August humidity 41 retailers, one dis- 
tributor, three utility men, and one manufactur- 
er’s training director struggled to learn. Back home 
most of them spent their normal working hours, 
is one speaker described it, “running around put- 
ting out fires.” Now they were trying to become 
sponges, to soak up facts, theory, ideas. 

The reason they were there was expressed by 
Dan Packard, former Kelvinator general sales man- 
ger, who told students, at a luncheon session, 
“The future of this industry is still in the hands 
f the appliance dealers . . . but it’s going to take 
marter management to run an appliance business. 

. This business is going to get bigger and there’s 
going to be a tremendous advantage for people who 
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ire learning and applying themselves as you are.” 

For some the learning was harder than for 
others. ‘They came from 17 different states, differ- 
ent educational backgrounds, from businesses 
ranging in volume from $60,000 to over $4-mil- 
lion, and in character from straight appliance to 
hardware-appliance or furniture-appliance-TV. 

For some the values of a ratio of current assets 
to current liability or of a cash budget were new 
concepts. Others struggled with the adjustment 
to a case-study method of instruction prohibiting 
conclusions based on prejudice, rules of thumb or 
purely individual experience. Still others got their 
first insight into the possible uses of local market 
research. A few were surprised at NARDA presi- 
dent Harry Price’s warning that “More dealers 
have failed because of accounts receivable than for 
any other reason.” Nearly all found new meat in 
reviews of fundamental principles of store opera- 
tion—advertising, accounting, credit, etc. 

No one, apparently, got enough. Classes started 
at 9 am with lectures by professors, bankers, gov- 
emment officials, manufacturers, wholesalers, re- 
tailers, and representatives of other industries. 
Luncheon sessions provided top-brass speakers like 
Philco’s executive vice-president, Jack Otter; 





Tough School 
For Dealers 


Schick's president, Joseph Elliott; Magnavox’s ex 
ecutive vice-president, Leonard Cramer; Raymond 
Rosen's president, Thomas Joyce, 

Mixed in with the theory and principles of store 
operation was plenty of practical, down-to earth 
instruction in subjects like service. Both white 
goods and TV were covered by men like Russ 
Hansen of RCA Service Co., Ray Yeranko, na 
tional service manager of Magnavox, Robert 
Geran, Kelvinator’s director of service. 

Afternoon sessions ended with two-hour case- 
study seminars ranging from the problem of night 
openings to justifying a request for a loan and the 
pitfalls in handling employees, 

Formal, aftersupper bull sessions started at 
seven, tackled subjects like salesman compensa- 
tion, time payment plans and promoting low- 
saturation appliances, lasted until 9:30 pm. Then 
in rooms up and down the dormitory halls: small 
groups of information-hungry dealers kept lights 
burning and the talk going while a television set 
in the empty recreation room played to vacant 
chairs until finally the station went off the air. 

That's what it was like, the NARDA-American 
University First Institute of Management for Ap 
pliance-TV Dealers, It’s not likely to be the last 
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TOUGH SCHOOL (Cont,) 


In the Morning .. LECTURES 







OUTSIDE EXPERTS included Lowrence Dobrow, part PROFESSORS like David Fields of American University, INDUSTRY LEADERS like Dan Packard contributed 
ner in Larrabee Associates, Advertising. Dealer David who teeters dangerously on the platform's edge, spoke of their time and ther knowledge at meetings between 
Brithart, Scottdale, Pa., recorded most speeches on subjects like market research lunch and afternoon classes 





SOME TOOK NOTES. Robert Grinnell of Greenley’s, Flint, Mich., writes in his SOME JUST LISTENED. New ideas and new twists on old ideas kept dealers 
notebook during one of the week's 32 lectures like Lawrence Rahn of Brookfield, IIl., paying close attention 





SOME RAISED A QUESTION. Vergo! Bourland of Fort Worth, Texas, asks while SOME TALKED BACK. Fred Schwender, a Utica, N. Y., dealer, rises to his feet 


Jerry Ritter (Port Huron, Mich.) and Fred Schwender wait for an answer to vehemently debate a point with a speaker 
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After Lectures .. . QUESTIONS 


lay 





FEW SPEAKERS were able to walk out after their talks. Leonard Cramer, execu- JOSEPH ELLIOTT, president of Schick and former RCA executive, couldn't even 
tive vice-president of Magnavox, was cornered in a chair. get away from the rostrum before he was surrounded. 





ONE of the quickest to get to speakers was Charles Jett of Lexington, Ky., here TWO refrigerators, one as-is and one reconditioned by the Kelvinator method 
talking to John Otter, executive vice-president of Philco were the only inanimate objects drawing crowds. 


In the Afternoon ... SEMINARS 





CONCENTRATION was required in case-study seminars EVERYBODY had to contribute to case-study solutions. THREE LISTENERS ct o seminor session include Poul 
Here Rahn, J. D. Hodsden and Joe B. Wood (both of Dean Nathan Baily (right) listens while Nick Powell, Dettling of Jackson, Mich., Don Gabbert, Milwaukee, 





Norfolk, Va.) listen to a discussion on night openings Richmond, Ky., talks on floor space requirements and Earl Holst, Des Moines 


MORE rary 
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TOUGH SCHOOL (Cont, 


Always There Were . .. BULL SESSIONS 


ht wae 





Max BETWEEN CLASSES there wasn’t much time, but Fred 
Schwender, James Morningstar (Dawson, Pa.) and 
Mike Flynn squeezed this one in 


INFORMAL discussions took place any time 
Rhodes of Prospect Heights, III., and Larry Rahn listen 
to A. H. Smith, Gainesville, Fla 


FORMAL bull sessions were held after supper where 
people like NARDA's own Harry Price led discussions 
on retailers’ problems 








AFTER CLASSES the dormitory became a forum. Frank BETWEEN STUDENTS there were no secrets. Mike TEACHERS participated in bull sessions, too. Professor 
Low (Rocky Mt., N. C.), Jim Hampton (Pontiac, Mich.) Flynn, the only student from Washington, ponders a William Davidson of Ohio State got into this one with 
Stuart Greenley, right, of Flint, Mich 


and Harry Price were in this one statement of Charles Jett’s 


Seldom Were There . . . BREAKS 





SMALLEST CHANGE wos in the meals. Close sched- A BIG NIGHT OUT was o 20-minute trip to the corner 
ule didn't allow much time ond A. H. Smith and drugstore for a sundae. Three at the bar are Holst, 
Harry Price had to choose fast Low and Paul Meyer, Mankato, Minn 

End 


BIGGEST CHANGE of diet came with a field trip to 
the Electric Institute of Washington. This is the 


commercial cooking room 
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UR family is fairly typical of 
O the average American family— 

those people who make up the 
life blood of the electrical appliance 
business. 

We have a reliable income, an ex 
cellent credit rating, maintain a home 
for our three youngsters. Throughout 
the period of establishing a home, 
and after a ten year span replacing 
the various electrical appliances, we've 
put out a fair hunk of cash for tele- 
vision, food freezers, refrigerators, 
washing machines, clothes dryers, 
ranges, air conditioning units, water 
heaters, fans, radios, and a longer list 
of miscellaneous items from mixers to 
electric shavers. 





We have purchased them all from 
reliable appliance dealers selling reputa 
ble national brand names. But, gen 
tlemen, while we have no doubt ob 
tained our dollar per dollar value 
per appliance purchased, we have one 
aim for all of our future purchasing: 
We will not, in the future, be anyone’ s 
regular customer! We are going to be 
those delightful creatures known to 
the electrical appliance dealer as the 
“new” customer! 

We've discovered that the new cus- 
tomer gets the frosting plus the cake. 


ELECTRICAL 
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Ihe new customer is enticed with 
window displays, letters, premiums, 
big newspaper ads, radio programs, and 
cheery greetings from the window 
washer on to the managers. 

But the old customer gets 
let me give you a few examples: 

When our old television was just 
fading away and dying from old age, 
we dropped in on our local dealer re- 
questing the same make as the one 
we had enjoyed and had purchased 
from him a number of years back. We 
had the cash with us, too. 

But horror of horrors! They still 
carried that make of television, but 
we “certainly wouldn’t be satisfied 
with it.” Poor guarantee, poor value, 
poor fool that bought one—but alth, 
this one over here has just been added 
to their lines. 

No one would buy the kind we 
wanted. But we did want it, but by 
that time we were so ashamed of our- 
selves that we bowed meekly out the 
door. A door we had been through 
with the dough many times during the 
years, 

Sure, maybe the fellow had his rea- 
sons for promoting his new additions. 
Maybe he was mad at his distributor. 
Or maybe he was just mad. 


well, 


Red Carpet Reception 


But down the street where we had 
never purchased anything in our ‘ives 
we were greeted gayly as new custom- 
ers, and a special order put through 
on our desired type of TV. It sure 
pays to be a new customer! What's 
more we took home two new table 
lamps just to prove how much they 
ippreciated new customers (a gift for 
every new customer with purchase of 
$50 or more). 


Another sample of improper care 
of customers or inhuman treatment 
for human customers is the time we 
needed a new set of blades for our 
mixer, George, where we bought it 
couldn’t possibly reorder one for a 
mixer that old—besides there was no 
profit that way. The local distributor 
could provide it, maybe, if we cared 
to come by between 9 am and 5 pm 
(my working hours), and no siree, they 
could not wrap it and mail it. (They 
were located across town, a five mile 
drive), We could buy a new mixer 
with less expense and effort, but the 
manufacturer came through in a few 
weeks time after quibbling with the 
local folks. 

Two weeks later, George, our old 
dealer, came out with a mixer adver- 
tising campaign. Newspaper, windows, 
circulars, the works. Yon know it. A 
mixer with an extra set of blades free 
to the new customer! 

Then, a while back, we noted a 
sale on display models of automatic 
washing machines. My wife needed 
(or thought she did, which is all the 
same) a new machine, We strolled 
into one of our regular dealers where 
we have made numerous we 
regularly through the years. We wer 
ready to fork over the cash. 


Who Only Stand—and Wait 


And what did we get? “Excuse 
me, A. D., I'll be back to you as 
soon as I take care of this new cus 
tomer over here.” Forty-five minutes 
later we noted the new customer leav- 
ing. So did we. 

These are just a few experiences 
Too often the sales personnel don’t 
know, or claim they don’t know, about 
the recent ad campaigns, Or if thev 


bought-before prospect 


Us Old 


Customers? 


It’s a sad, sad story when a customer goes back to 
his old faithful appliance dealer and finds that all 
the advertising, all the premiums — and all the 
attention are given to the brand-new, never- 


By A CONSUMER (of course) 


know, the item is back in the rear of 
the store someplace. 

And too often, Old Loyal Henry can 
just = wait. He’s last for service, 
1e’s last to be waited on in the store. 
He's last because he’s safe in the fold. 
He’s an old customer. 

And meanwhile the new customer 
gets the service calls answered first, 
gets the store service first, gets the 
enticing from good advertising and 
premium offers. 

Exaggerated? Not at all. It is hap 
pening at least in the thought pattern 
of many electrical dealers throughout 
the country. They are catering to the 
new customer. 





Back when | was a youngster, our 
general store merchant didn’t worry 
much about the new customer, He 
mut out every effort to take care of 
Mrs. Jones because she “traded” with 
him. If you weren't his regular cus 
tomer, you were apt to come off with 
the end of the bologna, the poor 
quality watermelon. You just weren't 
important. You knew it paid to be 
his regular customer 

Continued on page 92) 
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Business jumped 700 percent 


when dealer Justice Stroud decided to give away 


By 
AMASA 8B. 
WINDHAM 
iutomobiles 


HERE were old 
all over the place. Ancient ja 
lopies which Bo zed and rattled 
when you stepped on the starter; two 
or three Model A Fords, battered and 


bruised from years of service; even a 
1920 Cadillac—in fact, all kinds and 


makes of cars which had once been 
shiny and new 
Ordinarily, the average man 


wouldn't stop to look at such a col 
lection. But today, he did. Scores of 
people examined the tires, looked un 
der the hoods, poked at the upholstery 
or asked the wife what she thought 
ibout it. Then, the examination over, 
the steady stream of customers moved 
on through the doors of the Justice 
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A FREE 





CAR 


With Every Appliance 


The 70 jalopies given away by this Birmingham, Ala., retailer cost him about $60 
apiece but the resulting appliance sales averaged $550. Here’s how the 
successful promotion worked 


\ppliance Co., in suburban Birming 
ham, Ala 

Dealer Justice Stroud run 
ning a used car lot nor conducting a 
soap box derby but he was selling ap 
pliances at a rate he had never ap 
proached before. Those ancient ja- 
lopies which stood parked around his 
store were the reason for 
lhrongs of customers w 


wasn't 


such sales 
ent irom auto 
mobile to refrigerator, from jalopy to 
home freezer and from rattle trap to 
clectric range. Stroud was in the midst 


of one of the most effective promo 
tions he had ever launched 
Several days prior to this feverish 


activity Stroud’s ads in the local news 
papers had informed everybody who 


read them that they 
free automobile with every appliance 
purchase which totaled $300 or more 
The automobile he gave away might 
not look like the latest model but it 
was guaranteed to run and the appli 
ance buyer could drive it right off the 
lot while his new appliance was being 
delivered and installed in his home. 
“We figured such a promotion 
might get pretty solid results becaus« 
almost everybody can use an extra 
automobile,” says Stroud. “The trick 
was to round up enough of them at a 
low enough price to be able to give 
them away with a $300 purchase.” 
After explaining his idea and show 
ing how he intended to follow 


would be given a 
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through, Stroud got 100 percent co 
operation from Graybar Electric Co., 
Hotpoint distributor in Birmingham 
Distributor representatives went with 
Stroud salesmen all over town, talk 
ing with used car dealers, paint shop 
ind wrecking places, buying up old 
cars which hung heavy on the dealers 
Stroud wound up with 7]! 
cars which cost him an average of $60 
per automobile. At this price ther 
weren't any Rolls-Royces in the lot 
but the dealers did guarantee that 
the cars would run and this guaran 
tee Stroud passed on to his custom 


hands 


ers. One used-car dealer even guaran 
tced on several of the cars. up to S600 
trade-in on a new automobile 











ae 























FIRST STEP was rounding up cars at a price low enough to make it possible to give them away COOPERATION was offered by Stroud’s Hotpoint distributor, Gray- 
with a $300 purchase. By visiting auto dealers and wrecking firms all over Birmingham, bar Electric. Here Graybar promotion manager Norton Eubanks 
Stroud, right, found 71 cars at average price of $61. offers advice on ads run by Stroud. But principal promotion was TV 





CUSTOMERS EXAMINE the 71 old cars lined up bumper to bumper FREE REFRESHMENTS were offered shoppers as they listened to pitch by Stroud or by the 
outside of Stroud’s store. Auto dealers guaranteed each car would distributor personnel who were on hand to help handle crowds. Some people traveled over 100 
run and guarantee was passed on to appliance buyers by Stroud miles to visit store. 


Stroud surveyed the array of jalop- more spectacular than the first. It also 
lined up in front of his place and was widely advertised, ran three day 
figured he had something pretty good. offered the same guarantees and drew 
Ihe promotion had been scheduled an even larger crowd. Again Stroud 


for three days only and was widely ad had the assistance of three Graybar 
tised over radio and television a alesmen and Miss Gwendolyn Hin 
is in the newspaper the Graybar home economist, who 


spent hours demonstrating and an 
wering questions posed by customers 


Good Results Obtained 


At the end of the three days, Stroud This time, Stroud gave away 39 
found he had given away 31 automo Continued on page 97 


biles—each one representing $300 o 


more in new appliances sold, Nati 
ralh th uccess of the stunt called MINIMUM PURCHASE to qualify for 
for further « xploit ition 0 Stroud gift of car was $300 but Stroud let cus 


tomers lump purchases to make up the 
$300. Any product from electric house- 
wares to TV was eligible but home 
freezers were best seller: 


ited four weeks then rep ited th 
yromotion “by popular demand.” 





Ihe second campaign wa ven 
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NASHVILLE SHOPPERS flock 
from the street into Cain 
Sloan's open air, arcade ap 
pliance shop. The walkway 
has a roof but no sides al 
though canvas siding is put 
up whenever blowing rain 
occurs. The entranceway is 
flanked by two display win 
dows, giving passersby the 
impression that the walkway 
is @ complete appliance 
store 
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Cain-Sloan in Nashville had a 150 foot walkway extending from the street to 
the store’s parking lot. They put it to a good use asa... 


Sidewalk Appliance Store 








FEATURED in the Cain Sloan 
Electric appliances, 


built-in appliances 
to right, John E. Cain, vice 
president of the store, |. 
GESCO, Charles 
Carter, appliance department 
head, and display manager 
W. R. Murray 
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URING the summer and early 
D fall months, residents of Nash- 

ville, Tenn., don’t even have 
to leave the sidewalk to choose the 
kind of kitchen they want. They walk 
right into an open air arcade built on 
one of the city’s main streets and rc 
ceive demonstrations from courteous 
clerks and sign contracts for anything 
they want to buy. 

he arcade appliance shop is an idea 
developed by Cain-Sloan, one of 
Nashiville’s big department stores, and 
its success has been instant. Acros 
the street from the main store, the 
company owned a parking lot built on 
two levels. The lower level was the 
parking lot itself, providing space for 
approximately 150 cars. The top level 
was a sidewalk extension running from 
the regular sidewalk about 150 feet, 
ending in steps which descended to 
the parking lot. 

Charles Carter, head of the appli 
ance department, which had its head 
quarters on the sixth floor of the main 
Cain-Sloan building, saw an opportu 
nity to display his merchandise at 
ground floor level. His idea was to 
place his appliances on both sides of 
the sidewalk extension leading to the 
parking lot and convert the walkway 
into a modern, open-air shop. The 
150 ft. extension had a roof over it 
but no sides 


How He Did It 


Carter conferred with John E. Cain, 
vice-president, and W. R. Murray, 
display manager of Cain-Sloan, and 
pointed out the possibilities of con- 
verting the arcade walkway into an 
appliance sales shop which could be 
seen by every shopper as well as every 
motorist who passed the downtown 
spot. 

“The idea was,” says Carter, “that 
it would increase our trafic a thou 
sandfold, it would give us four dis 
play windows for appliances only, it 
would appeal to both pedestrians and 
motorists, and it gave us the equiva- 
lent of a complete new appliance store 
in one of the city’s best locatiens. In 
effect, we could move kitchen appli- 
ances from the sixth floor down to the 
street.” 

Murray designed the new layout 
General Electric had just brought out 
its new kitchen designs and I. P 
Pruitt, GESCO sales manager in 
Nashville fell in with the plan enthu- 
siastically. He lent his full support to 
building a complete kitchen at the 
end of the walkway and the latest 
G-E designs in hanging refrigerators, 
built-in ranges, one-piece units and 
mix-or-match color design were fea 
tured throughout the new display 
area. At regularly spaced intervals 
along the sides of the walkway are 
display cases set at eye level, contain- 
ing electric housewares such as toast- 
ers, broilers, percolaters, irons and 

Continued on page 100) 


























Convinced that the business has reached big-time 


proportions, sucess- 


ful distributors like Sol Freeman, center, are asking their dealers 


Do You Measure Up 
To The Kitchen Business? 


By TED WEBER, JR. 


business 
But it will also be a dangerous one. 

Chat’s the conviction of Sol Freeman, general 
manager of Burden-Bryant Inc., Springfield, 
Mass., distributor for Geneva Kitchens. 

It will be dangerous simply because it will be 
0 good. The growing consumer interest in kit- 
chens is going to be reflected by a growing dealer 
interest in the field. And that can be dangerous, 
Freeman explains, for two reasons: 

(1) Some dealers who have been handling 
kitchens half-heartedly for years still lack certain 
essential skills and facilities. Dealers in this 
group are ill-prepared to really handle kitchen 
Dusiness. 

(2) Some opportunists may be tempted to 
make a “fast buck” in this expanding field. They 
will try to get by with a minimum of training 
and equipment. 

In either case, says Freeman, the result is the 
ame: sloppily planned, sloppily designed, slop 
pily decorated, and sloppily installed kitchens. 
The customer who buys such a kitchen is far 
from satisfied when it’s finished and the entire 
industry gets a black eye 
Because he feels this way, Freeman himself 
as been upgrading his dealers, dropping those 


4 nis year will be a good one for the kitchen 


I 
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not equipped to do a job in kitchens, suggesting 
improvements in the operation of others. 

Freeman's evaluation program is essentially a 
0sitive one, aimed at producing better dealers 
etter fitted to handle the kitchen sale, But in 
turning out dealers like this, Burden-Bryant is 
also policing its dealer roster by making sure that 
its dealers meet certain minimum specifications. 

The rating program isn’t new with Burden- 
Bryant and it isn’t one that will be finished soon, 
since the firm keeps a continuing “score card”’ 
(like the one at the right) on each dealer's 
performance. 

To see just how this evaluation program works 
out, Evecrrica Mercuanpisinc followed Free- 
man and his kitchen specialist Dick Gerth (left 
in picture above) as they rated dealers according 
to the score sheet at right. Both Freeman and 
Gerth are in a good position to rate dealers and 
to offer advice, Freeman has consistently rated 
among the top distributors of Geneva Kitchens 
and for the past two years has won the company’s 
“Top Hat’ award as the outstanding distributor 
in the country. Gerth has had a varied back- 
ground in the kitchen business and regards it as 
a full-fledged career. On the following pages 
these two experts show just what's expected of 
a good kitchen dealer. 
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Well Kept 
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INSTALLATION 
Cabinets 
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Supervision 
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ADVERTISING 
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Home Shows 
Direct Mail 
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x Pounding ‘Display — 
Door Sample 
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Flip Book 























THIS IS THE SCORE SHEET used by 
Freeman in evaluating his kitchen deal- 
ers. For an idea of how he uses it see the 


photo story on the following pages... . 
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A good display is not necessarily 
large, but it should follow certain rul 
For one thing, it should be representa 
tive of the line. If there are special 
cabinets in the line, some of them 
should be included in the display 
Units of this type have an instant ap 
peal to the housewife who may stop by 
to examine the display. The utility 
value of a corner cabinet with revolving 
shelves will be instantly apparent to 
the housewife. For the same reason, 
the display should be well-imple 
mented with accessories for these too 
tell their own story to the housewife 
Obviously, too, the display should be 
well-decorated. 

A sloppily-installed display imm« 
diately arouses suspicion. The cus 
tomer may conclude that a kitchen in 
her home might very well be installed 
in the same manner 

Che location in the store of the dis 


Do You Measure Up... 


With A Good Display 


play is also important. Dealers have 
been known to lose sales merely be 
cause their kitchen displays were 
literally “hidden in the corner.” 

Freeman emphasizes that the dis 
play should be “activated” and by thi 
he means it should look “useful” 
there should be canned goods and 
dishes in the wall cabinets, a mixer 
in the mixer cabinet, a broom in the 
broom closet. Once again, the cus 
appreciate the 
advantages of having storage faciliti 
for these articles 

Finally, the display should be well 
maintained loo many stores us 


tomer will quickly 


their display cabinets as catch-alls for 
literature, cleaning rags and parts 
For a display to be useful the cus- 
tomer must be able to picture herself 
using it and a poorly maintained dis- 
play instantly discourages the cus 
tomer from any such day-dreaming 





A PROPERLY INSTALLED disploy should be fastened to a rigid background, 
should have the cabinets bolted together, the counters fastened and the sink and 
counter joints covered. Gerth here checks for proper space over work surface. 





AN ACTIVATED display makes use of props like canned goods, mixers, towels 
and dishes to identify for the customer the uses of the various cabinets and 
to let her imagine how she might use them in her own home 

















A GOOD DISPLAY should be representative, and Gerth here checks to make 
sure that a dealer's display contains feature cabinets and accessories which will 
indicate to the customer the scope of the Geneva line. 





PROMINENTLY located display should be set up in a window if possible (as is 
the case here in Murphy Electric in Bristol, Conn 
exposed to traffic, and identified as a Geneva kitchen. 


should be well lighted, 





A WELL KEPT display should be kept neat and clean. Here Gerth notes that one 
dealer is using cabinet drawers for tools and literature and that parts have been 
scattered on the counter. Ash tray is out of place, too 
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A good kitchen dealer must have will never know exactly which feature 
Do You Measure Up ho’. a skills in a number of fields. will stay in the customer's mind, 

He must, of course be a good sales Beyond sales ability, the dealer 

man and have a fundamental know- must have certain specialized skills 

ledge of the wants and desires which for the kitchen business. He must, as 

motivate buying. He can appeal to a first step, know how to take funda- 

tf] ersonne pride of ownership, to the prospect’s mental but simple measurements of 

concern for her family’s health, or to the prospect's present kitchen. He 

a number of other motivations. But must learn her preferences, And he 

he must be able to size up the cus- must be alert for radiators, flues and 


e ee tomer and tailor his pitch to the other construction features which 
individual. will have to be taken into considera 
/ i / y The dealer must himself know the tion in planning the kitchen, He 


lines he handles thoroughly and he must, obviously, know how to plan 
must never take for granted that the a kitchen and accurately estimate its 
customer knows any part of the prod- cost. And, finally, he must know how 
uct story. He realizes that he should to make a presentation of the floor 
give a complete product pitch for he plan and the perspectives 


‘ 4 e 
CChEVA , GenEVA | 


Orchens of Sew Qecnems of Sel 


a 


AR tonite! iy" 











SALES ABILITY: the dealer must know the fundamentals of PRODUCT KNOWLEDGE: the dealer must know the features of the line he handles and be willing to 


selling. Here, in display kitchen of Chester D. Paine, Inc., in keep posted on new developments. Here, Freeman conducts a training meeting for area dealers in the 
Springfield, Bob Paine goes through a complete product pitch. Springfield showroom of Burden-Bryant, 








PLANNING: Paine can use measurements taken in the home to make an attrac- ESTIMATING: Paine must accurately estimate not only the cost of the cabinets 
tive but functional layout for the kitchen. He can handle floor plans, elevations, but also the work which must be performed. A good estimator is able to use 
ground and soffit details and perspectives. his figures to show the customer what she is getting for her money 


MORE * 
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Do You Measure Up... 





On Installation 





PROPER installation of cabinets and appliances in remodeled kitchen is obvious responsibility of dealer 
who must either maintain his own crew or make arrangements for properly trained sub-contractor to 
hor dle work 





...With Advertising 
and Sales Aids 


No single dealer would necessarily 
inake use of every variety of advertis 
ing available to him 

Ihe dealer's advertising depends, of 
course, on local conditions. Radio, 
for example, is recommended only if 
it is effective and economical in a 
given community, In still other com 
munities, some dealers may find it 
practical to use television 

The primary thing to remember 
in scheduling advertising is to adver 
tise regularly, Vreeman recommends 





that his dealers carry small newspaper 

ids at least once a week. Then, at 

the be ginning of the “kitchen season” NEWSPAPERS: Scrap-book of his firm’s newspaper advertising is shown to Gerth by Francis Murphy of 
im the pring and in the fall they can Murphy Electric, Bristol, Conn 


run larger copy. Special promotion 
ilso require larger space 

Freeman urges his dealers to partic 
ipate fully in local home shows and 
to set up demonstrations for local 
civic, religious and social organiza 
tions 

Material for direct mail is also 
ailable 

Dealers are also « xpecte d to identify 
themselves fully with the Geneva 
line in order to capitalize on custome: 
interest created by national advertis 
ing and by area-wide activities undet 
taken by Burden-Bryant 

rhe sales aids provided by cabinet 
imanufacturers vary with the individ 
ual company. Freeman emphasizes to 
his dealers the value of keeping all 
ivailable sales aids handy. Cut-away 
samples of cabinet doors or a pound 
ing display where customers are asked 
to use a hammer on a cabinet section 
provide “physical drama’, says Free 
man. They are indispensable for “in 
person” selling where the prospect can 
see, hear and feel the features of the IDENTIFICATION: Both sides of dealer Al Krupa’s store in Thompsonville, Conn., carry Geneva iden- 
cabinets carried by the dealer tification and trucks are similarly identified. 





KITCHEN 
SPECIAL! 
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STRUCTURAL ALTERATIONS (such as moving a window) may be needed on SUPERVISION is a continuing job. Here, dealer Francis Murphy checks installa 
me jobs and dealer should be able to estimate difficulties involved and be tion of a base cabinet. Supervision like this continues while jOb is being com 
ble to call on necessary specialists to handle the job pleted; Murphy must then moke oa final, overall check-up on the job 











RADIO: In work-shop of Murphy Electric, Gerth and Murphy prepare to listen HOME SHOWS: Over 400 women showed up to listen to Murphy put on a 
in on a radio commercial sponsored by the firm kitchen sales pitch at a school in Bristol, Conn 





LITERATURE: Murphy shows Gerth that consumer literature on Geneva kitchens SALES AIDS: A pounding display, cutaway door sample and counter samples are 
is included in this display rack at store’s wrapping desk. checked off by Gerth as he reviews Murphy's promotional effort 


End 
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W. £. McDONALD (right), sales manager for Madison Piano Co 


-”, 


briefs sale: 


man Morrow and the two service men who will work with him on cold canvass 
as the 60-day washing machine campaign opens 





PREQUENTLY working at night and on holidays, salesman Hilliard G. Morrow 


knocked on doors and rang bells 


throughout 


Huntsville, suggested washer 


demonstrations, wound up by selling 68 out of 74 prospects 


One Washer Salesman Proves 


Demonstrations Mean Sales 


By following a carefully planned promotion, one salesman at Madi- 


-_— 


A PROFIT-SHARING certificate worth $5 is tendered by salesman Morrow to 
this customer who provided the name of a prospect who bought a washing 


machine. Dealer Draughon looks on 





EASY-GOING, friendly Salesman Morrow demonstrated washers with a prac- 
ticed technique, kept housewives in unfailing good humor when they came into 
the store for a free demonstration. 


son Piano Co., Huntsville, Ala., gave 74 demonstrations and sold 68 


washing machines in a 60-day period 


“AEW appliance dealers doubt that 
k demonstration is the best way to 
sell washing machines. But a 
full-blown promotion in washers 1 
quires considerably more backstage 
planning than simply training sales 
men to make demonstrations 

When S. T. Draughon, owner of 
the Madison Piano Co., in Huntsville, 
Ala., started out on a 60-day promo 
tion of Maytag washers, he knew ex 
actly what had to be done to put 
over the campaign. 

“We were convinced that demon 
stration sells more appliances than 
anything else,” he says, “but since 
you've got to-make personal contact 
with people to do a demonstration, 
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the problem resolved itself into getting 
is many people as we possibly could, 
to watch the demonstrations 

“We first thought of advertising 
by newspaper, radio and other means. 
Then we considered using the club 
plan—getting club groups at 25 cents 
per member to watch a mass demon 
stration. However, neither of these 
methods appealed to us as having the 
possibility of arousing enough buying 
enthusiasm to put over the promotion 
properly,” 

What Draughon and his sales 
manager, W. E. McDonald, finally 
worked out was a campaign based on 
three of the best washing machine 
selling ideas yet devised—({1) special 





inducements to old customers to sug 
gest names of their neighbors as pros 
pects (using the user); (2) a selected 
and effective mailing list (circularizing 
good prospects), and (3) intensive 
cold canvass (ringing door bells). 


Salesman Important Too 


There was one other important fac- 
tor in the promotion .plans—a_ top 
notch salesman to spark the campaign, 
who would demonstrate to the great- 
est number of prospects possible and, 
most important, who could close the 
sale. This required somebody with 
a local background, who knew the 
local gentry, who could talk to small 
town housewives, factory workers and 
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farmers in overalls, since these are the 
types of customer the company serves 
in its 50-mile trade radius around 
Huntsville (pop. 20,000). 

In Hilliard G. Morrow, the Madi 
son Piano Co. had a salesman who 
fulfilled just such requirements. Mor 
row was a former insurance man, easy 
going, friendly, alert to the customers’ 
moods and enthusiastic about his job. 


Pre-Selling Instruction 


Morrow was instructed in every 
angle of demonstration his two su- 
periors had at their finger tips. He 
was given a standard Maytag demon 
strator to work with and learned the 
machine thoroughly; he was shown 


how to braid towels so the washer 
could unbraid them in one minute 
flat; he was shown how to handle 


and explain detergents; he was taught 
trade-in values; he was taught the ef- 
fect of hard and soft water on clothes; 
he was told about the service facilities 
which customers could expect. In 
short, Morrow became an expert in 
every phase of demonstration. 

At the time Maytag launched one 
of its annual “trip to the factory” 
contests, Draughon’s promotion went 
into high gear with Morrow almost 
single-handedly supplying the power. 
The first thing the company did was to 
send out Maytag “profit sharing cer- 
tificates” worth $5 on the purchase 

(Continued on page 104) 
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WESTINGHOUSE “Merry-Go-Round,” a round canister, 
swivels on base, and features wands that are adjust- 
able to varying lengths. Greater portability is gained 
with 4-caster steel dolly which comes extra 


LEWYT’S new squore canister, features two large 
white-walled rubber tires for greater mobility, tiny 
wheels in the 2-in-1 nozzle, a tool rack, suction dial, 
Fuller brushes, and 2-tone green finish 


In the new vacuum cleaners... 


The Accent Is On FEATURES 


By ANNA A. 
NOONE 


IGH fashion in styling, color, and design 
came to the cleaner industry in 1955, with 
the result that this Fall the cleaner crop 


will have more new features, more variety and 
more individuality than ever before. This is 
particularly true of the canister type suction 
cleaners. And, according to one leading cleaner 
merchandiser, it is features, more than any other 
ales tool, that will sell cleaners in today’s market 
As the trend toward canisters increased, Lewyt 
vas the first to break from the traditional round 
“pot type” canister in the Fall of 1954, with a 
quare model with two big wheels; Hoover fol 
lowed early in 1955 with a gray and blue spher« 
vith a double-stretch hose; and General Electric 
is now introducing its turquoise and copper barrel 
type model also equipped with two big wheels 
Canisters, as predicted in our January 1955 
market study, made further inroads on horizontal 
tanks in 1955, with the result that many cleaner 


HOOVER’S No. 63 upright motor-driven brush cleaner 
provides triple action beating-sweeping-suction clean 
ing over entire width of nozzle for heavy duty wall-to 


wall carpeting 











GENERAL ELECTRIC’S ‘‘Roll Easy,”’ is a barrel type 
canister in tourquoise and copper, with two 12-in. 
rubber tired wheels for easy stair climbing, Wand con- 
verts into steering handle, 


Emphasis on new designs and styling provides vacuum cleaner lines with more 
individuality than ever before; as a result, they’re easier to demonstrate and to sell 


FEATURE CHECKLIST ON FOLLOWING PAGES 


makers dropped horizontals entirely, ‘To date, as 
new lines are being introduced, only five makers 
still carry horizontals. Practically all, on the other 
hand, now have at least one canister—in a square, 
rectangular, round, spherical, oval, or barrel design. 

In addition to styling and design, the new 
canisters have been redesigned for greater mobility, 
easier storage and greater efficiency. 

The outstanding 1955 feature is increased mo 
bility without lifting. Big wheels with balloon 
tires make it possible to move cleaners from 
room-to-room as well as up-and-down stairs with 
out lifting. (Lewyt and G-E). One model features 
a double stretch hose that provides a cleaning 
radius of 30-ft, also including up-and-down stairs, 
(Hoover) Telescop- 
ing and adjustable wands further expand cleaning 
areas. (Hoover and Westinghouse) Swivel tops 
and bases, in addition to swivelling casters (some 
casters are affixed to cleaner body, others come in 


without moving the cleaner 


HOOVER'S Constellation, a spherical canister, features 
a double stretch vinyl hose that makes it possible to 
clean within a radius of 30 ft. Telescoping wands 
further increase this cleaning area 


the form of extra dollies) increase the mobility 
of a wide majority of the canisters on the market, 

Additional ease-of-handling features include de 
vices for clipping tools onto the body of the 
cleaner. This eliminates the need for carrying an 
extra tool kit, and provides needed tools ready for 
immediate use, Steering arrangements convert 
wands into steering handles to move cleaner from 
one room to another. There’s also a trend to 
provide cleaners that can be stored assembled. 
This climinates the chore of assembling and dis 
assembling of hose, wands and tools before and 
after each use. 

In addition to the above, motor horsepower 
has been stepped up, fans redesigned, and suction 
at point of contact “ye ogee Some models pro- 
vide suction control for delicate fabrics in the 
form of an aperture in hose top, some provide 
2-speed motors, and others have dial-the-suction 

(Text continues on page 108) 


GOLD SEAL ‘’Rock ‘N Roll,”’ a round, swivel top canis 
ter, solves the mobility problem with two big rubber 
wheels plus an additional smaller wheel to facilitate 
steering 




















ACCENT ON FEATURES cont.) 


CHECK LIST OF 1955-56 





COMPANY 
No. Models 
Trade names 


AIRWAY 
(1 model) 
“Sanitizor”’ 
APEX 
(2 models) 
“Strato- 
Cleaner” 
§502 


” no” 

5539 
BIRTMAN 

(3 models) 

No. 500E 


Bee-Vac 
Bee-Vac 


)-50 
CLEMENTS- 
CADILLAC 

(4 models) 

“Quik-Vac 

688” 


“No. 800” 


“Cadillac 
125” 
“Cadillac 
60” 


ELECTROLUX 
(2 models) 
“Automatic 
Lx” 


Model “E” 


EUREKA 
(2 models) 
“Roto-Matic” 


805 
$-255 


FILTEX 
(1 model) 


GENERAL. 
ELECTRIC 
(2 models) 
“Roll Easy” 
R1 


“Roll 
Around” 
C-3 


HAMILTON 
BEACH 
(2 models) 
“Champion 
14" 


Hand Vac 


HEALTH-MOR 
(1 model) 
“Filter 
Queen” 

No. 500 

HOOVER 
(4 models) 
“Constella- 
tion” No, 82 


No. 63 


“Lark” 
No. 13 


“Pixie” 
No. 1002 


TYPES 


vertical 
canister 


round 
canister 


round 
canister 


upright 


horizontal 
tank 


hand vac 


round 
canister 


horizontal 
tank 


upright 


hand-vac 


horizontal 
tank 


horizontal 
tank 


round 
canister 


upright 


horizontal 
tank, swivels 
on casters 


barrel type 
canister 


round 
canister 


upright 


suction 
type 


round 
canister 


spherical 
canister 


upright 


upright 


hand vac 


FEATURES 


Swivel top; stores assembled; also 
used horizontal 


Flexible vinyl hose; swivels on 360° 
coasters; tools clip on body 


swivel tool adapter 


aluminum nozzle; automatic nozzle 
and handle adjustment; dirt finder 


on runners 


motor driven 


swivel top 4-wheel E-Z Roller base; 
cord clamp; swivel floating rug nozzle 


swivel rug nozzle and floor tool 


motor-driven brush 


motor-driven brush, 6 in. nozzle 


self-emptying ‘‘Autohrain’ sealed 
dustbag ejects automatically when 
full; cotton rug tufter; polisher, cord 
winder extra 


suction end swivels; dust bag ejects 


manually; tools clip-on body 


swivel top; Attach-0-Matic tool clip; 
‘3-D" nozzle; Roto-dolly optional 


8-ft. flexible hose; zipper bag; con 
verter for polisher attachment 


Hygienic’ filter & louvers; ‘Rollex 
hinge action nozzle; suction control 


two 12-in. rubber tired wheels; wand 
becomes steering handle; 2-in-1 
floor-rug tool; flexible hose; suction 
control 


swivel top; silencer; plastic hose; 
suction control; 2-in-1 floor-rug tool; 
wheel base holds tools 


5-position adjustable nozzle; balloon 
wheels; accordion pleated bag 


aluminum housing; tool kit extra 


shoulder strap 


swivels on casters; no bag — cellu 
lose cone filter principle; tools clip 
to body 


double stretch, no-kink vinyl hose 
cleans a radius of 30 ft; telescoping 
wand doubles length; full width 
nozzle suction 


motor-driven brush; triple action 
cleaning; beater bar; wide front 
wheels narrow at back; automatic 
nozzle adjustment 


triple action motor-driven brush with 
beater bar; automatic nozzle adjust 
ment; 

shoulder strap frees both hands; 
Veriflex attachment hose; attach 
ment set 


WEIGHT 
POUNDS 


30 
(inc. tools) 


20% 
(inc. tools) 


30 


30 


21 


7%” 


15% 
inc. tools 


16% 


21% Ibs 


19.9 oz. 


23 


(inc. tools) 


13% 


16.3 oz. 


14.14 07. 























up eas OTHER DATA 
Rollex adjustable floor brush nozzle 
attach-AKit; Fiber “‘Aroma’’ filter 
pad 
1% hp 2-tone finish; washable dust filter; 
cord holder 
% 
_ demother; crystals 
» i moth bomb 
no tools 
Y% swivel bare floor brush; demother 
2-speeds and sprayer optional extras 2-tone 
p green finish 
% swivel bare floor brush; demother 
and sprayer optional extras 2-tone 
2-speeds green finish 
V4 basic tools set extra demother and 
2-speeds sprayer, etc., also extra 
200-watts 
5-filter paper bag ejects; tool holder 
% fits cleaner or wall; dialtype suction 
aperture 
% 2-in-1 rug-floor tool and 2-in-1 up- 
holstery-dust brush 
% 
600 watts cord clamp; cotton rug adapter 
Vp 
a.c.-d.c 
2-speeds 
575 watts demother; vaporizer; floor polisher 
turquoise and copper finish; stores 
660 watts assembled; detachable cord; spun 
glass insulation 
Vy pink and grey finish; stores asembled 
1/6 disposable paper bag extra 


7 


vi 
sound proofed 


lh.p 
750 watts 


~ 
> 


1/6 


sprayer; demother; massage unit; 
bare floor duster and polisher 


floating brush litter picker; grey 
blue and red 


12-biaded fan; dirt finder 
tool converter; large bag 


cleaning 


§-biaded fan; front tool converter 


blue and gray; large dirt bag 














] 


VACUUM CLEANER FEATURES 





COMPANY 
No. Models 


Trade names 


INTERSTATE 
PDS. CORP. 
(2 models) 
— 
C- 


“Revelation” 
C-2 


LANDERS, 
FRARY & 
CLARK 
(4 models) 
Universal 
“Turbo Jet” 
6730 


No. 6760 


Universal 
DeLuxe 


Hand Vac 
LEWYT 

(1 model) 

No. 88 
REGINA 

(2 models) 

Super 


Deluxe 
No. 66 


Electrik- 

broom 
REXAIR 

(1 model) 

“Rainbow” 


ROYAL 
(6 models) 
No. 975 


No. 901 
& 
No. 701 
No. 801 
& 
No. 601 
No. 501 


SCOTT FETZER 
(model) 
“Kirby” 

SINGER 
(2 models) 
$-3 


Hand Vac 


GEO. T. 

STEVENS *** 
(2 models) 
“Rock 'n 
Roll” 


“Gold Seal” 

Standard 
WESTING- 
HOUSE 

(3 models) 

““Merry-Go- 

Round” 

0C-7 


FA-12 


Port-A-Vac 


TYPES 


oval shaped 
canister 


rectangular 
case 
canister 


round 
canister 


upright 


motor driven 


square 
canister 


rectangular 


WEIGHT 
FEATURES POUNDS 
upright dustbag; hose swivels at 11.6 02 


both ends; tubular steel wands 


(NOTE: sold door-to-do 


MOTOR 


H.P./ WATTS 


. 
or only) 


OTHER DATA 


tan finish demother 


same as Compact with green finish, and sold by cleaner specialty stores 


4 plastic snap out wheels; flexi- 
plastic hose; equalized suction 
nozzle; open front floor nozzle; 5 air 
filters 


4 plastic snap out wheels; flexi- 
plastic hose; equalized suction 16 
nozzle; oval floor brush 





motor driver brush; suction regula- 





tor on nozzle; automatic nozzle ad- 18 
justment 

plastic housing; hardwood handle 5 

2 large wheels with white-walled 

rubber tires; tiny wheels in 2-in-1 23 
nozzle; tool rack; 4 air filters; suc- inc. tools 


tion dial; deodorizer 


3-way filter; upright bag detachable 























canister cord v7 
broom style swivel nozzle; Bakelite dirt cup; 6% 
suction pleated dust bag a 
swivels on base; uses water basin 
round to wash air, and hold dust; no filter; V%, 
canister suction regulator; vinyl hose; 
redesigned rug tool 
round 
coniaher swivel top 17 
14% 
horizontal 
tanks sled on runners ” 
i%74 
spiral, vibrating brush action; steel 13 
uprights with aluminum nozzle: Rite-Hite ad- 
justor indicator nozzle 13% 
Hand Vac 3-position motor-driven brush; 5 
Sani-Em-Tor’’ metal dust container; 
uoright manual toe-lever and indicator nozzle 13 
pig adjustment; tools include Handi- 
Butler that buffs, grinds, polishers 
automatic nozzle adjustment; cord 
upright winder; folds flat for hanging and 17 
storing 
suction aluminum housing; available with 
t tools and glider converter for floor 4' 
ype 
use 
swivel top; 2 big rubber wheels plus 
round small third wheel provide rock 'n 
canister roll action; suction control; 3-way 
filter; clip-on tools; flexible plastic 
hose 
round 
canister swivel top; 8 attachments 
round swivels on base; vinyl hose; silencer; 17 
canister cord ring; wands adjustable in length 
oe 2 stepped wheels raise and lower 
upright nozzle; 2 rows bristles — short and 18% 
long 
eae : PemmeoTg 
nend wee suction only; 8 tools; toss-away bag; 7 


swivel hose; shoulder strap 


‘about 1” 
rubber 
mounted 
silencer 


“about 1” 


rubber 
mounted 
silencer 


Vy 


1/5 


MY 
Fiberglas 
silencer 


acdc 
silencer 


1/6 


300 watts 


Vy 
2 speeds 


188 
watts 


1/10 


coral and grey finish; 3-stage turbo 
fan mounted horizontally; spring- 
lock wands 


maroon and grey finish; spring-lock 
wands 


3 position toe handle adjustment; 
large zipper bag 


2-tone green finish, chrome trim 
white wall wheel; Fuller brushes 


demother & sprayer 


hammertone gold, brown trim; dolly 
extra 


disposable bag; insector and crystals 


no tool kit 


4-caster steel dolly extra; cord-reel 


automatic nozzle adjustment and at 
tachment adapter; 5 tools; zipper 
bag; automatic handle adjustment 








*** (Exclusive sales rights) 
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1. Less sales training 








2. More help from suppliers 


3. - Better satisfied customers 


4. Simplified service and parts inventory 


5. Smaller 


7. less danger 


Products inventory 


of obsolescence 


8. Better salesmen 





For Sam Hagy and his Good Housekeeping Shops in 
Dallas, Texas, these are eight good reasons why 


HY be a one-brand dealer? 
W Sam C, Hagy, veteran appl 

ance man and president of th« 
Good Housekeeping (Shops) in Dal 
las, and J. W. Heslop, general manager 
for the firm, recently completed an 
exhaustive study of their own reasons 
for handling only one brand of each 
different item. 

The study was prompted by a re 
quest made by the board of directors 
of the National Appliance and Radio 
Television Dealers ication to man 
ufacturers asking the manufacturers to 
survey 500 dealers on this controver 
sial issue, Hagy is a NARDA board 
member. 

The Good Housekeeping executives 
came up with eight reasons why they 
xrefer to be one-brand dealers. Briefly, 
rere they are: 


1, Sales training is minimized 

2. More help is received from sup 
pliers 

3. Customers are better satisfied. 

4. Servicing and parts inventory is 
simplified 

5. Products inventory is simplified 

6. Buying is simplified. 

7. Obsolescence is minimized, 

8. Salesmen are better satisfied and 
it is easier to hire good salesmen. 


tHagy, who conducts the every day 
8 am. sales meeting of 16 salesmen 
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ind two supervisors at the company’s 
main store, 3133 Knox Street, says: 

“It is only logical to assume that it 
is easier to teach a man to sell one 
line than it is to confuse him with 
three lines. It makes it possible to 
make your sales meetings quick and to 
the point. Our meetings never last 
more than half an hour.” 


Every Salesman Counts 


Both Hagy and Heslop dwell at 
length on point number two 

“The help that comes from a man- 
ufacturer in the matter of training 
salesmen,” says Heslop, ‘is materially 
greater when you handle only the line 
of that particular manufacturer. For 
instance, we have 25 salesman for our 
two stores. What this means in effect 
is that the companies who manufac- 
ture the lines we handle have 25 deal- 
ers. The factory representatives can, 
therefore, afford to spend a great deal 
more time in assisting each man.” 


More Co-op Advertising 


“The dealer,” Hagy says, “who is 
loyal to one line also gets a much bet- 
ter break from an advertising stand- 
point. Last year our gross business was 
over a million dollars and our adver- 
tising budget was two percent which 
was usually matched 50-50 by the dis- 
tributor. 





TRAINING IS EASIER when you only have one brand to sell, says Sam Hagy 
(center). He meets with 16 salesmen, including C. C. Strickland (left) and George 
Goodrick for a few minutes each morning 


They Believe in 


“However, when Bill (Heslop) re 
turned from New York this spring 
where he accepted a Brand Names 
Foundation award for the company, 
our manufacturers joined in to pay the 
entire $4,000 cost of a special section 
in a Dallas newspaper. 

“Furthermore,” Hagy adds, “we get 
the advantage of frequent direct mail 
campaigns wherein the mailing piece is 
sent direct to the customer from the 
manufacturer. All we have to do is 
provide a list of names.” 

Heslop points out that one-brand 
dealers also have an advantage in the 
fact that when a manufacturer is ready 
to close out a certain model he will 
favor the retailer who handles his line 
exclusively, 

Point number three, better satisfied 
customers, is one of the most contro- 
versial of the eight points. Both ex 
ecutives at Good Housekeeping insist 
that carrying more than one line tends 
to confuse the customer, although 
other dealers might maintain that a 
multiplicity of choice is essential to a 
wide price and feature range and to 
sell brand-conscious prospects. 

“Let's take a refrigerator for exam 
ple,” says Heslop. When you have 
three or four lines on the floor there 
are features of each that will attract 
the customer. Often times the cus- 
tomer will walk out because he can’t 
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understand why he can’t have a re 
frigerator with all the features to which 
he has been attracted. With only one 
line the salesman has only to worry 
with the task of creating with the cus- 
tomer a desire to buy a_ particular 
product.” 

“If we handled more lines,” Hagy 
says, “we wouldn’t increase our profits 
a dime. The association of his store 
with a particular product is the best 
asset an appliance dealer can have.” 


Easier Service and Parts 


In regard to the fourth point, sim 
plification of servicing and parts inven- 
tory, Hagy points out first an economic 
factor. 

“We now carry,” he says, “about a 
$16,000 parts inventory. This is ne 
essary in order to properly supply our 
customers with good service. If we 
carried more lines, in order to main 
tain this same grade of service, we 
would have to carry an $80,000 stock 
and this would be prohibitive. 

“The problem of properly training 
service men is also simplified because 
instead of having to learn how to serv 
ice three or four different products in 
the same category they can concentrate 
on only one. It allows them to make 
more and faster calls which leads to 
greater customer satisfaction. 

“Our 15 service men are all factory 
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SUPPLIERS OFFER more help when they know you concentrate on their line, 


Hagy maintains. An example is the kind of training help that Frigidaire repre- 
sentative R. E. Frankenfield (left) gives to salesman Strickland. 


trained and we send them back p-.- 
odically for refresher courses. The 
manufacturers also keep us supplied 
with text books and bulletins on new 
developments.” 

Good Housekeeping uses the card 
system on service calls. The service 
man leaves a self-addressed, stamped 
postal card with a form printed on the 
back every time he makes a service 
all. The customer is invited to com- 
ment on the service and return the 
card. Service men also get a five dollar 
bonus for tips that leads to sales. 

Hagy points out that point five is 
important because it permits a dealer 
to control his inventory. 

“We don’t want to stretch our vol- 
ume,” he says, “because volume can 
get out of control and what is the use 
of having a big volume and still not 
be making any profits? 

“A one-brand dealer can control his 
inventory and at the same time keep 
the manufacturer satisfied. With two 
or three lines it is a matter of constant 
‘train to keep the inventory in line and 
none of the manufacturers are com- 
pletely satisfied.” 

A Right to Pick and Choose 

According to Sam Hagy and Bill 
Heslop, point six is closely akin to 


point five. Simplified buying permits 
1 better concentrated show room and 
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provides the additional asset that hard- 
to-move items do not have to be pur- 
chased in quantity because the whole- 
sale outlet is nearby and the one-brand 
dealer will get preferred treatment 
when he needs an item quickly. 

The seventh point, the problem of 
obsolescence, is seen Siry according to 
the Good Housekeeping executives, for 
the one-brand dealer because he is 
close to his manufacturer; he can 
watch the trends and buy accordingly. 

At Good Housekeeping all trade-ins, 
except junkers, are reconditioned, re 
gardless of the brand, and put on sale 
in a special room set aside for this 
purpose. 

“Our company,” says Heslop, 
“stands behind the products we sell 
whether they be new or used.” 

The last point in the Hagy-Heslop 
study is far from being the least im- 
portant, they say. It concerns the 
salesmen who work for a one-brand 
dealer. 

“The danger of handling too many 
lines,” Heslop says, “is that the sales- 
man actually becomes a clerk. With 
the one-brand dealer he has an oppor- 
tunity to go upward in two directions. 
Manufacturers are always on the look- 
out for bright young men who have 
had solid background of retail experi- 
ence and there is always a chance that 
an opportunity will present itself for 
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CUSTOMER CONFUSION about a multiplicity of features is avoided when o 
salesman has only one line to describe. Hagy says too many lines mean too many 
features and customers noturally wonder why they can’t have all feotures 


One-Brand Retailing 


a man to vpen his own business, live 
of our former salesmen now have deal 
erships in different parts of Texas.” 

Heslop points out that the advan 
tage to an appliance dealer from point 
eight should be crystal clear. 

“It brings us the highest type of 
salesmen,” he says. 

In only two instances does Good 
Housekeeping vary from its established 
policy of only one brand. In the home 
freezer line the firm carries two brands 
in order to provide a greater variety of 
sizes for its customers. In another in 
stance an opportunity presented itself 
to take advantage of a special offer in 
air conditioners. 

Heslop says that in the first instance 
the company policy was abrogated in 
the interest of the customer and in the 
other a special exception was made in 
order to obtain advertising advantages. 

Hagy, a pioneer in the appliance 
field since 1923, sums up his fodliegs 
like this: 

“The country is saturated with dis 
count houses and one thing that 
brought it on is the fact that the dis 
tributors didn’t think they had enough 
sub-dealers. So they sold anywhere in- 
stead of getting a few good dealers and 
training them to do the job right. 
They lose by this policy since discount 
houses have no loyalty to anyone or 
anything.” End 





Good Housekeeping 
Shops Handles Only 
One Brand for Almost 
All Appliances 


Refrigerators: 1 
Washers: 1 
Ranges: | 
Dryers: 1 
Dishwashers: 1 
Disposers: 1 

Air conditioners: 2 
Freezers: 2 

TV and radio: 1 
Gas ranges: 1 
Cleaners: 1 
Kitchens: 1 
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Albums in 


DISPLAYS 


Hoffman's 





big displays are arranged so different 


types are easy to find and so the covers help sell 


When appliance sales fall off at Hoffman’s, 
Kenosha, Wis., the store stays in the black with a 
record department that good displays, hard work 
and accurate forecasting have made outstanding 


HAT happens in an appliance 

store during months 

when the customers simply 
won't shell out for appliances? 

Joe and Sol Hoffman of Hoffman's, 
Kenosha, Wis., have one answer. No 
matter what the appliance curve is 
doing they stay busy as beavers—sell 
ing records 

They sell them by sticking assidu 
ously to three prime principles 

1. Big and varied display, dramatiz 
ing certain titles 

2. Lots of hard work to stay on top 
of the business 

3, Making an effort to predict popu 
larity, and backing up their judgment 

“The record business can be a great 
business if it is run right,” says Sol 


those 
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At times when appliance sales ar 
down, records actually 
store.” 

Brother Joe, partner and buyer for 
the department, won't state it quite so 
strongly, for his vision is clouded by 
the occasional and inevitable dead 
stock But he will admit that the 
ippliance curve goes up and down, 
while the records curve remains fairly 
steady throughout the year except for 
the tremendous before Christ 


can carry the 


, 
surge 


mas. Record salesmen in Chicago and 
Milwaukee tend to agree with Joe 
They say Hoffman's is one of the 


liveliest record stores in the midwest 

Hoffman's has sold appliances for 
17 years, records for the past 10 
Uheir growing business has just forced 








In addition to the usual signs and glamor photos of record stars 





Hoffman's publi 


cizes individual titles with chalk drawings for the window displays 


Records Level Out Their Sales 


them into a new 1,600-square-foot 
store in downtown Kenosha where 
they devote about 950 square feet to 
appliances, 450 square feet to records 
The department comprises somewhat 
less than one fourth of their invest 
ment, but requires close to a third 
of the total work of the store 

Gross profit and gross sales percent 
ages in records exceed appliances 
slightly, but because the department 
entails more work, net profit is about 
equal to appliances. There is this 
great advantage to records: Prices and 
margins are well standardized and 
there is very little price slashing in 
the business as compared with appli 
ances, so a firm can count on getting 
full margin; and it is strictly a traffic 
business, so success in it means a 
constant stream of potential appliance 
customers walking through the appli 
inces to get to records. 


All or Nothing 


The underlying factor in making a 
record department succeed, according 
to Joe Hoffman, is to go all the way 
“You can’t do it as a sideline,” he 


savs. “That's the surest way to lose 
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money. ‘The stock must be complete 
If you just try to select a few record 
that will move well, you might be all 
wrong and you'll lose. Buy enough 
and you know some will go well. But 
we have a high batting average on thi 
because we stick to three prime princi 
ples. Here’s how we follow them to 
make the department work in ow 
favor.” 

1, Display. Since records are a 
trafic business, and they are largely 
impulse items, it’s necessary to display 


a lot of records in various categories 


This starts with a front window that 
displays the wares in variety, if not in 
depth, to attract the passer-by. It 
continues with departmentalization 
that’s easy to follow, such as 
markings for children’s records, clas 
sics, show music, vocal artists, etc 
i’very effort is made to dramatize, also 
with blackboard listings of new hits 
with glamor pictures of the artists and 
even with drawings made by a sak 
girl to accent certain titles. 

Display, says Joe,-actually does the 
selling. But display must not only 
show records to advantage. It must 

(Continued on page 112) 
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HARD WORK To find out what is selling and to save freight, Hoffman With her husband, Mrs. Rose Hoffman buys, checks in stock, classifies, makes 
makes weekly trips to Chicago, picks up his orders signs, keeps inventory, and sells, Inventory control alone is a big job 





FORECASTING Hoffman and brother hear records brought by salesman To insure popularity and sales of his record purchases, Hoffman does small favors 
right), buy only what they think will sell for radio station director (right), who in turn plays Hoffman's records 
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SELLING FROM this moss display is easy for Knapp salesmen. Brands are con- 
centrated on individual shelves so that once salesman determines customer's pref- 
erence he can concentrate on that line while selling up to more expensive models. 
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STORE-WIDE PROMOTION octivity is used to move radios. Displays range from 


front window to credit department and special cards are placed at “hot spots’ 
opposite elevators and near doorwoys. 


This Lansing, Mich., department 
store has come up with an effective 


formula for... 


ADIO is a neglected baby in 
R many a merchandising family 

today. But not in every case. In 
Lansing, Mich., the J. W. Knapp Co. 
is promoting radio in today’s com- 
petitive market. And the Michigan 
department store is making a success 
of it, 

Results? The second floor radio- 
record department beat last year’s 
March figures by 20 percent. The first 
quarter of 1955 was 20 percent ahead 
of last year and seven percent ahead 
of 1953. These results are based on 
two broad points—sharp buying and 
concentrated selling. 

“Twenty percent of our effort is on 
buying,” says Neil Hoeksema, general 
sales manager. “The remaining eighty 
percent is on selling.” These two 
points, buying and selling, are dove- 
tailed for a sound merchandising pro- 
gram. 


Buying is Selective 


The store’s buying approach is se- 
lective. A sample order is placed on 
new radio lines (they carry seat six), 
but buying is kept slim with no depth 
in stock. This sample order is then 
tested on the various customers in the 
department. 

“You can pretty well tell from sev- 
eral dozen people what the reaction 
will be,” says Ned Tanner, in charge 
of the radio-record department. “We 
have increased our volume 25% with 


MAKING 


this buying system. Let your customers 
tell you what they like.” 

Once this selection of the more 
popular models is made, the buying 
starts. Color selections are made. The 
lines are covered in most basic models, 
but only those indicating fast move- 
ment or turnover are bought in any 
depth. 

“I think too many department store 
buyers order the same depth across 
the board,” says Tanner, “We pick 
the hot models in each bracket and 
we put our faith in those models. And 
we are careful never to be out of 
them.” 


Concentrate by Prices 


rhe system usually concentrates on 
various brands in different price 
brackets. One brand in $19.95, an- 
other in $29.95 and perhaps a third 
in the $39.95 class. There is no tend- 
ency to stick to one brand across the 
board. The particular models which 
showed a definite consumer prefer 
ence form the depth of the buying. 
Once the buying selection is made, it 
is coordinated with the massed wall 
display in the store’s radio-record de 
partment. 

“We try to group our radios by 
brand on one shelf,” says Tanner, 
“from loss leader on up. It helps us to 
work for the step-up sale. Many people 
ask for a certain brand. When ques- 
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ADEQUATE BUT REASONABLE inventory is carried by Knapp’s. Basic models in 
Stockroom storage, right, is located just off nearby television department. All 
rted by brands 


tock ore x 


ADIO PAY OFF 


tioned by myself or one of the sales- 
people, they can be counted on to 
show a preference. 

Capitalizing on this preference, the 
sales person guides the prospect to 
the one particular shelf and brand. 
They have the chance to step up from 
a low or medium price set to that of a 
higher ticket model. This policy of 
grouping by brands, and the effort of 
working for the step up, is a vital part 
of the selling effort and the story be- 
hind the display. 


Promote Throughout Store 


Promotional activity for the radio 
section is store-wide, taking advantage 
of the one-shop operation basic to any 
department store. Special cards are 
placed on elevators to highlight sea- 
sonal items. Displays are used on the 
street floor windows near doorways. 
Portable models are tied-in with fash- 
ion windows at certain times of the 
year, and sets are even placed in the 
credit department for added exposure. 
Every possible opportunity is used and 
“hot spots” in the store traffic pattern 
(as opposite elevator banks) are sel- 
dom overlooked. 

Competition is keen in Lansing 
(coming mainly from music and 
jewelry stores) and much of the radio 
volume secured by the Knapp store is 
traced to their position as a dominant 
factor in the local merchandising pic- 
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ture. “And many buy from us because 
of charge accounts,” says ‘Tanner, “We 
have a wide range of payment plans 
for them.” 


Five Types of Financing 


Just how wide this range is shown 
by the five different types: (1) charge 
account, 30<lay payment; (2) 90-day 
budget plan, with no down payment 
or carrying charge, and total cost over 
three months; (3) dollar down, dollar 
a week; (4) 30-day or 90-day lay-away 
plan; and (5) extended contract for 
one year with coupon book, charging 
six percent interest. 

Newspaper space is the key media 
for advertising the radio department 
outside the store. This space is figured 
on a percentage (two poe) of gross 
sales. Seasonal merchandise or sets 
likely to draw traffic (“We try to get 
them into the store.”) are used in the 
Lansing (evening) paper. 

Radio accounts for two-thirds of the 
business of the combined section since 
it was moved from the television sec- 
tion several years ago. And the close- 
ness to the nearby gift and silverware 
section has proved an added advantage 
during the seasonal peak at Christmas 
and during the June graduation period 
But the close attention to buying, and 
the intensive promotion of the models 
bought, is primarily the backbone of 
the program 
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SHARP BUYING 








ADEQUATE BUT REASONABLE inventory is carried by Knapp’s. Basic models in 
each line are stocked but only sets promising fast movement are bought in depth, 
Customer reaction to new sets determines selective buying by store End 
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A GOOD ALLOWANCE POLICY. All of Vinyard’s eight salesmen 


and some servicemen are authorized to make their own trade-in allowances on 
the spot, but, more important in selling, they've been trained to do it right 
When the prospect asks, ‘How much will you allow me?”’ no Vinyord salesman 


makes the mistake of an offhand guess like, ‘Oh, about $40." First he makes 
a thorough examination of the old machine, then—and only then-——he quotes 
his allowence and works to convince the customer that this is top value 











MEETING THE PRICE QUESTION. Vinyard salesmen don’t dodge the 


question, ‘How much?” They know that price resistance is a common obstacle; 


they also know that many prospects have been shopping. So, they quote 
price confidently, but they don’t dwell on it. They go on to convince the 
customer that she is getting the best possible value in the new appliance while 
getting the best possible price for that old one. If it will help impress the prospect 
they break the final figure down into monthly or even daily cost to the consumer 


pecial Attention 





NO DEAD INVENTORY. Once a trade-in has been accepted by Vinyard, 


it is not allowed to sit around waiting for examination and disposition. It goes 
immediately to the service department and service experts go to work on it 
Vinyard believes it is imperative to keep such units moving if the company’s 
working capital is to be utilized properly. Most of the accepted trades are sold 
or rented; only a few end up on the junk pile. The firm has complete recondi- 
tioning facilities, including a paint and enamel shop 


PAGE 84 








Vinyard’s Maytag Sales & Service Co., in Birming- 
ham, Alabama, likes trade-ins. They accept about 
900 a year, and keep them moving and profitable 
with the kind of special attention shown here 


’ 
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ADVANCE PLANNING. In his constant effort to keep trade-in activity 
at a peak, Vinyard (seated) plans his advertising far ahead, sometimes with 
the help at Norman Olsen, Jr., Maytag branch manager. Vinyard uses both 
display and classified ads—the former for their impact on the casual reader 
(with catch-phrases like ‘‘King-Size Trade-Ins”), the latter because they are 
read by the person who is definitely in the market to buy Vinyard puts 
enough facts in ods so prospect will know “if our appliance is one he wants.’ 
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THREE CHOICES FOR THE BUYER. 


Vinyard’s trade-in policies are 


not limited. The customer can (1) trade-in her old appliance on a new one, 


(2) trade-it in on a reconditioned appliance, or (3) rent a reconditioned unit 
Under the rental plan the customer simply signs an agreement to rent a washer 


for $5 a month (minimum, three months 
toward the purchase price any time she chooses 


She can apply the rental fees 
According to Vinyard, approx 


imately 60 per cent of rental customers eventually buy the machine 


to Trade-Ins 


Maybe other dealers curse the day 
the trade-in idea was born. But not 
F. G. Vinyard, owner of Vinyard’s 
Maytag Sales & Service Co. in Bir 
mingham, Ala. 

In all of his 23 years in business 
Vinyard has welcomed trade-ins. To 
day, with a half-million-dollars a year 


business, Vinyard averages 900 trades 
a vear, two-thirds of which are washers. 

With the help of his sons, Paul and 
\. N., Vinyard has worked out meth 
ods of handling trade-ins which are 
profitable and relatively simple. Some 
of them are illustrated in the pictures 
on these pages 





SELLING IMPROVEMENTS. Direct comparison of the new product with 


the customer's trade-in is one way in which Vinyard salesmen encourage replace 
ment buying. They show the greatly improved features and parts of the new 
appliance and stress that these are designed for convenience, economy and 
long-life. The housewife knows what her old machine will do and when she 
realizes the improvements that have been made she's well on the way to 
being sold 





CHECKS AND CONTROLS. with on average of 75 trade-ins a month, 


Vinyard knows that a constant check on replacement business is necessary to 
insure steady turnover. So at least once a month Vinyard and his sons, Paul 
(standing), and A. N. (seated, right), hold a special session for trade-in prob 
lems. At these meetings, inventory sheets, sales charts, and up-to-the-minute 
figures are on hand to give them a picture of salesman effectiveness, adver 


tising pulling power and inventory. 


ELECTRICAL 





MERCHANDISING—OCTOBER, 


1955 


EVERYBODY SELLS TRADES. One reoson trades keep moving ot Vin 


yord’s is that everybody selis. Service men are trained to talk new appliances 
when they are on an outside call and they suggest and recommend trade-in 
deals, If they actually close sales themselves they get full commissions, To 
fit them for this work, they attend weekly sales meetings. According to 
Vinyard, sales made by office employees and service men account for a sub 
stantial part of store's volume End 
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THREE BASIC TYPES of 
coffee making appliances 
are, left to right, a non- 
automatic percolator, an 
automatic percolator and an 
automatic metal-bev'l coffee 
maker. 


Successful Small Appliance Service 


Operating principles and test procedures 
for repairing all types of coffee makers 
and percolators are explained here in the 
sixth article of our series 


By P. T. BROCKWELL, JR. 


NDOUBTEDLY the smallap 
pliance service business affords 
more extra compensations— 


both to the serviceman and to his 
sine ig than any other mechanical 
trade, For example, if scheduled com 
pletion dates on appliances in proc- 
ess permit, you can repair percolators 
in the early morning and then run 
the “live” tests about 10 a.m.; thus 
at the appointed time you'll have all 
the fixings for that respected insti 
tution—The Ten O'clock Coffee 
Break. 

The real payoff, however, comes at 
the end of a year when you will be 
about $62.50 ahead that you didn’t 
spend at the restaurant. Moreover, 
you can bask in the warmth of the 
boss's smile when he shares with you 
the profit and loss statement of your 
department, for it will show approxi 
mately $200 more in the black as a 
result of uninterrupted production— 
those quarter-hours do add up. 

But let's get back on the right track 
and see what makes these coffee 
makers operate 
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Electrical Parts comprise a heating 
clement, a cord set, and—in nearly 
every nonautomatic make and model 

a heat fuse which serves to prevent 
damage to the pot from ilitetine 
by interrupting the circuit if the 
percolator should boil dry. In addi- 
tion to the foregoing parts, automatic 
models feature a timer, some of 
which are variable and include a 
“keeps-hot” control, 

The Principal Mechanical Parts are 
the tube (or stem), usually fitted with 
a valve at the bottom; the coffee bas- 
ket; and the basket cover (or spreader). 
Other mechanical parts warrant no 
description, 


Percolator Operating Principle 


Nonautomatic, A point of interest, 
though, is the advantage the electric 
percolator has over the ordinary type 
requiring an outside heat source. In 
virtually every electric model, a small 
well or chamber is provided at the 
bottom of the pot into which the 
valve (of the valve and stem assembly) 
is fitted, In operation, the small 


6. REPAIRING 
COFFEE MAKERS 
& PERCOLATORS 


quantity of water in the well boils al- 
most immediately because the heat 
is concentrated directly in, under, or 
around the well. The pressure thus 
created by the boiling water in the 
well rapidly increases until it closes 
the valve so that for the moment no 
more cold water will enter this small 
chamber. With the valve closed, and 
the only outlet being through the 
stem, the rising pressure forces the 
small amount of water up through 
the stem. Then, as the stem is 
emptied, the pressure recedes which 
allows the valve to open again and 
admit another small quantity of water 
and the cycle is repeated, The electric 
percolator, therefore, begins to per- 
colate almost immediately after it 
is connected, while the non-electric 
type will not percolate until all the 
water in the pot has been brought 
close to the boiling point. 

Fully Automatic Percolators are 
intended to (1) time accurately the 
brewing cycle which may be varied 
through the control to suit the taste 
of the user, (2) keep the finished cof- 
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fee at a suitable serving temperature 
without repercolating, and (3) enable 
the user to reheat the coffee, also 
without repercolating. 

Obviously, space limitations will 
not permit a detailed description of 
every automatic percolator mechan- 
ism, but an outline of the functions 
of one type will make it easier to 
understand the others, most of which 
are relatively simpler. 

One manufacturer employs three 
elements, a “soy amp, and two ther- 
mostat switches to achieve fully auto- 
matic operation. Two elements rated 
at 400 watts each—one for the pump 
and the other as a booster—are con 
nected in parallel with the line and 
are controlled by the two thermostat 
switches. The third element, rated at 
55 watts, is connected in series with 
the pilot lamp and in parallel with the 
pump thermostat switch. Thus, the 
55-watt keeps-hot element and the 
pilot lamp are connected in series with 
the pump element when the thermo 
stat switch is open. 

When this percolator is cold, how- 
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Test for grounds with the prods; if you are work- 
ing on an automatic model, make this test with “? 


the control in all positions 


ever, and the control is set for mild, 
medium, or strong, both thermostat 
switches are closed which short-cir- 
cuits the pilot lamp and the keeps- 
hot element and connects both 400- 
watt elements in parallel. During this 
first stage of timing, therefore, the 
temperature of the water rises rapidly 
and percolation begins almost im 
mediately. This stage of timing ends 
when the booster element is shut off 
by its thermostat, but percolation con- 
tinues in the second stage with only 
the 400-watt pump element in the 
circuit, A little later, the pump ther- 
mostat switch opens and percolation 
tops. Now with both switchces open, 
the pilot lamp, the 55-watt keeps-hot 
element, and the 400-watt pump 
element are all connected in series and 
furnish enough heat to keep the cof- 
fee at a suitable serving temperature 

Moving the control knob from mild 
to strong, in this model, raises the 
shut-off temperature of the pump ther- 
mostat, but at the same time lowers 
the shut-off temperature of the booster 
thermostat. If this seems confusing at 
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Twist the cord where it enters the plug while the 
cord set is connected to the series tester. 
series lamp will light if there is a short circuit not 


first glance, bear in mind that the 
pump element alone produces suffici 
ent heat for percolation, but by the 
addition of the 400-watt booster ele- 
ment, heat capacity for the initial 
stage is doubled for a quick start. Now 
it should be clear that if the booster 
is cut out of the circuit earlier (at a 
lower temperature) in the cycle, more 
time will be required for the pump 
element to attain its cut-off tempera 
ture; hence, a longer percolation 
period and stronger coffee. On the 
other hand, if the booster is cut out 
later (at a higher temperature), the 
pump element will attain its cut-off 
temperature in a shorter time and 
milder coffee will be the result. In 
the reheat position, this control is so 
designed that the pump thermstat 
switch remains open 


Vacuum Coffee Maker Components 


The Principal Parts of the vacuum- 
type coffee maker consist of the heat- 
ing unit, the cord set, the lower 
bowl, the upper bowl with its gasket, 


the filter, and—on the automatic 


1955 


A For the heat test, connect the coffee maker to a 5 
power outlet with an indicating pilot lamp. The 
ground indicating lead is attached to top of bowl 


The 


models—the thermostatic controls. 

The nonautomatic glass-bowl do- 
mestic models may be regarded as 
electric appliances only because they 
are sold with a one- or two-burner 
table stove, for many housekeepers 
will continue to use the coffee maker 
on their kitchen ranges if the glass 
bowls outwear the electric table stove. 
Some of these stoves feature two-heat 
manual control, a high heat for brew- 
ing, and a low heat for keeping the 
brewed coffee warm; others have been 
manufactured with a simple single 
heat unit 

At least one manufacturer has pro 
duced a fully automatic glass-bowl 
coffee maker, which to be automatic 
in operation must be used with the 
same type of table stove as was or 
iginally supplied with the set, This 
model features a thermostatic control 
for keeping the brewed coffee warm 
and an Alnico magnetic switch to 
shut off the high heat at the end of 
the brewing cycle. 

The heating unit and the controls 
in the metal-bowl models are of 


When the 1000-watt heater coil switch on the 
tester is closed the series lamp should dim if 
, a short circuit is indicated 





For the low-heat temperature test, note that 
serviceman has previously fitted a piece of wire 
into ring at top of thermometer to serve as a support 


course an integral part of the lower 


bowl assembly, 
Vacuum Operating Principle 


The Brewing Principle of all vac 
uum-type coffee makers is similar 
When water is boiled in the sealed 
lower bowl the pressure thus gene 
rated forces all but a small quantity 
of the water up through the upper 
bowl spout and thence into the up 
per bowl into which the proper 
amount of dry coffee has been previ 
ously placed. A partial vacuum is 
thereby drawn in the lower bowl, for 
water and steam have been expelled 
but no air has entered, This vac 
uum is further intensified when the 
heat is turned off, for as the lower 
bowl cools, the remaining vapor con 
denses, the residue of water~if any 
cools and shrinks in volume, and fin 
ally the brewed coffee is pulled 
through the filter and into the lower 
bowl 

Glass-Bowl Automatic Control 
This is the control principle of one 


type of glass-bowl automatic coffec 
MORI oh 
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SMALL APPLIANCE SERVICE (continued) 





maker: Assume that both bowls are in 
place with water in the lower and dry 
coffee in the upper and that the 
table stove is connected. At this point 
the low-heat element, the high-heat 
element, the thermostat nh 9 and 
the pilot lamp are all connected in 
series. Now when the starting but- 
ton is depressed, the (magnetic) start- 
ing switch is closed p wen 20 short cir- 
cuiting the low-heat element and the 
eee lamp which allows the high- 
seat element to heat to its full ca- 
pacity. 

Before proceeding further, it should 
be understood that in this model a 
part of the starting switch mechan- 
ism is fitted into the lower end of 
the ee bowl spout. This part con- 
sists of a loose-fitting piston on whose 
lower end is a metal dise which ordi- 
narily rests of its own weight against 
the bottom of the lower bowl. This 
dise serves as an armature to attract 
and to hold the Alnico magnet when 
it is raised by depressing the starting 
button. 

A side vent-hole is provided in the 
bowl spout just below the piston head 
so that when water first begins to 
rise up the spout, the pressure is 
neatly equalized above and below the 
piston, but when the water level in 
the bowl falls below the vent hole, 
some steam and air escape to the 
upper bowl and the boiling rate of 
the remaining small quantity of water 
is increased to the point where some 
of it is forced up the spout with suf- 
ficient force to ket the piston and its 
armature from the field of the magnet, 
whereupon the magnet drops of its 
own weight and opens the switch. 
This switch will remain open until 
the starting button is again depressed. 

The thermostat now takes over 
control of the stove and when the 
brewed coffee is drawn into the lower 
bowl, the low-heat element con- 
trolled by the thermostat will keep the 
coffee at a suitable serving tempera- 
ture (165° to 185°). 

Metal-Bowl Automatic Control. 
There is a similarity in the control 
principle of all metal-bow! automatic 
coffee makers in that two tempera- 
tures are required; one for brewin 
and the other for keeping the finished 
coffee hot. One manufacturer may 
use only one heating clement, an- 
other may use two (high and low), 
but whether one or two elements are 
used, the control of the two tempera 
tures is centered in the thermostat. 

In one make metal-bow! automatic 
coffee maker, when the control is 
set at low, the thermostat will main 
tain a temperature of the coffee in the 
lower bow! at 165° to 185°. This is 
a good serving temperature but not 
hot enough to force the brew up to 
the upper bow! 

When the lever is set at high to 
start this model coffee maker, the cut- 
off temperature of the thermostat is 
raised considerably so that even after 
the water has begun to boil, the ele- 
ment will continue to heat until the 
water has been forced into the upper 
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bowl, At this stage—with little or no 
water remaining in the lower bowl— 
the temperature rises with much 
greater rapidity whereupon the ther- 
mostat trips the latch which serves 
to hold the control in the high posi- 
tion, With the tripping of the latch, 
a spring returns the lever to low where 
it will remain until it is moved man- 
ually, Minor details in structure may 
vary with different makes, but the 
basic operating principle is essenti- 
ally the same. 


Testing 


This procedure will serve for all 
coffee making appliances, automatic 
and nonautomatic, After you have 
cleared and padded the work area, 
make a careful visual examination of 
the appliance for surface damage and / 
or faulty exterior parts. Begin the con- 
tinuity test in series with a 25-watt 
lamp. 

1. Stress-test the cord set as a sepa- 
rate unit, using a short-circuiting 
jumper in the terminal plug to close 
the circuit at that end. Then, with 
the cord still connected in series with 
the 25-watt lamp, remove the jumper 
and twist the cord slightly at both 
ends where it enters the plugs to check 
for possible short circuits, If the cord 
is faulty, continue with a test cord. 

2. Connect the appliance to the 
series test receptacle and if it is an 
automatic model, set the control at the 
highest point. Make sure that the cord 
set terminal plug contacts fit the ter- 
minals well. Now if the series test 
lamp lights, close the switch on the 
tester which connects the 1000-watt 
coil in parallel with the 25-watt lamp, 
but re-open the switch immediately. 
When you closed the switch, the lamp 
should have dimmed to a little less 
than half its normal brilliance. If the 
lamp did not light at all, you must 
expose the interior parts for separate 
testing with the prods. When you con- 
nected the appliance, if the lamp lit, 
but did not dim when you closed the 
1000-watt-coil switch, a short circuit 
is indicated and you must correct this 
fault before going further. If you are 
testing a nonautomatic appliance, omit 
step # 3, if automatic, and it responds 
favorably to this test, continue as 
follows: 

3. Repeat the tests suggested in 
step #2 with the control in all the 
other on positions, such as reheat, 
mild, medium, strong, or high and 
low. Note, however, that when you 
close the 1000-wattt heater coil switch 
on the tester momentarily, the test 
lamp may appear to go almost entirely 
out on low if the appliance has a very 
low-wattage keeps-hot element—but 
this is normal 

4. Test for grounds with the prods; 
if an automatic model, make this test 
with the control in all positions 

5. In most cases the final test may 
be made with water alone and you can 
compare the time values with the 
manufacturer's recommendations. At- 
tach the ground indicating test lead to 
all automatic coffee making appliances 


to be sure there are no intermittent 
grounds. 


Servicing in General 


The service notes under this head 
are common to both percolators and 
coffee makers. 

Cord Set. New, complete cord sets 
are so low in price that no labor ex- 
penditure for patching is warranted. 
To avoid the possibility of springing 
the terminals or damaging the ter- 
minal guard, use only genuine cord 
sets. 

Terminal Pins must be clean and 
bright to insure a good electrical con- 
nection. 

Interior Wiring. All connections 
must be tight as in any other heating 
appliance. Provide safe clearance be- 
tween exposed live parts and between 
these parts and the body of the appli- 
ance, Preserve as nearly as possible the 
original arrangement of the wiring. 

Feet. Check these parts to make 
certain that they are intact and se- 
curely fastened, for a serious accident 
may result if the appliance tips over. 

Handle. Inspect the handle supports 
and screws so that there is no danger 
of loosening and subsequent flipping 
over of the appliance when it is picked 
up. Use extreme care, however, in 
tightening the handle band around 
the neck of a glass bowl; excessive 
force here may break the bowl, par- 
ticularly, if unintentional misalign- 
ment of the collar conveys such force 
directly to the glass. 


Servicing Percolators 


Fuse, When the continuity test dis- 
closes an open circuit in a nonauto- 
matic neaelchen always check first the 
fuse as this part can be tested in sec- 
onds and is easily reached by merely 
removing the bottom cover. A quic 
method of testing a screw-in type 
fuse, is to try tightening it first and 
then test again, for softening of the 
cylindrical fuse-member will cause the 
fuse to loosen. If this test proves that 
the fuse is faulty in this or in any 
other respect, replace it with a new 
one. If the percolator does not respond 
to this test, or if it is equipped with 
any other type of fuse, short circuit 
the fuse terminals momentarily in 
order to rule out fuse trouble. But 
never return a percolator to a cus- 
tomer with a_ short-circuited fuse 
holder—not even as a temporary servic- 
ing measure, 

Element. Before attempting to re- 
place a heating element, consult the 
manufacturer's service manual to de- 
termine what you will need to do the 
job. For some makes you may have to 
order related parts along with the ele- 
ment, such as gaskets, spacers, or the 
like. Although in many makes the in 
stallation of a new heating element is 
relatively simple and can be done with 
ordinary tools, for a few models you 
would need special tools to do this 
work satisfactorily. Percolator element 
burn-outs are so rare, however, that in 
a small shop it would hardly pay you 
to buy this special equipment unless 
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you expect to service a large volume of 
one make which falls into this group. 
For example, if you service mixed 
brands and your volume of business 
amounts to, say, thirty to forty traffic 
appliance service transactions weekly, 
you may not have more than two or 
three percolator clement failures a 
year. It would seem advisable, there- 
fore, to farm out to your authorized 
service station the infrequent element 
replacement jobs for which costly spe 
cial equipment is needed—at least un 
til experience dictates otherwise. 

Always replace a faulty element 
with a new one. This point cannof 
be overemphasized, for in automatic 
percolators, particularly, trimming of 
the element leads may alter the re 
sistance values and thereby render ac 
curate timing extremely difficult, if 
not impossible. 

Automatic Controls, Before con 
cluding that an adjustment or a re- 

lacement of the control is required, 
Be sure that every other part of the 
percolator is in good working order 
and that the operating instructions are 
being followed. When you are assured 
that the controls are at fault, study the 
manufacturer's service manual for the 
make in hand and follow those direc- 
tions carefully. Automatic percolators 
vary so widely in design with different 
manufacturers that no general direc- 
tions for regulating would be of any 
value. Suffice it to say that these are 
exacting adjustments, some of which 
are measured with inexpensive feeler 
gauges, and you will save time by 
avoiding any trial-and-error adjust- 
ments, 

Valve and Stem Assembly. This as- 
sembly should be carefully inspected 
for clogging, disintegration, distortion, 
binding of the valve member, and for 
any other damage. Make sure that the 
pump seats properly in the well, but 
that it does not jam there so that the 
customer cannot remove it. No at 
tempt should be made to repair this 
part; if it is faulty in any particular, 
replace the entire assembly. 

Basket and Spreader. Little atten 
tion is needed here, except to note 
that the basket rests in its proper 
position on the stem and that the 
spreader fits the basket. 

Cover and Glass Knob. The glass 
knob should fasten snugly into the 
cover. The cover must fit the pot 
tightly enough so that it will not fall 
off when the percolator is tilted for 
pouring. These adjustments are so 
simple they warrant no detailed dis- 
cussion, but one word of caution: 
don’t buy vour replacement glass 
knobs from the ten-cent store; rather, 
order them as well as all other parts 
from your nearest authorized service 
station. 

Pot. In most cases, no attempt 
should be made to straighten a bent 
pot. Nearly every factory authorized 
service station has special equipment 
for this operation 

If a customer wants a pot replated 
—and the purchase price of the per- 

(Continued on page 120) 
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Compare Lewyt’s new combination “Rug ’n 
Floor” nozzle with any other nozzle ever made! 
Never, NEVER has there been such a convincing 
sales-closer! 


Cleans BOTH rugs and floors without a change 
of tools! ROLLS ON WHEELS, ends forever hard 
pushing, pulling and arm-strain! And, it’s all 
metal—has a genuine Fuller Brush that adjusts 
for low, medium, high pile rugs! Even swivels 
for under low furniture! 


It’s quality you can SEE, quality you can SELL! 
And, ONLY THE NEW 1956 LEWYT HAS IT! 


LEWYT CORPORATION 


84 Broadway, Brooklyn 11, N.Y. 
Also sold through leading Canadian Distributors 
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Dealer Fritz Schweback (left) sold 16 dryers by making calls 
on farmers during an REA co-op sponsored promotion which was 








HE vast REA market has sud- 
denly bloomed as a rich “new 
frontier” for thousands of appli- 
ance dealers in non-metropolitan areas. 
Sending their trucks into the open 
countryside, they are finding a low- 
saturated, no-trade-in market where 
virtually every house along the REA- 
financed lines is a prospect for a major 
appliance. 

News of this dealer success—after 
the long neglect of the post-war boom 
years—has spurred manufacturers and 
distributors throughout the industry 
to re-examine the rural market. As a 
result, almost every major maker has 
set up special sales programs to capital- 
ize on both the market potential and 
the unique merchandising aids offered 
by local power suppliers. 

And the dealer finds this new and 
industry-wide enthusiasm working for 
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him at every turn. Everyone from his 
manufacturer to the promotion man 
at his local power system is anxious 
to help him sell. And, for a change, 
they offer concrete selling tools. 

These tools, the dealer soon finds, 
are invaluable for successful selling in 
this market. That's because the mar- 
ket itself is unlike any other in the 
industry. 


it's a Different Market 


To explore that statement, it is 
necessary to know where the market 
is, how it is organized, and how it is 
now being sold. Many dealers in the 
heart of the market confess that they 
have only a hazy notion of how the 
REA program operates. Yet, in this 
market more than any other, the local 
utility is the key to sales. 

The Rural Electrification Adminis- 


tration itself does not distribute elec- 
tricity. It is a government lending 
agency, and loans money to farmer 
cooperatives and other groups to fi- 
nance the construction of rural power 
lines, The loans are repaid with inter- 
est, and REA has little to say about 
how the local companies are operated. 

Most of the borrowers are co-opera- 
tives, locally owned and operated. 
Each unit is independent, and local 
dealers can work with them as they 
would any other main street business. 
Each co-op makes its own decisions 
about such things as promotions and 
merchandising aids. 

Nationally, 946 rural electric co-op- 
eratives scattered throughout the 
country serve just over four million 
consumers. More than two-thirds of 
these consumers have had electricity 
for less than 10 years. At the time 
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one part of a new—and booming—effort to sell... 


Neglected 
Aik 


OMelS 


they threw their first switch, most of 
them knew about modern appliances 
only by hearsay. Yet, together, they 
represent an appliance market equal 
to the combined cities of New York, 
Chicago and Philadelphia. 

What have these people bought so 
far, and what do they intend to buy? 
REA says categorically that for every 
dollar it loans for line construction, 
consumers spend four dollars for wir- 
ing and appliances. By this criterion, 
rural electric consumers have pumped 
a staggering $12-billion into the main 
street stores of local dealers. 

Most of this money was spent for 
such primary appliances as refriger- 
ators and washing machines. It came 
as the initial sales surge and required 
little creative selling and promotion 
on the part of dealers and utilities. 

Impressive as the national figures 
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The Rural Sales Drive is 





MANUFACTURERS 


are making it a national effort. At a Washington 
conference in July, 


10 manufacturers heard a 


panel discuss the ‘Willie Wiredhand’’ national promotion, then sat around for 


further discussion. 


In foreground here are Russell Gingles, NEMA secretary, 


N. V. Gutsch of G-E, and George Wagoner of Kelvinator. 
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DEALERS 


are, the size of the market is important 
to the local dealer only as it affects his 
own business. Let’s take an average- 
sized electric co-operative of 5,000 
consumers (the larger ones serve up- 
wards of 20,000), grouped in a fairly 
compact area around a dealer's store 
and see what the potential is. 

North Carolina is a fairly typical 
state, and there the statewide associa- 
tion of electric cooperatives has pub- 
lished saturation figures, based on 
actual surveys of more than 30,000 
farm consumers. They found that late 
in 1954, 85 percent of the REA con- 
sumers had refrigerators (national av- 
erage: 92.4 percent), 75 percent (na- 
tional: 81.3 percent) had washing 
machines, 40 percent had running 
water, 36 percent (national: 27 per- 
cent) had ranges, 24 percent (na- 
tional: 74 percent) had television, 23 
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are sometimes—but not always—taking advantage of co-op 
assistance and promotions. Dealer Hal Smith (left picture) of 
Sault St. Marie, Mich., takes trailer loads of appliances to prospects whose names 
have been provided by his local co-op. Dealer Pete Schweback of Dell Rapids, 


percent (national: 15.2 percent) had 
water heaters, and 20 percent (na- 
tional: 15.1 percent) had freezers. 

For a dealer in the 5,000-consumer 
co-op area, that means a rural potential 
of 750 refrigerators, 1,250 washin 
machines, 3,600 water pumps, 3,20 
ranges, 3,700 television sets, 3,850 
water heaters, and 4,000 freezers. 

And for the dealer, this potential 
takes on added luster when he con- 
siders that virtually every sale will be 
a “new” sale, with no trade-in dis- 
counts. 

At this point, three questions nat- 
uarally arise: Who's getting this busi- 
ness now, and how are they selling it?; 
What sort of help do the local coop- 
eratives offer?; And what concrete pro- 
grams are on the way? 

A lion’s share of the business is now 
going to alert dealers who have studied 
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Underway 








closely with dealers. 






CO OPS are staging local promotions, collaborating on national efforts, 
os Some of them even finance appliance sales, 


Most are working 


About 60 retailers attended this meeting held by the 


Saltilla Rural Electrical Membership Corp. of Alma, Ga., heard president Valene 


Bennett discuss promotion >'sars. 


7 


S. D., (right picture), cooperated in early ‘‘Willie’’ promotion and was able to take 








advantage of co-op’s offer of free electricity to dryer buyers. Some co-ops have 
offered free electricity for six months, paid dealers $7.50 for each sale, and 
arranged time payment terms for as little as four percent. 


the market and devised sound meth- 
ods of selling it. Dealers like Hal 
Smith of Sault Sainte Marie, Mich., 
who says that 40 per cent of his busi 
ness now comes from rural people. 

Each month Smith picks up a list 
of new consumers from Cloverland 
Electric Cooperative. He has two sales- 
men take trailer loads of Norge and 
G-E appliances to call on these people. 
Whenever possible, they take the ap- 
pliances indoors and demonstrate 
them on the spot, letting them sell 
themselves. Each salesman makes 15 
to 20 calls a day. 


It's a No-Trade-In Market 


That approach involves overhead. 
Does it pay off? Smith says this: 
“Most of our sales are clean ones, that 
is, no trade-ins, It is cheaper for us 
to make deliveries in the field than 






have goods shipped out from our 
downtown warchouse. This saving 
more than offsets the higher commis- 
sions we pay our salesmen, 

“When our salesmen deliver appli- 
ances direct to rural homes they do a 
better job of instructing farmer-buyers 
in the care and operation of the equip- 
ment, This cuts down the number of 
nuisance calls,” 

In another part of the country, 
Lumber City, Ga. (pop. 1200), i 
ance dealer H. E. Grindle has also 
discovered that there is no substitute 
for beating the rural bushes, Taking 
advantage of a liberal co-op installa- 
tion allowance, he sells 300-400 major 
appliances a year, winning trips to 
such exotic places as Paris and Ber- 
muda in competition with dealers in 
cities like Atlanta, Savannah and Ma- 

(Continued on page 124) 
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Additional 
remote 
station wih 
push button 
selector owhich. 


#DT-100 
LIST $29.95 


in Ivory .. . $32.45 





How About 
Old Customers? 


CONTINUED FROM PAGE 65 


That old-time general merchant 
knew that he had to get his share 
of the local dollar regularly to stay 
in business. And business-wise, he 
had the right idea. 

It takes a lot less cash and cffort, 
work and thought to keep the chick- 
ens in the pen well fed and happy 
than to go off chasing after chickens 
who might not be interested in your 
offerings. It takes less advertising, 
less advertising money to keep old 
Henry happy and let him know that 
it pays to be your customer. 

It’s all right to go aggressively after 
the new business, to put all you can 
into good advertising, good salesman- 
ship, every good business gimmick 
you can dream up to bring in the 
new customers. 

But your regular daily bread will 


PBB BBD DDD DD DD PPP 


Never do anything today that 
you can put off until tomorrow— 


by that time there may be a gov- 
ernment regulation against it. 


List $9.95 


3-wire 
eable lor 


above unit 
List .O5 ft. 
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come from the regular, repeat busi- 
ness of the families just like ours. 
Take care of the old, then go after 
the new. The new ones become old 
customers rating the same extra edge 
of good care and treatment bringing 
them back time and again through 
the years. 

The proper care and feeding of cus- 
tomers—those old faithfuls—needs a 
little analyzing in most every busi- 
ready for talking (NOT when ness today with the heavy stress cur- 


set is turned on, as with ordi- rently made on new business custom- 
nary intercoms). ers. 





IDEAL 


© Baby Sitting 

@ House to Garden 
7 

. 


Preferred by dealers and users everywhere! 


EXCLUSIVE! Additional 
switeh on remote permits un- 
interrupted talking especially 
desirable where a remote sta- 
tion is required to be “ON” 
for long periods of time. 


ADVANCED! New indicator 
light system lights only when 


House to Garage 


Kitchen to Playroom t ‘ 
¥ Check it now, and come out with a 


better balanced selling operation. 

For as our old en pian owner 
used to put it, 

“It’s a heck of a lot easier to catch 
fish where you have caught fish before 
than to throw your line out in new 
and strange water.” End 


Master unit features volume control with handy ON-OFF and 
Press-to-Talk switches. 


Remote unit has Press-to-Talk switch for quick, easy operation; 
easy-to-reach rear mounted switch for Continuous Talk. 
Complete with 50 ft. of 3-wire cable. 

Quality 4” Alnico Speaker ¢ 3 tubes. 

Output wattage—1.8 watts. 

Mahogany, Bakelite cabinet. 

Easy Installation. 


OFFICES 
FACTORIES 
RESTAURANTS 
STOCK ROOMS 


ufere. 


---for BETTER 
TWO-WAY 
COMMUNICATION! 











ARCO 
AMPLIFIER 
<0. 


display bex helps you sell! 
FREE literature, mats. 





ORDER TODAY 
from your lecal radio 
& TY parte distributer 
Attractive trade discounts! 


RADIO MERCHANDISE 
SALES, BING, New York 62, N.Y. 


LOOK for the RMS man 
for your best buy in 
Outdoor Antennas + 











Indoor Antennas 
+ Rotors + Intercoms + 


TV Antenna Accessories 
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Open the exclusive NEW 


HAMPER-DOK 


On this exciting 1956 NORGE dryer 








--- AND SEE THE SALES MAGIC OF THE GREATEST 
LOADING-UNLOADING FEATURE IN DRYER HISTORY! 














Wheres the porthole? 
OPEN THE DOOR 
AND SEE! 
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HERE'S WHY IT’S GOING 
TO BE TOUGHER THAN 
EVER TO SELL AGAINST THE 
1956 NORGE LAUNDRY LINE 
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Vg OPEN It’s a clothes chute that WV 
funnels clothes into dryer drum. Sta 





‘Open the exclusive NEW | 


HAMPER -DUK 


)n this exciting 1956 NORGE dryer 


- AND SEE THE SALES MAGIC OF THE GREATEST 
OADING-UNLOADING FEATURE IN DRYER HISTORY! 

















CLOSED .-.it hides the “porthole” for a perfectly 
matched washer and dryer pair! 


OPEN .--it locks in 3 positions for the greatest 
selling story on convenience ever offered! 


e that Y/y OPEN It's a perfect Sort'’n FULLY OPEN It’s handy for load- 
drum. Stack Shelf for dry clothes. ing-unloading the clothes basket. 








HERE'S WHY IT’S GOING TO 
BE TOUGHER THAN EVER TO 
SELL AGAINST THE 1956 
MORGE LAUNDRY LINE 





This exciusive NORGE feature makes it possible 
to dry everything washable —in complete safety! 















For Regular Washables .. . auto- For Synthetics . . . automatic dry- 
matic drying with tumbling, heat ing with tumbling and air — but 
and air! no heat! 





Only NORGE Offers 


A Mey Dyng 


SELL the choice of 
heated air or air alone 
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Easy to demonstrate ...a real selling plus! A 
simple turn of the ‘‘Heat-Air Selector’ permits 
drying with either heated air or air at room tem- 
perature. And with Norge’s giant blower fan you 
can sell another plus—faster drying with less heat 
and no chance of scorching. 











For Fussy" things . . . automatic For the very, very delicate... 
drying with heat and air — but no drying with pure air alone — no 
tumbling! heat or tumbling! 





(Hlus. such 1956 exclusives as: 5-Way Venting that 


eliminates installation problems; super-sized dryer cylinder 
and blower for faster, safer drying; Time-Line Control! 





SELL the choice of tumble 
or stationary drying 


Bt 





TUMBLE 
DRYING 


— STATIONARY 
DRYING 


Another great self-selling demonstration feature! 
The exclusive Stop 'N Dry control permits drying 
with tumbling ... or without tumbling for very 
delicate fabrics. 


NORGE; 


NORGE SALES CORPORATION, Subsidiary of BORG-WARNER CORPORATION, MERCHANDISE MART PLAZA, CHICAGO 54, ILL., Canada: ADDISON'S, LTD., TORONTO 
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A Free Car with Every Appliance 








CONTINUED FROM PAGE 67 





automobiles and when the promotion 
ended he had only one old jalopy left 
on his hands. And, he declares, if he 
had not been weary and footsore at 
9 p. m. closing time, he could have 
made sales which would have given 
away that one also, by staying open 
only a few minutes longer. 

But the amazing fact about the 
promotion was that it increased busi 
ness 700 percent over normal! 

“People came in from as far away 
as 100 miles to get in on the deal,” 
says Stroud. “Obviously, our offer of 
a free automobile helped many people 
who were just on the verge of buv- 
ing a home freezer or refrigerator, to 
make up their minds 

But Stroud really gives credit to the 
ability to lure people from far away 
places to the advertising effects of a 
50,000-watt TV station in Birming 
ham. Many people who heard his 
programs on this station even wrote in 
to inquire about the automobiles or 
to tell Stroud they would be on hand 
before his promotion ended 


List Price, No Trade-ins 


In order to make a fair profit on 
the automobile deal, Stroud sold his 
appliances at full list price and took 
in no trade-ins. He required his usual 
10 percent down on appliances pur- 
chased, and buyers were limited to one 
car per customer. Home freezers were 
particularly featured in the advertis 
ing during the promotion and with 
the purchase of every Hotpoint food 
freezer, the customer got $30 worth 
of meats of his own choice, in addition 
to the automobile. The freezer proved 
to be the best seller. Indeed, after 
analysing his sales following the 
whirlwind campaign, Stroud declared 
that he sold more food freezers in 
June and July, the months in which 
the promotion ran, than during the 
entire year of 1954 


























Stroud figures that his average sale 

in which the give-away of an auto- 
mobile was involved—amounted to 
more than $550 which, through sim- 
ple mathematics, will give some idea 
of just how much volume he rang up 
during the six days in which he staged 
the promotion, Many of his sales were 


cash sales. 
No Repeat Planned Now 


It was an excellent promotional 
idea, one that happens once in a life 
time for an alert dealer. The fact 
that he got all-out support from his 
distributor was notable too, since dis- 
tributors do not rashly jump into par 
ticipation in dealer promotions of 
dubious _ possibilities But Stroud 
does not believe he can stage it again 
in the near future. 

“This particular type of promotion 
cannot be worked too often,’’ Stroud 
admits, “because the novelty has worn 
off now and if we tried it again too 
soon, we could wind up with a lot of 
old automobiles on our hands. ‘Too, 
when used car dealers learn of the 
success of ad promotion such as ours, 
they boost the prices on their old 
jalopies and it becomes harder and 
harder to gather in cars which are 
guaranteed to run, at a price which 
would make the promotion profit 
able.” 

But as a one-shot, or perhaps an an- 
nual promotion, it certainly could 
prove itself, as Stroud showed, highly 
effective in increasing the sales of a 
dealer who knows how to utilize 
novelty in advertising, selling and clos- 
ing to the best advantage. 

rhe Justice Appliance Co., is only 
six years old. It handles furniture and 
other sidelines but it already does a 
business volume of approximately 
$125,000 annually in appliances only. 
It also maintains its own service de- 
partment as well . End 
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Johnson 


Scrubs and Polishes Floors Automatically... has exclusive 
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Eliminates back-breaking, down-on- 
the-knees floor care! Put yourself in a 
woman's shoes. Wouldn’t you welcome free- 
dom from the drudgery of doing floors on your 
hands and knees? Of course you would! 

And sales to date prove women do! Here, at 
a price that fits comfortably into any family’s 
budget, is the solution to the last unpleasant 
household task. And now, due to the increase 
in hard-surfaced floorings, there’s an even 
greater need than ever before. 


Wax Polisher: 


Weighs less than a vacuum cleaner 
...has many more uses! There’s never 
been an appliance that does so.many jobs so 
well in so many parts of a home! It’s so light 
it’s easy to carry, easy to use—upstairs or 
down, inside or out. Ideal for basements, 
patios, breezeways and garages as well as any 
room in the house. As useful to the man of the 
family as to his wife. Saves so much hard, 
back-breaking work, owners use them day 
in, day out all through the year. 


Consider these advantages to you 
No trade-in troubles! No installation expense! @ Authorized service stations in every major city! @ Priced right for vclume selling! 


Vital Statistics 


Jade green. Chip- and dent- 
proof, impact-resistant housing. 
AC/DC. Automatic safety 
switch cuts motor when handle 
is lifted. Full room coverage with 
22’6” power cord. Ventilation 
slot where water can’t reach it. 
Comes complete with tampico 
polishing brush, palmetto scrub- 
bing brush, chenille buffing pad. 
Change in seconds. All bristles 
imbedded in hard rubber ring 
bonded to steel for maximum 
wear, 


FLOOR 
CARE 


is our business 
—_ 


9o** 


OCTOBER, 


5 Ows WAX 
CREB SCRUBBER 


em 











1955—ELECTRICAL MERCHANDISING 








Scrubber 





Single-Rotator Design proved best in professional use! 








ends the last hard household chore - 
opens a new profit frontier for you! 














Waxes floors 10 times faster than she Scrubs floors without spattering! Deep- Buffs back first-waxed luster! Com- 
can by hand. Automatic floor care cleans all trace of grit and grime, pany coming? Floors look dull? 
the Johnson’s Wax way gives much Whisks off stubborn wax build-up in Don’t re-wax. Just flick the switch 
more leisure time... virtually elimi- seconds, Special vinyl plastic bumper —in a matter of moments, that just- 
nates costly floor refinishing ! prevents marring of base-boards, waxed lustre will be restored, 


Less than 1% of the nation’s families now own a home 
floor care machine. That leaves a potential of about 
48 million units in this fast-growing new market. 


Get on the right end of the selling odds. Compared with 
the saturation figures on many of your once fastest 
movers, isn’t it only plain common sense to stock an 
item for which 99 out of 100 families are ripe sales 
prospects? 


Latele) Met i ae) meet) Set) sta We Johnson’s Wax 
people have been floor care specialists for 69 years. 


Biggest advertising drive ever 
behind this kind of appliance! 


The full benefit of nation- 
» wide TV: support! A great 
, new series of 90-second spots 
on Robert Montgomery Pre- 
sents will demonstrate and 
pre-sell the new Polisher- 
Scrubber in millions upon 
millions of homes this fall. 
| This top network show is 
sure to boost prestige ... 
build even greater demand, 








ELECTRICAL MERCHANDISING—OCTOBER, 1955 





Huge, Untouched Market — Every Wired Home a Prospect 


It’s our business to know how a home floor care 
machine should perform. Through 3 years of intensive 
design research, we've taken the bulk and bother out, 
built convenience into this new Polisher-Scrubber. 


All the weight is over the brush. With all its weight con- 
centrated directly over the single brush, this new 
Johnson’s Wax machine applies more weight per 
square inch of brush surface than any twin-brush 
model. Naturally it scrubs cleaner, polishes brighter 
and faster. 





Heap big profit! 


You actually make more money per unit 
sale than you do on many higher priced, 
harder to sell appliances. You don’t have to 
tie up a lot of floor space. And there’s only 
one model to stock. There are hundreds of 
customers in your community. Why not 
look into this new profit potential today? 
Simply call your appliance or hardware dis- 
tributor, or write: Manager, Appliance 
Department, S. C. Johnson & Son, Inc., 
Racine, Wisconsin. 
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FULL LINE! NEW FEATURES! 


America’s most popular electrics! Big-value 18” promotional model. S-m-o-o-t-h 
cutting 18” and 21” models with powerful 4% H.P. motors... angled Safety- 
Blades that lift grass... Turbojectors*® for CLEAN EJECTION through twin 
chutes... enclosed blade-and-dise cutter... patented Cord Control... other big 
Huffy features @ 5 new gas rotaries—18” and 21”, Extra power in 2 and 4-cycle 
engines-——new twin-edged cutter blade with angled tips that lift grass for 
SMOOTH, EVEN CUT with CLEAN EJECTION through rear chute. Flip-over 
handle and other famous Huffy benefits. @ 2 gas reel mowers and Huffy Lawn 
Sweeper with handy Hite-Control® Lever at budget prices 


BIGGER KEY DEALER PLAN! 


More benefits for you: Extra 5% futures discount (or 10% if you're a 25-Star 
Key Dealer) when you register before Feb. 28th, 1956. Low-priced demonstrators 
and all materials you need to sell more mowers with free trials. @ FREE 

KEY DEALER LISTINGS in one or more full-page ads to appear in Parade, 
This Week, 32 Key City Newspapers, Sunset. Colorful national ads in The 
Saturday Evening Post, American Home, Farm Journal, Town Journal, 
Progressive Farmer, @ 111 MILLION PEOPLE will see Huffy Mower advertise- 


ments, Plenty of materials for you to use in your advertising and promotion, too 


*Trademark Copyright, 1955. The Huffman Mfg. Company 











WRITE FOR COLORFUL CATALOG 


OR ASK YOUR WHOLESALER SALESMAN FOR DETAILS 


18” Electric 


powerful 2 H.P. motor! 


LF 


| 
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Sidewalk Appliance 
Store 


CONTINUED FROM PAGE 68 


small radios, All of the major appli 
ances are connected up to scores of 
outlets and are ready for demonstra- 
tion. 

Stormy weather is not a problem, 
Carter points out, since the arcade 
walkway has a roof over it and canvas 
sides may be put up whenever blowing 
rain occurs. It is lighted with over 
head incandescent and fluorescent 
lights. The entranceway to the arcade 
is flanked on cach side by two display 
windows, built as complete units in 
themselves so that the overall appear- 
ance to an observer on the opposite 
side of the street is that of a complete 
aml modern appliance shop. The 
arcade shop will be open only during 
the summer and early fall months 
since in chilly weather shoppers prefer 
to go inside. 


Venture Pays Off 


The venture paid off from the 
start. Carter has maintained a close 


BBB Mr 


Never give credit to a man who is 
dressed too well—or to a woman with 
tears in her eyes. 


OPP 


check on Cain-Sloan’s appliance busi- 
ness volume—particularly in kitchens— 
since opening the new arcade walkway. 
He says that the firm did a record 
$14,000 in business on the day the 
arcade was opened this year and that 
during the first week of the display, 
in late April, sales volume increased 
25 percent over the comparable week 
in 1954 and from 50 to 60 percent 
over the identical week in 1953. His 
estimate is that Cain-Sloan, at the 
end of 1955, will show an increase in 
appliance business of as much as 60 
percent, with a major portion of the 
overall amount being in kitchens. 
This fantastic rise in sales, he attri- 
butes in great part to the establish 
ment of the arcade walkway shop. 
Whether this estimate is over-op 
timistic or not, the fact is that Cain 
Sloan’s new ground level arcade appli 
ance shop is certainly responsible for a 
heavy increase in appliance sales. 
Pruitt, of GESCO, calls it “one of 
the happiest and most unique ideas 
in appliance merchandising” which he 
has seen in several years of appliance 
distribution End 





“SHALL | SET THE TABLE WITH ASH TRAYS?” 














Under G. E.’S Policy of Strictly Enforcing Fair Trade. . . 





BIG VOLUME FULL MARGIN = 


MORE PROFITS! 


Proof? Under the General Electric policy of strictly enforcing 
Fair Trade, more G-E Small Appliances are being sold than 
ever before. 


You are selling fine appliances—at exceptionally low prices, 
under the Fair Trade Laws. It’s a formula that’s paying 
you profits. 


We're going to continue our full-scale campaign against all 
price-cutters because this policy has been so successful for you 
and for us. 


Here’s what we have done to protect 
your margin of profit... 


16,820 Fair Trade Agreements have been signed with retailers 
—large and small. 


38,885 shoppings have been conducted in 44 states—wherever 
we had reason to believe that a retailer—/arge or small 
—was not observing Fair Trade prices. 


9,436 retailers—/arge and sma//—have received one or more 
registered letters concerning alleged violations. 


1,289 legal actions have been taken in 25 states. 


Here’s what we're going to do. . . We will continue to shop 
retailers in states having Fair Trade Laws. We will investigate 
every complaint of illegal price cutting by retailers on General 
Electric Small Appliances. We will seek voluntary agreements 
to end Fair Trade violations wherever they occur. 


We will take legal action in every case where it is necessary 
to enforce compliance with the laws. 


Fair Trade means fair profit 
Here’s what you can do to protect yourself... 





Every retailer who believes that the Fair Trade Laws can assist 
him in building a sound business can be a real help in the 
campaign by following three simple rules: 


1. Sign the voluntary Fair Trade Agreement which he receives 
from us. 


2. Observe our Fair Trade prices. 


3. Whenever he has positive evidence that a retailer is selling 
any G-E Small Appliance at less than the Fair Trade price, 
he should report it immediately to: 

Fair Trade Section 

Small Appliance Division 
General Electric Company 
Bridgeport 2, Connecticut 


Progress /s Our Most Important Product 


GENERAL @@ ELECTRIC 


Small Appliance Division 








Manufacturers of — | OaSters - Grills - Irons - Mixers - Coffee Makers - Clocks - Fans 
Vacuum Cleaners - Automatic Blankets - Heating Pads - Automatic Skillets 
Speed Kettles - Room Heaters 
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THE ONLY OYEAR 


Sells HAMILTON BEACH need 
as never before |! 





RR TR APT 























@5-year guarantee 
covers all Hamilton Beach 
motorized home applionces. 











All Hamilton Beach Mixers are 
Covered by the 5-Year Guarantee 


New Hamilton Beach Hamilton Beach 

Liqui-Blender Home Drink Mixer 
New “Cut-'n-Fold” The all-family gift 
action delivers twice _ that makes real soda- 
the usual cutting fountain drinks. 
power for dollars Once kids see it, they 
less! 2 speeds, keep coaxing! 
Retail, Retail, $22.00 

$39.50 (white) 
$44.50 (chrome) 


Ads in All These Leading 

A New Mixing Center Magazines Pre-Sell For You! 
to flash attention to the 
guarantee and complete 
selection! 
Sturdy cardboard, designed 
to sell any combination of 
mixers from either side! 
Takes only 144% x 40% 
inches of counter space. 29 
inches high 
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By any comparison, you've got the selling edge! Line up any 
number of competing mixers, and your customers can’t help but 
pick the one that’s guaranteed 4 years longer than any other! 

The 5-year guarantee is a show of confidence that’s “catch- 
ing.” It gives you concrete evidence to point to. It tells your 


J “ 


customers at a glance that these mixers must be good—must 





gs», 
= 


na REACH 


GUARANTEE IN MIXERS 


be the best, to be guaranteed so much longer than all others. 
And customers can’t miss it— it’s on every merchandise tag and 
on the Mixing Center! 

Feature the only 5-year guarantee in mixers! It means more 
sales, solid sales that stay sold! And at dollars less than other 
leading mixers, Hamilton Beach is the value. 


sal 


Hamiiton Beach Co., Div. of Scovill Mfg. Co., Racine, Wis. 


1955 


PAGE 


103 














S mething to exclaim 


about—when a gas heater 

is No. l, year after year, 

in dollar volume of gas 
space heater sales, That's the 
Dearborn Cool Safety 
Cabinet gas area heater 

No. l, too, in units 


sold for use with L P gas. 








you can depend on 





DEARBORN STOVE COMPANY 


17eo Ww Cemmerce St Oettes, Tener 
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COLD CANVASS throughout the Madison Piano Co., trade territory during 60 


day promotion gave Morrow an excellent return on the time spent 


Demonstrations Mean Sales 





of a new machine. Ten of these cer- 
tificates went to every washer buyer. 

The company’s second move was to 
send out 6,000 mailing pieces to the 
occupants of rural homes, city homes 
and farms, offering a free washer dem- 
onstration to the recipient. The liter- 
ature went to a selected list of names 
in the Huntsville area, which Maytag 
had previously screened and provided 

Then Morrow went into action on 
hot and cold canvass. Loading a truck 
with wringer washers, he carried along 
a Y-shaped hose which could be at- 
tached to any water spigot, for dem- 
onstration purposes. His route took 
him through every section of the 
company’s trade territory and he spent 
approximately four days out of each 
30 in this method of canvass. Mor- 
row’s demonstrations were routine 
with “nothing fancy” about them. 
When he got the opportunity he 
would try to sell up from a wringer 
to an automatic, inviting the prospect 
to the store to see a demonstration 
at the first opportunity. He worked 
at night and on holidays when he 
thought it might result in new sales 

rhe net result of the three planned 
efforts to get people to watch a dem 
onstration were excellent, according 
to Draughon. He points out that (1) 
on the special inducement to old cus 
tomers, approximately one-half of 
those who got the profit sharing 









CONTINUED FROM PAGE 74 





coupons sent in names of their neigh 
bors as prospects; (2) on the direct 
mail circularizing, the response was 
better than two percent, and (3) on 
his cold canvass, Morrow sold more 
than half of the washers he took out 
from the store on a truck. 


68 Sales From 74 Prospects 


One amazing result of the promo 
tion was that Morrow sold 68 out of 
74 persons to whom he gave demon- 
strations. He won a free trip, hands 
down, to the Maytag factory. Of 
course, other stunts were used to aug 
ment the number of prospects for 
demonstration. For example, Draugh 
on devised a contest which called 
for the prospect to cut out and paste 
furniture on a drawing of a bare room, 
creating his own design for a kitchen. 
Prizes were awarded winners, who 
were required to bring their entries 
into the store and were thus exposed 
to a washing machine demonstration. 
Other minor sales ideas, such as send- 
ing out courtesy credit cards, “thank 
you for coming in” letters, etc., were 
used, but it was consistent follow-up 
which made the promotion a real 
success 

Such carefully planned and ex 
ecuted promotions have enabled Madi- 
son Piano Co. to sell 300 washing ma 
chines annually out of a total appli 
ance volume of $100,000 End 


a ( 





“NO | HAVEN'T PUSHED IT. | BELIEVE YOU SAID IT WAS SUPPOSED TO SELL ITSELF’ 
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Manufacturers 
who use PORCELAIN ENAMEL 


put convincing sales points 










in your hands 


Porcelain Enamel provides you with some of the most convincing 
sales features any new appliance can offer. Customers are easily 
sold on this finish that is not faded or discolored by age... 
. not stained by household juices and acids, nor scratched by 
skillets and knives. Porcelain Enamel is the surface that retains 


its luster, remains handsome and new-looking for many years. 


These are the properties home owners want. . . properties that 
make porcelain enamel appliances more in demand today than 
ever before. 













THIS LABEL identifies genuine Por- , : 
celain Enamel Surfaces on appli- 
ances and other products. 


PORCELAIN ENAMEL INSTITUTE, INC. 
Associations Building, 1145 Nineteenth St., N.W., Washington 6, D.C. 
(Check items desired ) 


Please send me information about: Please send me a free copy of: 
{] Demonstration Kit | “Selling Facts about Porcelain Enamel” 
[| Slide Film {| “Prove for Yourself ..."’ Booklet 


Name 
Company 
Address __ : oie 








outstanding popularly < 
holped make Meuyitags 


Spring Party Promotion — 
an outstanding sales Success 


Use Tide to boost your sales, too! 


Use the free Tide offer in your store to build traffic—to 
increase sales! Contact your distributor or manufacturer 
for details on Tide's proven-in-use Washer-Dealer Plan Pro- 
motions. Make this fall selling season your biggest and 


best yet with Tide... America’s favorite washday product! 











a box 
just for looking 


tho Now"Meug / 
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“Maytag sales really boomed for us,’ “Store traffic was up 76%,” 

















applicant can fill this job for you! 


Who is this super-salesman? The ‘Yellow Pages’ of 
your telephone directory. 


Your advertising in the ‘Yellow Pages’ tells folks 


, Veet ale 
Find Your all over town where you are located, what products 
Nearest Dealer ‘ “a 
in The and services you sell, what your telephone number is. 





‘Yellow Pages’ 


You make it easy for prospects to pick up the 
( ok) 5 | telephone and call...or to come in. Newcomers in 


T town...or old residents...9 out of 10 use the 

















Advertisers of branded products are 


vsing this emblem to tell prospects ‘Yellow Pages’ when they’re ready to buy. 


how to find their dealers. 


Suggestion: Make sure you're represented in the ‘Yellow Pages’ under every heading that will mean more business. 
Your Classified Telephone Directory representative will gladly help you. Call him at your local telephone business office. 
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Accent on Features 


CONTINUED FROM PAGE 75 


controls. Insulation for quieter opera 
tion includes Fibreglas and/or rubber 
Many models also have built-in radio 
and ‘IT'V_ interference  eliminato 
Disposable paper dust bags are a fea 
ture in practically every 1955 cleaner 
uprights as well as canisters 

Although greater emphasis has been 
placed on improving canisters thi 
year, upright cleaners have also 
achieved a high standard of efficiency 
They will continue to play an impor 
tant role in any well-rounded cleaner 
merchandising program. There is no 
getting away from the fact that up 
rights, with their motor-driven re 
volving brushes and beater bars that 
combine a vibrating, sweeping, suc 
tion action, do an outstanding job in 
removing deeply embedded dirt from 
large areas of carpeting and rugs. Thc 
dirt bags are larger and don’t have to 
be changed so often, nozzles auto 
matically adjust to varying heights of 
rug pile; low-slung housing with head 
lights make it easy to search out and 
reach dirt and dust hidden under furni 
ture, and attachments for above-thc 
floor cleaning are available—some with 
special adaptors for easy connecting to 
cleaner—to do an all round cleaning 
job. 

Smart merchandisers will have both 
types to sell, and in many instances 
will find opportunity to suggest the 
purchase of two cleaners, one of each 
type, to owners of large homes with 
a variety of cleaning problems 


Hand-Vacs 


In addition, the above two main 
types of cleaners, there’s a group of 
small hand-type cleaners that have a 
market in small apartments, as auxil 
iary equipment for quick pickups and 
special jobs such as cleaning automo 
bile upholstery, dusting out pockets, 
coat pockets, hats, bureau drawers 
etc. Although these cleaners average 
only five pounds or less, they have 
sturdy motors and their small nozzles 
get into difficult corners. Some come 
with shoulder straps, others have 
adapters that convert them into minia 
ture floor cleaners. Some have motor 
driven brushes and others depend on 
uction only 

In the accompanying table (pages 
76, 77) we have tried to give vou a 
quick reference summary of leading 
vacuum cleaner manufacturers, their 
latest models, with outstanding sales 
features End 


“NEVER MIND THE SOCKS, DEAR. 
I'VE WASHED THEM MYSELF.” 

















Now you can stock only 2 control items for all your gas room heater jobs! 


Amazing new HONEYWELL ADATROL" 


T5000 Thermostat 


Now this 


new Pilotstat 


Plus this new 


————_— 


add-on 


thermostat 


Equals the 


new Honeywell 
Adatrol 





C592 Pilotstat. This new Honeywell Pilotstat fits any 
gas room heater, and features a 100% safety shut-off 
in case of pilot or flame failure. It is available with or 
without pilot gas filter (no external filters necessary) — 
and will operate on all gases. Specifying it on all 
your heaters insures your customer simple, economical 
addition of a thermostat when desired. 








T5000 Adatrol Thermostat. The new Honeywell 
Adatrol thermostat is a high-quality, self-contained, 
snap-action thermostat available with or without a 
high-low bypass. You can add it to the Pilotstat in 
less than 5 minutes. Just remove 6 screws and a plate 
from the Pilotstat—then fit the Adatrol thermostat in 
and replace the 6 screws. It's as simple as that! 











V5153 Adatrol—combination Pilotstat-thermostat. 
A compact high-precision unit, that fits all gas room 
heaters. Can be serviced in the field, without removing 
piping. Cut your installation, stocking, and handling 
costs by standardizing on this efficient unit. Specify 
the V5153 for all your thermostat equipped heaters. 


* Trademark 
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Here’s how the new add-on 


thermostat fits into the new Pilotstat. 


* Fits all gas room heaters 
* No more adapter kit problems 
* No more costly stocking problems 


The new gas cock Pilotstat* with add-on thermostat 


N”” the new Honeywell Adatrol gives you a universal Pilotstat 
that allows on-the-job addition of a thermostat whenever 
your customer wants it, 

This means big savings for you in stocking and service. No longer 
do you need to stock complicated adapter kits and parts that 
get lost, depreciate, and become broken lots—no longer do your 
servicemen need to spend costly hours tinkering with make- 
shift connections, 

All you stock is the C592 Pilotstat and T5000 Adatrol thermo- 
stat which you can buy separately and put together in the field 
or the V5153 ADATROL combination Pilotstat-thermostat, which 
comes already assembled from the factory. 

Think of the big savings this means in time, effort, and in- 
ventory ! And think of how pleased your servicemen will be. And 
how easy it will be to give your customers a thermostat when 
they want one added, 

So, start making your room heater business pay bigger profits! 
Call your local Honeywell office and order the ADATROL today ! 

For complete information on the new Honeywell ADATROL, 
or on any of the complete line of Honeywell Controls, just write 


to Honeywell, Dept.EM-10-88, Minneapolis 8, Minnesota 
Honevwell 
112 OFFICES 
ACROSS THE NATION H Fut Ww Contiol,. 
nowt vmtil 
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every 
advertiser 
and 
retailer 
who sells 
appliances 
in 
these 


12 


cities! 


* Albany, New York * Baltimore,Md. * Columbus, Ohio »* Dallas, Texas »% Fall River, Mass. * Houston, Texas 


* Little Rock, Ark, * Meridian, Miss. * New Orleans, La, * Pittsburgh, Pa. * San Antonio, Texas * Syracuse, N. Y. 
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For the first time in history.. .12 entire cities 





and their great newspapers will push, spotlight, 


display the products advertised in one magazine! 


STARTING OCTOBER 23, for one solid week, retail- 
ers of every type in twelve major cities will feel 
the biggest sales push of its kind in their histories. 
Why? Will they be selling pearls for peanuts? 
Steaks for a song? No. They'll be staging an 
700d Housekeeping Week”... a 
phenomenal, new kind of mass selling strategy. 


event called “( 


THE PrRovine Ground: Mansfield, Ohio. The 
dates: April 24-29. The event: “Good House- 
keeping Week”. The week the potent Mansfield 
News-Journal and a whole city of merchants tied 
in with a magazine, and a whole city turned out 
to buy the products advertised in that magazine! 


The week the town’s largest store upped its vol- 
ume 40% ...Sav-Mor stores sold 1,700 cases of 
Hunt’s canned goods instead of the usual 75... 
and a local bank reported an all-time high in 
merchants’ deposits for the period. Everybody 


got in on the act; even a monument maker! 


THE MANSFIELD STORY was so big, so hot... that 
12 more great cities and great newspapers (with 
nearly 2,000,000 ABC circulation) are revving 
up for the biggest team-up with a magazine since 
Gutenberg. All of the products blessed by 
Good Housekeeping will be advertised locally... 
displayed, pushed, neon-lighted! 


Talk about action on the retail level! Good 
Housekeeping gives it to you city-wide... 
city wide! No other medium, no other magazine 
has such an influence on women 


twelve- 





...on merchants. 


GOOD HOUSEKEEPING ADVERTISERS! Alert your 
dealers, salesmen and distributors to get your 
product up front in these twelve cities. Run your 
advertising in these 12 important newspapers. 


NON GOOD HOUSEKEEPING ADveRnTisens! This 
great 12-city story has a moral (forgive us for 
pointing it out), The moral is this: you buy so 
much more than space, when you advertise in 


Good Housekeeping! 











says Tive:" What may be the biggest promotion yet a magazine can beast about to its advertisers, breaks on October 23”. 


GOOD HOUSEKEEPING ne = 
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Sell more space heaters with 


new 55GASAPACK 







Modulating Snap 
Thermostat 


Operated by a sensitive thermo- 
bulb, the MTS modulates the 
fire from high to low . . . quietly 
snaps off when the low fire is no 
longer required. Absolutely si- 
lent. All accessories can be fac- 
tory or dealer attached without 
breaking the line! 


Not one—but three exclusive 
A-P automatic accessories 
hoost gas heater sales 


(Cstomens can choose the exact temperature control de- 

sired... to fit any budget! Besides, you offer 100% 
safe lighting and simplicity of operation never before 
available. 


op Modulating Thermostat 


A liquid-charged thermo-bulb 


You'll be money ahead service-wise, too. Basic 55 modulates the flame between 
Gasapack control combines pressure regulator for city gas, 
large pilot filter, 100% automatic pilot, main and pilot 
shutofls into one self-contained unit, Every 55 Gasapack 
control is backed by a written A-P guarantee. One part... 


one responsibility. 


high and low fire, maintaining a 
constant comfortable tempera- 
ture despite fluctuating outside 
temperatures, No wiring re- 
quired, 


The A.G.A.-listed 55 Gasapack control has many other 
important features that can help you sell 
more gas appliances. Only the 55 Gasapack 
control offers all the heating convenience 
your customers expect, 

It’s good business to specify Gasa- 
pack control on the gas appliance you 
sell — write for complete data, 









Electric Thermostat 


A low-voltage wall thermostat 


DEPENDABLE (o«fr0¢s 


for Air * Liquids * Gases ® Refrigerants controls the flame. Control can 


A-P CONTROLS CORPORATION 


2400 N. 32nd Street, MILWAUKEE, Wisconsin 
COOKSVILLE, Ontario NIJMEGEN, Holland 


For Export: 13 E. 40th St., New York, N. Y., U.S.A. 


be set to operate from high fire 
to off, or from high fire to low 
bypass flame, depending on the 
need, Complete kit includes elec- 
tric operator plus thermostat, 
plug-in transformer, wire and 
staples. 
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make it easy for the customer to shop, 
and it must compel attention and 
whet the customer's appetite for more. 

2. Hard Work. Mrs. Rose Hoff- 
man, Joe’s wife, has a big job. She 
and Joe must buy, then she must 
check them in, classify, make signs, 
keep inventory, keep the department 
neat and clean, and sell. Her inven- 
tory control must permit her to lay 
hands immediately on thousands of 
different titles, always know which 
displays have to be replenished. She 
does this with a system of catalog 
numbers and colored tags in her basic 
stock which she clips to the numbers 
with paper clips. 

Joe himself makes trips to Chicago 
and Milwaukee each week to buy and 
to talk with radio station programmers 
and disk jockeys. On these trips he 
picks up his orders, thus saving freight 
and averting possible breakage, both 
of them considerable potential ex- 
pense items. 


BOBO BOLO IESG SIS SOS 

An electrical appliance dealer can 
very well know when he’s right when 
he knows when he’s wrong. 


Corer es lO III 


Ihe work also includes modifying 
available or existing display facilities 
to do the desired job. In the new 
store, for instance, one old counter 
had to be restyled to look modern and 
display needles and accessories. Hoff- 
man had it done for $80 instead of 
buying a new one for about $450. 
Labelling frames had to be contrived 
on the pegboard displays, which origi- 
nally were intended for table radios, 
and labels had to go in the frames 
to classify the records. It’s tedious, 
but it helps make records sell. 

3. Predicting. This is the real 
bugaboo, but it can be done intelli- 
gently and it can be manipulated. 
Through experience, Hoffman has 
found that Kenosha tastes parallel 
those of Cleveland exactly. So he 
constantly checks on what is selling 
in Cleveland and does some of his 
buying accordingly. He asks disk 

(Continued on page 117) 





THE LATEST IN HOME HEATING... 
PLUGS IN LIKE AN ELECTRIC BLANKET” 





TWO NEW ADDITIONS 
TO WHIRLPOOL’S EXCLUSIVE 
SALES ADVANTAGES 


































Slow-Speed, Gentle 
Action for Dainty Fabrics 


Now ... only Whirlpool has a 
one-third lower speed and shorter 
time for washing, rinsing and 
damp drying nylons, sheerest 





lingerie and daintiest things. 
And, it’s fully automatic from 
fill to finish and completely in- 
dependent of the regular cycle. 
Washing time is selective from 
one to four minutes. Rinsing is 





most thorough for delicate fabrics 
with four power-spray rinses plus 
a one-minute, lower-speed 
agitated deep rinse. No more 
special “hand” washing... wash 
everything in a Whirlpool. 





NEW 1956 WHIRLPOOL 
SUPER-SPEED GAS DRYER 


with 5 drying temperatures 
gives world’s fastest drying! 


V Dries twice as fast as regular-speed dryers! 

V Costs no more to operate than regular dryers! 

V Safely dries anything... even sheerest of materials! 
V Fluffs wool blankets and pillows... airs out clothing! 





new, excuusive | WO-SPEE D, 


Only Whirlpool has 2 SEPARATE WASHING 











A aT eR nS A - 














TWO-CYCLE 


ACTIONS ... today’s greatest washer feature! 





ACTION 


Normal-Speed Action 
for Regular Fabrics 


With its normal speed and time, 







Whirlpool washes cottons, linens 
and all regular fabrics thoroughly 
yet gently and safely. The regu- 





lar cycle is fully automatic and 
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/ 3 Settings For Regular Fabrics \, / he 
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/ _Initsfull-range heat control, three automatic settings Pie Settings For Delicate Fabrics*. 
/ assure the safe drying heat for all regular fabrics. \ / \ 
| HOT setting (195°) is for woolens and rugs; MED, \ / Sheerest materials, even fabrics that do not require \ 

(165°) for cottons and whites; WARM, (135°) for j heat for drying, can be dried safely in the Super- 
\ nylons and silks. Fabric guide on each setting elimi- / Speed. DELICATE (110°) setting is for safely drying 
\ nates guesswork in selecting proper drying tempera- / \ all regular, modern synthetics. For drying the most 
ture. Simply set indicator and colored light will 7 \ dainty, delicate materials . . . fluffing wool blankets 
\._ show the temperature selected. / \ and pillows or for airing out clothing . . . set indicator / 
Pad \ to AIR and only room temperature air will be J 
eo. at \ circulated through clothes. / 
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completely separate from the 
low speed cycle. Whirlpool gives 
you a selection of from one to 
14 minutes washing time 

sufficient for even the most soiled 
clothes. And, no other washer 
rinses so completely. There are 
six power-spray rinses plus a 
two-minute agitated deep rinse 
proven best for all regular clothes. 


~~ — 
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AND HERE ARE MORE EXCLUSIVE FEATURES 
THAT MAKE IT EASIER TO SELL WHIRLPOOL 
THAN TO SELL AGAINST IT! 





CHOOSE FROM 3 WATER LEVELS to WHIRLPOOL WASHING ACTION cir- 
save water and soap on partial loads culates clothes freely and flexes them 
and do it all automatically. gently to remove every trace of soil. 


7 RINSES for regular wash. Most 
thorough rinsing known yet uses less 
water than other washers. 


Exclusive, built-in, fully-automatic SUDS-MISER 
saves over half the cost of soap and hot water! 














] At the end of washing time, the hot 
sudsy water is pumped automatically 
from the washer intoa tub for storage. 


During storage time, while rinsing 
and damp drying are completed, 
suspended soil in wash water settles 
to the bottom of the tub. 


SEE YOUR WHIRLPOOL DISTRIBUTOR NOW! 
Let him show you the new, 1956 


Whinlpest 
WASHERS, DRYERS, IRONERS 


WHIRLPOOL CORPORATION, St. Joseph, Mich. 
Clyde, Ohio * Marion, Ohio * LaPorte, Ind. 


For next load, set dial to “Suds- 
Miser’”’ and, automatically only the 
clean sudsy water is pumped back 
into washer for re-use. 





Coast-to-coast NBC Network 


MILTON BERLE- 
MARTHA RAYE TV SHOW 


Reaches a tremendous audience 
with Fran Allison doing the selling 
to approximately 40,000,000 
viewers on Tuesday nights. Watch 
this terrific show .. . see the con- 






vincing demonstrations that show 
your prospects why Whirlpool is 


IN CANADA; John Inglis Co., Limited, Toronto, Ontario their best buy! 














Records Level Sales 
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jockeys in Chicago and Milwaukee 
what records are in demand, but he 
has found that both of these cities lag 
behind Kenosha by a couple of weeks. 
In addition, he does a lot of guessing. 
“It’s risky,” he says. “I might know 
a good record when I hear one, but 
that isn’t the test. It’s the record that 
will sell that counts. It might not be 
good ~ 

Several times per week record sales 
men come in. Joe and Mrs. Hoffman 
talk over the records with them, ask 
ing what is selling, not what the, 
think will sell 

From all this they do their buying. 
Then they go into action on the mam 
pulating. Hoffman stays on good 
terms with the programmer of the 
local radio station. On his trips he 
picks up children’s programs for him 


CDPB BBP PPP PPP PP PP PPD DPD 


An electrical appliance dealer can 
call himself a good boss when he 
gets something done right around the 
place without doing it himself. 


AAR wee 


and does other little services. As a 
result he can say, “Here's a new 
record I bought. ‘Take it along and 
give it a try.” When it goes on the 
iir, that’s one step toward boosting 
the record’s popularity, although Hoff 
man’s gets no publicity out of it. 

The new records are listed, then, 
on a display blackboard. That helps. 
The bookkeeper, pretty enough to at 
tract customers herself (and that’s a 
sales point) and a good artist, picks a 
new number and draws a blackboard 
picture to boost it further. At times 
she puts this in the front window. 
Sometimes it stays in the department 
So as far as is possible, Hoffman's 
pushes their own judgment, nudging 
the popularity of the records of their 
choice. According to Sol, “There have 
been records that we have actually 
pushed into the top spot in just those 
ways I'wo weeks later they catch 
on in Chicago. I think we speed up 
the process.” 

That's the formula at Hoffman’s. 
In Kenosha, where the firm some 
times will sell as many as 200 of a 
ingle title in a day, it has proven 


itself I nd 
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ANY APPLIANCE CAN BE YOURS FOR JUST 
PENNIES A DAY. DROP IN TOMORROW AND 
FIND OUT WHAT THE CATCH iS.” 


ELECTRICAL 
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for 


the money! automatics! 











national 
advertising! 


Six new Arvin Automatics 







MODEL 5514—Priced lower than many non-automatic 
Reatecel Siesanentel Content a> hoes ap See ae) Quiet 


-carry 
grille; ivory trim. A wonderful price leader at 


$14.95 
Also Model 5616 — Same styling in blue, 
plus carrying handle and Safeguard Safety —cuts 
current automatically if heater is upset. $16.95 


Model 5518— 1650 watts fan- 
thermostat controlled. 


 eeeee 





brown 
chrome grille ...... $24.95 






Overantood ons yout” Listed by Underorierd’ Laberstortes, Tet 





Also Model 6529, similar to 
R534 Dut mo gel gh on 
1650 watte only.. 9s 


Electric Housewares Division, Arvin INDUSTRIES, INC., Columbus, Indiana. 
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(A itoys it’s easy 


Crosley design and 
features have 
terrific sales appeal 
on your floor! 


Crosley combines ‘model house” 
glamour with exclusive convenience 
features to give you a selling story 
second to none! Your customers 
have a choice of 6 Hi-Level oven 
models and 4 counter-top range 
units... available in stainless steel, 
porcelain or Crosley's lustrous 
Copper-Glo. Crosley ovens are 
extra large and installation in most 
cases, is as simple as connecting 
any conventional range. 














75% more storage space 


Housewives cheer the extra space 
for pots and pans. Everything under 
counter level is completely useable 
for storage including the full-width 
drawer under the range. It's ex- 
clusive with Crosley's shallow range 
design. 











. 2 YOUR CROSLEY AND BENDIX DISTRIBUTOR IS YOUR ONLY SINGLE SOURCE FOR THE 
‘i yah MOST COMPLETE LINE OF KITCHEN AND LAUNDRY EQUIPMENT IN THE INDUSTRY 
4, Built-in appliances that cost less to install are typical of the complete line available at your local Crosley 
eT & Bendix distributor. Remember . . . he’s an independent businessman, and he's anxious — 
Vests to help you make money with Crosley & Bendix. And because he’s a single 
source, he will save you money, work and time! 


wR ‘ py. 
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WHAT COULD BE EASIER THAN THIS... 


tf Just 54” of floor space puts you 
in the “‘built-in” business! 











Built-ins are displayed where your prospects expect to 
buy them—in the modern appliance store! Now you're 
ready to take advantage of the tremendous market for 
built-ins for remodeling, for new homes and for re- 
placement sales! 


3. Set it on...plug it in...that's all! 


Place Hi-Level Oven right on top of Crosley Base Cab- 


inet... plug cord into existing 220-volt outlet... and 
it’s ready to start baking! 
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2 e Crosley base cabinets specifically 
designed for Crosley Built-ins! 





There's no simpler installation than this! Your delivery- 
man simply sets the base cabinets against the wall and 
they’re ready to receive the units with NO CARPENTRY 
NECESSARY! Here's an added source of sales with no 
trade-in problem to worry about! 


g e Counter-top range drops into cabinet! 


Smart shallow-design surface unit with controls on top 
save full-width drawer of extra space. May be placed 
side-by-side with oven or separated. 









































Electric Service Company Applauds 
KLIXON Motor Protection 


CHICAGO, ILL.: Mr. Harley E. May, Owner of May 


Electric Service, is enthusiastic about the job that Klixon 


Protectors do in preventing motor burnouts. Here's 


what he has to say — 


“I have worked with Klixon inherent overheat protectors 


on fractional motors for many years, and have found they 


do an excellent job of preventing motor burnout.” 






Klixon Protectors Reduce 
Service Calls and Repairs by 
Preventing Motor Burnouts 


The KLIXON Protectors, illustrated, are 
built into the motor by the motor manufac- 
turer. In such equipment as refrigerators, 
oil burners, washing machines, etc., they 
keep motors working by preventing burn- 
outs. If you would like increased customer- 
preference, reduced service calls and mini- 
mized repairs and replacements, it will pay 
you well to ask for equipment with 
KLIXON Protectors. 


METALS & CONTROLS CORPORATION 
SPENCER THERMOSTAT DIVISION 


2510 POREST ST., ATTLEBORO, MASS. 
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Small Appliance Service 





colator warrants such an expenditure 

find out first whether or not the manu 
facturer will do it; some will suggest 
that you have this sort of work done 
locally. Be sure to get an estimate 
beforehand, in anv case 


Servicing Vacuum Coffee Makers 


Klement. One make of domestx 
coffee maker stove is so simple in con 
struction that by removing a single 
screw from the center hole of the heat 
ing unit brick, the brick, coils, and 
terminal assembly may be lifted out 
as a single unit. In view of the nominal 
cost for this entire assembly, it would 
be false economy to spend time m 
stalling a new coil in one of these 
bricks. 

When you have to renew heating 
clements im other open-coil domestic 
coffee maker stoves, it is a good idea 
to check your price lists to find out 
whether or not the old brick is worth 
re-using even though it looks sound. 
If you can buy the brick and coils 
assembled for a few cents more than 
the coils only, it would be a waste of 
labor in this case, too, to thread a new 
coil in the old brick. 

Elements for the all-metal coffee 
makers are handled in a somewhat 
different manner, most of which you 
will be able to install vourself with 
little or no difficulty and without spe 
cial tools. Consult vour manufacturer's 
manual for compicte directions for the 
make in hand. As in percolators, ele 
ment failures in all-nectal coffee mak 
ers are extremely rare. If your shop is 
in the thirty-to-forty service transac 
tions weekly group, you may average 
less than one clement failure a year 

Automatic Controls. The need for 
adjustment or replacement of the con 
trols is more quickly recognized in 
coffee makers than in percolators. 
Again, however, you must be sure that 
all the other parts are in good working 
order and that the instructions are 
being followed 

Usually, if the brew does not r 
main in the upper bowl long enough, 
this would indicate that the high-heat 
control shuts off too soon, or vice 
versa. ‘The manual for the specific 
make will tell vou the length of this 
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period which varies with different 
brands. If the brew returns to the 
upper bow! while the control is on the 
keeps-hot setting, the low-heat control 
is set too high. The accuracy of this 
adjustment is easily checked with a 
hot-water thermometer after heating 
water in the lower bowl until it has 


attained its highest temperature with 


the control in the low-heat position. 
As previously explained this tempera 
ture should be approximately 165° to 
185.° Obviously, if the fluid ap- 
proaches the boiling point it will rise 
to the upper bowl. If it falls much 
below the minimum temperature, the 
coffee would not be hot enough for 
the average coffee-drinker. ‘These are 
minute adjustments and time will be 
saved if they are made in accordance 
with the manufacturer's recommenda 
tions. In order to avoid the accumula 
tion of excessive labor charges during 
these heat-up and cool-off periods be 
tween adjustments, always have an 
other appliance at hand to work on 
instead of just waiting. 

Bowls. }’ollow the same procecyire 
as that suggested for percolator pots 
when servicing damaged coffee maker 
bowls, Remember, too, that where the 
two bowls are fitted together the con 
tour of each must coincide, as the 
gasket cannot compensate for a dent 

Gasket. ‘There must be a good seal 
at this point, and for that reason 
inspect the bowl gasket and replace it 
if it is not perfect. 

Filter. If the coffee muker is 
equipped with a perishable filter, in 
stall a new one to give the finished 
job a clean, neat appearance 


Prove the Work 


Run an operating test as suggested 
in step #5 at least twice from a cold 
start. As previously pointed out, this 
is not a_ time-consuming operation 
Simply place the appliance under test 
close to the backboard at one end of 
the workbench and arrange the cord 
set and ground indicating test lead so 
that they do not cross your work area, 
then go ahead with the next job 
When the final tests have been com 
pleted, dry and clean the appliance 
amd it is ready to go end 





“YOU FORGOT YOUR LUNCH” 
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AUTOMATIC WATER HEATERS 


McGRAW ELECTRIC CO. + Clark Division * 5201 W. 65th Street, Chicago 38, Ill. 


“Toastmaster” is a registered trademark of McGrow Electric Co., Chicago, makers of “Toastmaster” Water Heaters, 


“Toastmaster” toasters and other “Toastmaster” products. Copyright 1955, by McGraw Electric Co. 
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teams up with 


Arlene Francis 
on the big NBC-TV 


network show 


HOME 
fight through the heart 
of your best 


selling season! 


Yes, it's the most spectacular advertising and promotion 
campaign in the entire gas range industry 
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Coast-to-coast television! A popular show! An 
exciting TV personality! This powerful advertising 
combination will be selling Caloric Ranges this 
fall. Yes, every Wednesday, beginning September 
2Ist and continuing for 8 full weeks through 
November 9th, Caloric gas ranges will be shown 
and demonstrated by ARLENE FRANCIS herself on 
her famous HOME show. Over two million in- 
terested housewives in major U.S. cities will be at 
their television sets, watching every move, hearing 
every word. It’s the most exciting and compre- 
hensive promotion Caloric has ever undertaken. 
It’s designed to offer you powerful support 
throughout the whole fall season, to help you 
sell More Caloric ranges in Fall, 1955. 


PAGE 122 OCTOBER, 1955—ELECTRICAL MERCHANDISING 












. <'s ry J A os ol® ~*~ 
why BSA ag 9S Ven) tig (hte dy 
ed Cte a2 ‘ 


SURE TO TIE IN 


This all-star campaign can be super-successful 
with your own local advertising and promotion 
support. Caloric gives you all the help you need 
with complete promotion aids. Everything 
from billboards to newspaper mats, to help 
you catch the thousands of women in your 
bet: area who will see Caloric demonstrated by 
Arlene Francis on the HOME show. Ask your 
Caloric representative, or mail this coupon. 
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AL ADVERTISING 


EXCITING “HOME” 

WINDOW DISPLAYS 

Jumbo HOME displays showing ¢ 
the whole Caloric line. They tie 

in with the John Wayne display 
featuring the “Old Range Round- 
up” that fits on the backguard 
of your Caloric Range. 








et 4 
Be CALORIC 1955 MERCHANDISER RADIO SCRIPTS 
fee This 40 page book is your pro- TELEVISION SPOTS 


- 
a x 


motion bible. It contains infor- 
mation onevery form of advertis- 





Scripts for either one-minute or 
20-second radio announcements 





























ay ing you need. If you don't have available without charge. Sepa- 

i pF, one already, ask your Caloric rate TV films on each range 

hie 9; Salesman for yours, or write us : 

A yoy model are also available, 

NS 

by “ ” 

Ase NEW “HOME” DOUBLE EASEL TIE-IN MATS 

i es One side tells the whole Caloric 

ban story in full color. The other side 2- and 3-column ad mats to 
hae is attractively printed in tur- rj your store % stm of 
ei quoise and black with picture Oric’s national sGvertising. 
ryt 

Ma 

onal; NEW “HOME” WINDOW STREAMER DIRECT MAIL 

a Eye-catching displays for your Conduct your own local direct 


windows. They'll let HOME 
viewers know that YOU are 
Caloric headquarters for your 
area. 











mail campaign with colorful and 
inexpensive postcards and 
folders. Use them as point-of- 
sale give-aways too. 





NEW “HOME” GUMMED STICKERS 


2” x 444” and handsomely 
printed. Put them on your Caloric 
ranges. They'll remind your cus- 
tomer that she’s seen the range 
on the HOME show. 












OUTDOOR BILLBOARDS 








For the biggest ads in town, 
order from several styles of bill- 








boards. They can put your store 
on the map in a hard-hitting way. 





ALEXANDER FILM STRIPS 


Show them in full color at your 
local theaters, to local customers. 
Your identification, right on the 
film, can make it a real sales- 
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“WHERE TO BUY THEM” 





TELEPHONE LISTINGS 

Caloric pays for a one-inch head- 
ing in your local classified tele- 
phone book. Don’t miss this 
inexpensive opportunity of keep- 
ing your name and Caloric’s 








builder in your community. 
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CALORIC APPLIANCE CORPORATION 
TOPTON, PENNSYLVANIA 


RANGES 
DRYERS 
BUILT-IN UNITS 
DISPOSERS 
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name in the public eye. 























Please send me information on how I can 
tie in with Arlene Francis and “HOME” 


Name 


Address 








City Zone Recon 
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SELL FASTER 


* ALWAYS FIRST with the newest improvements in 
performance and service. 


* WIDEST SELECTION of types and models. 


* PRICED for popular demand, to insure steady year 
‘round turnover. 


"Tilt-Beam" 
FLASHERLITE 


No, 740 — with tilting Sealed 
Beam Spotlight that pivots up 
and down in wide arc—stays put 
at desired angle. Red Top Flasher 

oth lights operate single or 
together. 


No. 740 $8.95” 


ij 
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TRAVEL-LITE 












iT FLASHES) 

| 
No, 960 Red Top Flasher — Powerful \ 
Spotlight--or BOTH at same time. Pivot NA 
base. 


No. 960 $6.50” 


No, 872 Twin Switches—light 
either bulb or both at same time. 
Exclusive Pivot Base spots beam 
up and down—stays put at many 
angles. 


No. 872 $4.95° 


7 n 

Tilt-Beam’ SPORT-LITE 
No, 730—-Same as No. 740 
Flasherlite, but with 
jbright flood light in 
poe of Red Flasher. _4 
est all-around 
Sports Lan- 
tern, With 
SEALED 
BEAM! 








No. 730 ' 


$7.50° 


See The Complete “Empire” Line 
Booth 319 


"Slightly Higher In West 


“The METAL WARE @oxoration 





National Hardware Show 
Navy Pier, Chicago 











Two Rivers, Wisconsin 


nah a hCUM 


PAGE 124 


4-Million Neglected Customers 





con, Eighty to 85 percent of his busi- 
ness, he says, comes from rural areas. 

And in nearby Hazelhurst, Ga., an- 
other dealer, J. O. Wooten, sums it 
up this way: “If I did not have the 
rural business from people on the 
co-op lines, I just would not be in 
business.” 

Most dealers who are selling suc- 
cessfully in this market agree on one 
thing: The local cooperative is the 
key to the market. 

They've found that close co-opera- 
tion with the cooperative means the 
difference between random, hit-and- 
miss selling in sparsely settled rural 
areas and calls to consumers who are 
live prospects. Because of their rela- 
tively small size, the co-ops can keep 
their fingers on the buying pulse of 
their consumers. They know pretty 
well who wants what, and where he 
lives 


Role of the Co-ops 


That brings us to the second ques 
tion: What is the co-op attitude, and 
what sales aids do they offer? 

lhe answer to the first part is largely 
one of economics. The co-ops have 
borrowed staggering sums of money 
from REA which must be repaid on a 
rigid schedule. This they have been 
doing successfully, but to meet their 
mounting amortization costs in the 
future, they have to put load on their 
lines 

here are only two ways of putting 
if there: aggressive selling by dealers, 
or merchandising by the co-op itself. 
Dealer inactivity in some areas has 
forced the latter course, but co-ops 
universally agree that they prefer to 
have the selling job done bv local 
dealers 

Until recently, however, dealers paid 
little attention to the rural market. 
Co-ops complain that even today many 
dealers show no enthusiasm for follow 
ing through on the leads they supply. 

For example, the co-op at Picker- 
ings, Mississippi, recently hit upon the 
idea of hiring 10 girls to sell traffic 
appliances in the field and in the proc- 
eis gather leads for maior appliance 
sales. These leads were turned over to 
local dealers. The dealers, however, 
either did not follow through or else 
sold gas appliances to the prospects. 

After a few months of this, the 
co-op took on a line of appliances 
ind hired a salesman. Using the same 
leads that local dealers had been sit- 
ting on, it sold 14 ranges to the first 
16 peonle he approached 

At Owensboro, Kentucky, the co-op 
hired two home economists and for a 
vear offered their services free to local 
dealers for store or field demonstra- 
tions. Not once did a dealer use them. 
The co-op began merchandising. 

But if dealers, their distributors and 
manufacturers are just now awakening 
to the potential of the vast REA mar- 
ket, so are the co-ops just now begin 
ning to realize what they must do to 
help. 

From all parts of the country come 
reports of joint co-op-dealer campaigns 
that have sales. In North 
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Carolina, for example, the Blue Ridge 
Electric Membership Corporation at 
Lenoir has just completed an electric 
range promotion. Blue Ridge serves 
some 13,000 consumers in the low- 
income mountain area of the state. 
Surveys made late in 1954 showed 
that only 4,225 of these consumers 
(33 percent) owned electric ranges. 
The same survey showed that 892 
expected to buy ranges within the next 
two years. 

To spur sales, Blue Ridge called a 
meeting of dealers in the area and 
announced a 90-day range promotion 
to run from April through June. The 
co-op would give six months free elec 
tricity to operate each range bought 
during the period. It would also pay 
each dealer $7.50 for each range sold. 
The dealer would then arrange for 
free installation. The co-op would 
finance purchases at four per cent, 
with a 36-months repayment period. 

A total of 387 ranges were sold dur 
ing the promotion, and 45 others were 
sold as “carry over” in the first two 
weeks after it closed. In the tiny 
mountain community of West Jeffer 
son, the Dollar Electric Company sold 
43 Kelvinators by tying its advertising 
to the promotion and sending its 
trucks to the prospect’s home. 

But that’s only part of the story 
Owner Bill Dollar reports that 41 of 
the ranges sold were deluxe models, 
offered at no discount. And he became 
the co-op’s friend for life when a 
housewife, tickled pink with her new 
range, wrote to say that she went into 
Dollar's store to buv a gas range, but 
he talked her out of it. 


Financing by the Co-ops 


The financing feature of this cam 
paign is not a Blue Ridge exclusive. 
Many co-ops throughout the country 
have similar programs, offering their 
consumers low rates and a repayment 
schedule suited to their farming op- 
erations. And most of the co-ops that 
do not have such a program at present 
would offer one if dealers indicated an 
interest. 

This consumer financing is one of 
the most valuable sales aids the co-ops 
offer to dealers. Dozens of case his- 
tories show that it is an amazing stimu 
lant to sales. The Blue Ridge co-op, 
for example, is presently financing 
appliances at a nice $1,000 per day 
clip. 

What do dealers think of such 
financing plans? Listen to William 
Lewis, owner of the Lewis Electric 
Company at Bonners Ferry, Idaho: 
“I made five calls within a 40 mile 
drive one day, and sold 13 major 
appliances. All the purchasers were 
cooperative members. All of them 
based their decision to buy on the 
credit plan made available through 
the co-op.” 

Lewis has found the co-op financing 
plan so effective that he is buying 
heavy appliances by the carload, and 
passing part of the resultant savings 
on to his customers. 

These examples provide something 

(Continued on page 128) 
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@ KORD’s new, CASSEROLE- Large 12’’ Diameter 


SKILLET is just what she has Deep —2 5’ 


with cover on 


been waiting for truly an Full 4 Quart Capacity 


electric appliance that can Automatic Thermostat Control — assures 


cook a whole meal for the Stunning Modern Design 


entire family! It grills, casse- Cast Aluminum with Gleaming Lustre Finish 


roles, broils, fries, bakes Lifetime Imbedded Heating Element 


and can be used as a bun or Sta-Kool Bakelite Handles and Legs 


roll warmer—makes a mag- Beautiful Serving Piece —Indoors or Out 


nificent serving piece! U.L. Approved — One Year Guarantee - 


Cook Book of wonderful 


Add the crowning touch to your sales picture — sell Kord’s new CASSEROLE-SKILLET ! recipes with every 


ET nus wcdlnewe co., 


4510 WHITE PLAINS ROAD ° NEW 


Casserole Skillet 
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ot low-Coct Value 


2 
New Hothoiat Low-Cost, Style-Matched COMBINATION 










Fully AUTOMATIC 
pull WASHER 
Model LHS 

* All-Percelain inside and ovt 


® All-Steel, one-piece, wrap-around 
construction 


* Automatically fills, washes, rinses, 
spin-dries 

% Automatic partial load control 

® Automatic water temperature selection 

® Famous Deep Overflow Rinse 


Full avromaric 


Medel LB2 

® Either 115 or 230-volt operation 

® All-Porcelain Chassis and Drum 

% New Design Centrifugal Type Blower 
®% World's Largest Lint Screen 

® Precision Electric Timer 

% Automatic Temperature Control 








*® Safety Deor Switch TO BOOST YOUR VOLUME SALES . . . Hotpoint gives you the biggest 
% Hermetically Sealed Colred® values of them all in the low-price field! Not just nail-down, low-margin 
Heating Units models, Compare these automatic washers and dryers feature by feature with 


any other low-cost models on the market. You'll see why today’s budget buyers 








are choosing these ‘‘more-for-your-money’’ Hotpoint bargains 


Hotpoint Qu Gollen 
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~ Loadore For Faet Turnover At Full Prat! 


Priced To Sell With Full i 


Style-Matched With Hotpoint Washers 
All-Porcelain Chassis and Drom... 
Hermetically Sealed Calrod® Heating Units 


Hetpeint Low-Cost Special 


Automatic Dryer — Mode! 1.81 







Hotpoint Low-Cost Special 


Automatic Washer mode! tH7 





i 


NO NEED to fill the tub with a hose... 
NO NEED to adjust water temperature at the faucet .. . 
NO NEED to manually advance each step in the cycle . . . 


NO NEED to shut it off by hand.  s ' 
THIS low-cost washer is automatic! ' 
i Either 115 or 230-volt operation 







New Design Centrifugal Type Blower 


Automatically Fills . . . Automatically ptt hear malage cede ag 
é Precision Electric Timer 4 
Washes, Triple-Rinses, Spin-Dries! we 


Safety Door Switch Pe 
All-Porcelain . . . Inside and Out! _ rs : 


THERE NEVER WAS A BETTER TIME TO PROFIT WITH HOTPOINT! 


Right now your Horpoint Distributor has a tested, proven Home Laundry 
Merchandising Plan to help you “up’’ your income with more full-profit 





A 


sales. It’s localized to sell your market—tailor-made for your operation 
Have him set it up for you right away. Then get set for a big upsurge in your 
automatic home laundry business! 


RANGES + REFRIGERATORS + DISHWASHERS + DISPOSALLS® +» WATER HEATERS » FOOD FREEZERS * AUTOMATIC WASHERS + CLOTHES DRYERS + AIR CONDITIONERS 
HOTPOINT CO. (A Division of General Electric Company) 5600 West Taylor Street, Chicago 44, illinois 
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President, 


Electric Supply Co. 
Pittsburgh, Pa. 


photo withMr Edwerd 
C. Deum, Deum & Helm 


Hdw. Ce. 


of ihe 


Advertis 


Cummine 
with exclusive magle- 
pivet., Nationally adver 


tined. Self-seller 
everything from bookcases 
to complete houses! Only 
$49.96, Other MAXAWS 
$59.96 and $69.96 





MAXAW attaches quickly 
to Cummins 777 Saw Table. 


— Says 


D. A. VINOCUR 





Pittsburgh 
at left in 


Pittsburgh. 


e Nationally 


ed values 


MAXKAW 717 


Builds 


definitely buildin 
stores,” says Mr. 


U4’ «20° wurface. Height 4’. 
Has new CAM LOCK Rip 


Fence, die-cast Calibrated HOW ABOUT YOU i 


Miter Gau 
Outlet Bo 
Saw Table 


Regular $39.95. Special in- 


troductory 





ge, Switch and 
x. The perfect 
for home shops. 


price $20.96 








Cummins Model 9062 Port 
able Electric Workshop 
Nationally advertised. Big 
seller, 345 pieces to drill, 
sand, eaw, grind, buff, 
polish. Cabinet case $19 95 
Others $24.95 to $49.95 


Cummins Portable Tools 


TWO BY FOUR Drill Saw 
Attachment. Has power saw 
features, Cute through 2° 
dressed lumber. Works and 
sella with any Cummins 4” 
geared chuck pistol-grip 
drill. Only $14.96 


‘our dealers are delighted with 
your 371/2% discount” 


“Our organization has hit a new high in sales 
enthusiasm, thanks to Cummins Power Tools 
and the valuable support you offer Cummins 
retailers, says Mr. Vinocur. “Our dealers are 
delighted with your 37!» % discount — highest in 
the power tools field. They like your big free 
merchandising package of colorful displays and 
store handouts. It does a whale of a job! The 
all-around quality and modern design of 
Cummins tools fit them right in with the finest 
electrical products a dealer can sell. We expect 
to do a record Christmas Gift business with 
Cummins Power Tools”. 


“‘vour advertising is tops’ 


“Your local dealer identification : 
newspaper advertising campaign, a 
with dealer names listed in all ads 3 “ * -~ um 
plus your national magazine 
ads, are tops. This advertising is ere 
traffic for our 

inocur. 





A phone call to your Cummins New full-color mobile- 
Jobber or the Coupon below will type counter dispioy 
help your Christmas sales too! 


now included with big 
FREE merchandising kit 







ow as ; Xs, 


a 


> 


Cummins Model 304 '4" drill, 
with geared chuck and key 
Compact design, famous 
Perm-Align shock-proof 
gears. Only $24.95. Other 
Cummins % pistol grip 
drills from $19.95 to $34.95 


MAIL COUPON NOW! 


John Oster Manufacturing Co., . crt 
5055 N. Lydell Ave., Milwaukee 17, Wis. 
Gentlemen: Please rush details on how | con 
increase Christmas profits for just a low-cost 








MADE BY 
| 
| 
| Cummins order 
Neme 

MANUFACTURING CO. Addrew 
5055 WN. Lydell, Milwaukee 17, Wis. City. 
in Conada, 334 Lauder Ave, Torento 10 | 
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4-Million Neglected Customers 





of a national cross-section of what 
local cooperatives are doing by them 
selves to boost appliance sales. And 
they are random examples. 

But the big push in the REA mar 
ket is not confined to local, “go-it 
alone” programs. Things are hum 
ming on state and national fronts 

Within each state, statewide asso- 
ciations of co-ops are working on sales 
programs with distributors. They also 
carry out the necessary broad educa- 
tional programs designed to sell the 
advantages of doing things electrically. 
Most important weapon in this respect 
are the consumer magazines published 
in 26 states, with a combined circula 
tion of over 2-million. Six states have 
travelling clectric fairs—tent shows 
featuring both educational and hard 
selling appliance exhibits. In 1954, 
these fairs plaved to more than 700, 
O00 consumers 


“Willie” Goes National 


Most impressive of the national pro 
grams is the  recently-announced 
‘Wille Wiredhand Dealer Program,” 
which provides a standardized fram 
work within which local co-op cam 
paigns will function 

This program began as a local pro 
motion in South Dakota, was so 
successful and popular with dealers 
that it has been adopted nationally 
Before describing the program, Ilct’s 
take a look at what it did in South 
Dakota, 

The pioneering was done by the 
Inter-County Electric Cooperative at 
Mitchell. This co-op has only 3,220 
members, who use an average of 245 
kilowatt hours per month. ‘To boost 
the sale of appliances, the co-op hit 
upon the idea of using the symbol of 
the rural electric program, “Willic 
Wiredhand,” as a standard of qualits 
in sales and service. They talked it 
over with the 65 dealers in the area, 
25 of whom immediately qualified as 
“Willie Wiredhand Dealers.” 

The first promotion lasted 60 days, 
and sold 160 electric clothes dryers 
With one quick stroke the co-op had 
raised its drver saturation from nea: 
zero to more than five per cent, higher 
than the national average. 


In 60 Days, 250 Dryers 


lhe idea caught on. A neighboring 
co-op, Sioux Valley Empire, launched 
4 similar dryer campaign. Forty-seven 
of the area’s 87 dealers lined up 
squarely behind it, and sold 250 dry 
ers within 60 days. Sixteen of them 
were sold by dealer Pete Schwebach of 
Dell Rapids, who said, “The campaign 
helped us tremendously 


It's a great 
dealer aid 
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Manufacturers immediately saw thc 
possibilities of a nationwide ‘“Willie’’ 
program. Frigidaire, who had worked 
closely with developing the idea in 
South Dakota, prepared charts de 
scribing the program and sent their 
salesmen to co-op offices throughout 
the country to explain how it was car- 
ried out. The National Rural Electric 
Co-operative Association undertook 
the task of refining and standardizing 
the program. In June, complete with 
dealer kits and suggested standards, it 
was Offered to co-ops everywhere. 

‘The idea has caught and spread like 
a prairie fire. Co-op officials say that 
nothing in the history of rural elec- 
trification has met such response. 

In brief, the “Willie” program does 
two things: (1) It requires dealers to 
meet and maintain certain standards 
of sales and service to REA consum 
ers, and (2) It recognizes these dealers 
through incentives and endorsement 


Dealers Here to Help 


lor their part, dealers must agrec 
io do the following in order to qualify 
Make a specified number of on-the 
farm calls during each campaign: 
Maintain an adequate service depart 
ment; Participate in promotion and 
advertising plans; Know the co-op 
clectric rate well enough to sell against 
other fuels; Carry and display an ade 
quate stock of intianlien Display 
“Willie” banners and decals; and work 
with the co-op in making financing 
available. 

When the dealer meets these stand 
ards, he is furnished with a kit which 
includes banners, streamers and de 
cals which read “Authorized Willi 
Wiredhand Dealer.” The co-op ex 
tensively advertises the names of the 
“Willie” dealers and urges its con 
sumers to buy from them. In addi 
tion, the co-op provides cash or othe: 
valuable incentives, offers the use of 
its mailing facilities for direct mail 
promotion, makes prospect lists avail 
able, and sponsors special promotions 

The program will be extensivel 
promoted by participating co-ops, and 
within a few months virtually ever 
REA consumer and electric dealer in 
co-op areas will be familiar with it. 

Co-op and industry officials agree 
that the “Willie” program will accom- 
plish two things: (1) Encourage estab 
lished dealers to sell in a oni they 
may not have previously discovered 
mad (2) Discourage the “fast buck” 
operators who sell inferior products 
ind offer no service. 

And appliance industry people als: 
note happily that the program will 
further unify and standardize the wid 
open, sprawling, REA market End 


PEAR SHEETS AVAILABLE 


If you have been collecting the articles on Successful Small Appliance Service 
which began in our April issue and are missing one or more of the Series ELEC- 
PRICAL MERCHANDISING will be glad to send you tear sheet copies just so 
long as our limited supply lasts. There’s no charge. Just send the name of the 
article you want, the month in which it was published and your address to: . . . 
EDITOR, ELECTRICAL MERCHANDISING, 330 West 42nd St., N. Y. 36, 
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ONLY TOASTMASTER 


OFFERS YOUR CUSTOMERS 
A CHOICE OF 4 MODELS! 


_f 


























C4 Powermatic 


q be per at 
Aé Automatic 2 ; * B16 Powermatic Retail, $39.50 
Retail, $17.50 SS oe «Tt Automatic Retail, $27.50 


Retail, $22.50 





The Sales impact of Goiden Slice Advertising 


Display all 4 “Toastmaster’” Toasters Gives You Good Reason to Display Ali 4 Toasters! 


and you'll sell all 4! 


Now, within one famous brand name, you can use the power of selection to 
increase your toaster profits! People like to have a choice. Purses differ, 
tastes differ, needs differ. For some, a two-slice toaster is just right. Others 
prefer the greater capacity of the 3-slice. And those whose habit it is to toast 
one slice at a time will prefer the small size and low operating cost of the 
A6 1-slice toaster. 










Never before such appetite appeal to spur 
your prospects into buying action! Never 
before such convincing reason— why peo 
ple should ask for a ‘‘Toastmaster’’’ 
Toaster. Don't disappoint anyone 

stock and display the 4 toasters we're 
telling consumers to look for in your store! 
Trade-up is easy with a toaster for every purse! 


For greater customer selection, display all 4 Toastmaster Toasters. Many 
millions of today’s “king-size’’ families need the extra capacity of the new 
3-slice Powermatic. And over 5 million “live alones’” are prospects for the 
only 1-shice toaster on the market. Add to this a choice of 2-slice models, and 
you have a full-line trade-up, from $17.50 to $39.50! Here is a dollar-profit 
opportunity that only Toastmaster gives you. Here is a unique opportunity 
to sell up, to build higher unit advantages with a complete 4-toaster display! 


Look « Saturday Evening Post 
Better Homes & Gardens 

True Story « Farm Journal 
McCall's 






Display ali 4 toasters—then ask: 
“which Toastmaster Toaster Do YOU Preter?”’ 


TOASTMASTER PRODUCTS DIVISION 


McGRAW ELECTRIC COMPANY «+ ELGIN, ILLINOIS 


**ToastmMasten”™ is a regietered trademark of Mctjraw Klectric Co., Biggin, 1., © 1955, 
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16 COLOR PAGES IN NATIONAL MAGAZINES — Full page ads 
in Better Homes & Gardens, Good Housekeeping, 


Progressive Farmer, plus the mass impact of “This Easy washes shirts clean even in cold water ! 


Week"! All created to make your selling job Easy! 2 ee 





141 NEWSPAPER ADS — real down-to-earth retail ads 
inviting your customers to buy Easy now / 








MOST DARING | IN WASHER INDUSTRY TODAY 



















WASHES SHIRTS CLEAN 
EVEN IN COLD WATER 
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Never Before in History has your 
Dollar Bought More of the Newest 
Features in Washers ! 












— _ Newest 2-teb 
oes @e thle deluxe model ~ fe. EASY SPinmoRize® 
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in EASYs 78 year history! 


Geared to reach every U.S. family 
at least twice with a strong 


EASY Automatic selling message ! 


IN JUST 3 MONTHS, September, October and November, _ will give you a natural lead-in to the superior washing 
Easy’s going all out to be sure your Easy business breaks _ story of the Easy Spiralator. 


all records. Right when your selling season is at its best, ; , 
Here’s a big selling opportunity you won't want to miss. 


So, get ready to push the Easy line now. Your Easy 
representative is all set to give you the complete story 
What does that mean to you? It means that the Easy — on Easy for Fall. 


story —with its dramatic new selling theme will be 


there’s more impact, more advertising being placed 


behind the Easy franchise than ever before. 


Easy Washing Machine division of the Murray Cor- 


reaching more of r prime prospects right when t ; 
eieees: ‘Rgewt. Bid 8 ¥ poration of America, Syracuse 1, New York. 


they’re traditionally “in the buying frame of mind”’, 


Backing up all this will be new promotions at the local Supported by @ New Cold Water Demo Kit 
level to make ’em come in, new point-of-sale displays these special @ New Sales Closers 
to focus their attention on Easy, plus sales help that SELLING AIDS © New Traffic Builders 


Only 






all with Spiralator Action ! 





EASY WASHING MACHINE Division of the MURRAY Corporation of America 
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wom Lite Smooth 


makes every woman an ironing 
expert...and new customer! 














HARRIS INDUSTRIES, INC, Stamford, Conn. 





Sensational new ironing method makes it easy for 
anyone to perform all these difficult ironing jobs 


e ae dom o sorte, Ragas, Vavane, children’s Approved Underwriters’ Laboratories. 
Clothing, handkerchiefs, ladies’ neckwear, etc. Adjustable Heat Control. 
@ Blocking shoulders of knitted sweaters, dresses, etc. 
Safety Hand Guard. 
@ Ironing pockets of pleated skirts. 
@ Ironing tops of trousers and slacks. Ingenious Spring-Action Clamp. 
@ Ironing velvet and other pile fabrics. Nylon Strain Relief Prevents 
@ Ironing shoulders and tops of sleeves of washable jackets, Cord Wear at Entrance. 
evening wear, dresses and coats. 300 W. — 120 V. 60 Cycle AC. 
7 — so eocgaa pleats WEIGHT — 2% Lb. Per Carton 
@ Ironing washable hots. PACKED — 3 Pack Carton 7% Lb. 
@ Pressing seams open (in dressmaking). Mf'd by HARRIS INDUSTRIES, INC. 
@ Removing wrinkles from men’s neckwear. Stamford, Conn. 





Please send complete information about the new “LITTLE SMOOTHIE” Ruffle tron. 


REVOLUTIONIZES 
IRONING! 


OPENS UP VAST 
NEW MARKET! 


: \ STARTS WHERE 
ORDINARY IRONS 
‘ ‘\ STOP! 
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*Pat. Pending 
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advertisers, advertising agencies and pub- 

lishers joined in a project that has come to 
mean a great deal to the millions who, like you, 
read business magazines. The project, initiated at 
a time when circulation claims were rarely veri- 
fied, was intended to achieve and maintain higher 
standards of integrity in publishing and advertis- 
ing practice by providing means to audit paid 
circulation, Out of that effort came an organiza- 
tion known as the Audit Bureau of Circulations, 
a voluntary, non-profit, cooperative association, 
known for short as ABC. Its symbol appears at 
the head of this page. 


B* K IN 1914—forty-one years ago—a group of 


We are proud that McGraw-Hill publications 
were among the founders and charter members of 
the Audit Bureau of Circulations, 


Today the Bureau numbers 3,670 members. 
These include advertisers, agencies, and pub- 
lishers of newspapers, farm papers, general mag- 
azines and business journals such as this one. 
These publisher members hold their memberships 
and their right to display the ABC symbol in 
their publications only so long as they live up to 
the circulation standards that are established 
through the Bureau. 


It is one thing to set up high standards; it is 
another to see that those standards are main- 
tained. This latter and all-important function is 
performed by a staff of auditors maintained by 
ABC to check periodically on the circulation 
practices of the publisher members. When a busi- 
ness magazine, such as this one, joins the Bureau 
it agrees that the ABC auditors shall have “the 
right of access to all books and records.” Their 
inspection may dig into the files of original sub- 
scription orders, payments from subscribers, 
paper purchases, postal receipts, arrears of pay- 
ments, editorial expenses and many other signi- 
ficant items. Sometimes the auditors go behind 
the records and seek verification of purchase and 
payment from subscribers themselves, 


The information thus obtained and certified by 
the Bureau then becomes available to the public 


and constitutes an authoritative report on the 
publication’s circulation practices. 


The advertisers and agencies benefit directly 
from the ABC because it provides a generally 
recognized factual yardstick by which the cir- 
culations of member publications can be meas 
ured and appraised. Every paragraph in an ABC 
report on a business publication gives the adver- 
tisers data that help them make intelligent use of 
the publication as an advertising medium, 


But the ABC renders a service of vital concern 
to the reader as well, The Bureau audits paid 
circulation only, and it is through this payment, 
whether by subscription or newsstand purchase, 
that the reader keeps the editorial policy of a 
publication responsive to his needs, His decision 
to buy or not to buy records his judgment on each 
publication, and the ABC-audited and certified 
circulation reports make the sum of these judg- 
ments known to all concerned. 


So the editors of ABC publications must con- 
stantly keep their editorial services up to the 
mark if they are to survive a competition in which 
the reader's right to buy or not to buy is para- 
mount. Each paid magazine or newspaper will 
prosper or fail as it wins or loses the voluntary 
patronage of thousands or millions of readers. 
And—the ABC is scorekeeper in this vital contest, 


Thus the publisher who submits his publication 
to the supervision and discipline of ABC affirms 
in the strongest possible manner his recognition 
that his primary obligation is to his readers and 
that he owes the standing of his publication to a 
voluntary demand by those readers, 


All this is what makes the ABC brand on a 
publication so important to its readers, That re- 
spected symbol, testifying to the advertising value 
of the publication, serves also as a constant re- 
minder to all concerned that the reader's willing- 
ness to pay for an ABC publication is the basic 
reason why it stays in business. 


McGraw-Hill Publishing Company, Inc. 
































Here’s the dramatic, colorful new G-E 


All “Kitchen Centers" are available in 5 
G-E Mix-or-Match colors: Canary Yellow, 
Turquoise Green, Petal Pink, Cadet Blue, 


and Woodtone Brown 
the “Kitchen Center"’ 


Only G-E has 


lf you're 


We don't have to tell you that the trend is 
definitely toward selling complete kitchens, in- 
stead of just separate appliances. 


The trend is toward color. The trend is to- 
ward highly integrated kitchens. 


More and more of your potential buyers are 
thinking in terms of complete kitchens. 


What you see here is the one new appliance 
that has caused so much excitement in appli- 
ance publications and appliance-dealer meet- 
ings. It’s complete . . . colorful . . . dramatic in 


in the appliance 


its appeal. /t’s your solution to this new concept 
in appliance selling—to meet the demands of 


today’s women for modern, built-in kitchens. 


Truly, here is the opportunity you have been 
looking for—to establish yourself as THE 
kitchen dealer in your area. 


THIS G-E “Kitchen Center” combines 4 modern 
General Electric appliances under one stainless 
steel counter. Here is an automatic dishwasher, 
range, Disposall”-equipped sink, and a combi- 
nation washer-dryer that will give any kitchen 








ie deal 4 


1 Sate yee oe ‘ 
ao sgteies . ‘a7. pte Pe pas we 
wesses - tnttTi LD ale wee 
6 ek 7 ; 


a g " % ‘ 
BE sits gs. 
* or Re 


business TO STAY. 


modern appeal and work-saving ease. 

Best of all, this is an internally plumbed and wired 

appliance that is easily installed in almost any type of 
kitchen design. Yes, in “U”’ kitchens, “‘L’”’ kitchens, and 
“island”’ kitchens, as well. The G-E “Kitchen Center’ 
offers versatility plus! 
AND REMEMBER — only G.E. has this “Kitchen Center” 
—the dramatically different appliance unit that so com- 
pletely solves a woman’s problems of kitchen remodelling, 
redecorating and modernizing. 

With full-color ads in Life and Better Homes and Gardens, 
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..Were talking to you! 


and a complete promotion backing up this wonderful 
wonderful General Electric appliance, it just makes good 
selling sense to contact your General Electric Distributor 
right now. 


The way to faster appliance sales is wide open to you! 


Progress ls Our Most Important Product 


GENERAL @ ELECTRIC 








Today 
starring 
Dave Garroway 
















Home 
starring Arlene Francis 


Tonight 
starring Steve Allen 





turn-over for Waring Blendors...with T-H-T! 


Retailers find that a good-seller becomes a best-seller when 
it’s advertised on T-H-T, Frank Perloff, President of Friendly 


Frost Stores, Inc., New York, writes: 


“7-H-? advertising certainly gives a product a new selling 
vitality. When Waring Blendors were displayed by Steve 
Allen on Tonicut, we began to feel the effects immediately 
And it continued that way. A remarkable number of cus- 


tomers ask for ‘the Blendor Steve Allen talks about’.” 


EXCITING THINGS ARE HAPPENING ON 











Identification of a product with a major TV star means 
bigger, faster turn-over for retailers every time. It’s the re- 
sult of T-H-1T’s sure-fire, two-way formula: 1) the stars them- 
selves do the selling; 2) NBC’s “big star” merchandising 


provides strong in-store support. 


For retailers and advertisers alike, T-H-T is the important 
new way to put the excitement and prestige of BIG network 


television programming to work selling home appliances. 


Television 
a service of (7) 


Appliance Advertisers: To find out how economically and flexibly you can buy 
T-H-T, separately or in combination, no matter what the size of your ad budget 
is, call your NBC Representative, or write to T-H-T, 30 Rockefeller Plaza, N. Y. C. 
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ELECTRICAL 


NEW PRODUCTS 


G-E Washer and Dryer 
General Electric Co., 
Major Appliance Div., 
Louisville, Ky. 
Models: G-E. automatic Filter-Flo 
washer WA-750N and matching 
clothes dryer, DA-720N. 
Selling Features: Filter-Flo wash- 
ing system circulates and filters 
wash water continuously during cy 
cle while Activator wash action 
cleans clothes; lint and soap scum 
are carried out of washbasket as 
water overflows into outer tub 
water is pumped through remo\ 
able filter placed on agitator top 
lint is filtered out and water re 
turned to washbasket, sand and silt 
are ejected from bottom and 
flushed down drain; removable 
filter also acts as detergent dis 
penser, dissolving detergent, pow- 
dered bluing and bleaches; washes 
up to 10 lbs. normal wash and up 
to 12 Ibs. heavy fabrics such as 
shag rugs, bedspreads ct 

Single control dial automatically 
operates washer to wash, spin, rinse, 
damp dry and shut itself off; sep 
arate pushbuttons permit selection 
of hot or warm water; new Water 
Saver push button control—permits 
sclection of any water level desired 
from 11 gal. to full capacity; flex 
ible controls make it possible to 
stop, skip, extend or repeat any 
portion of cycle. 

New automatic control eliminates 
guessing proper drying time and 
temperature; dryer automatically 
adjusts drying time and tempera- 
ture to type fabric, size load and 
water content; 10 Ibs. clothes may 
be dried at a time; single control 
dial allows user to select proper 
drying for delicate synthetics, nor- 
mal cottons, heavy items, car also 
be set to damp-dry, to sprinkle 
automatically, or to fluff clothes 
without heat; 230 or 115 volts; air 
freshener located at intake adds 
fresh scent to air; foot pedal or 
knee action door opener; interior 
light; removable lint trap automatic 
clothes sprinkler. 

Both models feature green illum- 
inated control dials on new back- 
splasher. 

Operating instructions are 
printed on underside of top washer 





APPLIANCE 


lid and inside of dryer door; enamel 
cabinets; porcelain enamel tops and 
washer basket and lid; available in 
white or any of G-E’s Mix-Or 
Match colors, 





PRESTO Electric Pressure 
Cooker 


National Presto Industries Inc., 
Eau Claire, Wis. 


Device: Presto automatic pressure 
cooker S-60. 

Selling Features: “Sweep” heat 
selector on base of cooker auto 
matically provides controlled heat 
and controlled pressure; tempera- 
ture selected is automatically main 
tained and evenly distributed over 
cooker cooking surface; pilot light 
signals when unit is “on”; auto 
matic air vent, automatically 1 
leases air and maintains pressure; 
new automatic regulator keeps pres 
sure at selected level—easy to set 
for 5, 10, or 15 Ibs. pressure; oper 
ates on 1400 watts at 115 volts a.c.; 
4-qts. liquid capacity; new cooking 
guide on handle has list of popular 
dishes and cooking times; heavy 
gauge aluminum, 

Price: $29.95. 





BENDIX Automatic Washer 


Crosley and Bendix Home Appliances, 
Div. Avco —_ Corp., 
Cincinnati, 25, O. 


Device: New “Power Surge” auto- 
matic washer WFK. 

Selling Features: New washing prin- 
ciple based on energized water in- 
stead of agitator—moves water 
through clothes instead of clothes 
through water—undulating energy 
disc at base of vertical porcelain tub 
activates water; 3 flexible vanes 
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NEWS 
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joined to each other by webs de 
velop spiral and conical water ac- 
tion while webs create undersurge 
movement; porcelain tub has inner 
wall with 1001 perforations through 
which water jets constantly during 
wash and rinse cycles providing 4 
washing actions developed by water 
energy. Slight pause before each 
spin cycle allows light soil to float 
to top and heavy soil to bottom, as 
spin cycle starts at top speed soil 
is floated and flushed away; special 
cycle for delicate fabrics is provided 
on timer control; Formica work sur- 
face tops in flame, aqua, pearl, char 
coal, citron, red and green; 8 Ibs. 
clothes capacity; automatic thermo 
stat controls wash and rinse water 
temperatures; full-width top-loading 
door; porcelain interior; 23} in 
wide and deep, 36 in. high, 





LITTLE SMOOTHIE Ruffle 
lron 


Harris industries, Inc., 
Stamford, Conn. 


Device: Little Smoothie ruffle iron, 
Selling Features: A rounded, heated, 
ironing surface over which mate- 
rials can be pressed by hand action; 
irons ruffles, blouses, children’s 
clothes, pockets of pleated skirts, 
trouser tops; velvet and other pile 
fabrics; sleeves, and shoulders, and 
other hard to get at places; 300 
watts, 120 volts, 60 cycle a.c.; 
clamps to ironing board; calibrated 
fabric dial. 

Price: $14.95, 








GLOBE Oven 


Globe American Corp. 
Kokomo, Ind. 


Device: Glo-Tisserie electric oven 
Selling Feature: leatures an easy 
action rotisserie unit with auto 
matic control provided by oven 
clock; non-tilt Glo-Tisserie rack 
slides in or out with case, places 
meat in best position for quick cool 
basting or removal from spit, which 
may be engaged in either of 2 
rotating sockets at back of oven 

lower socket provides 12-in. rotat 
ing diam; “balanced-Heat”’ perform- 
ance; fast Glo-Broiler; oven clock 
and timer; peek switch and non 
fog window; available in stainless 
steel, copper porcelain or copper 
plate exterior finishes; designed for 
in-wall or to stack on cabinet bases 





werve wens 


UNIVERSAL Coffeemaker 


Landers, Frary & Clark, 
New Britain, Conn. 


Device: Universal 5-cup automatic 
coffeemaker. 


Selling Features: For small family 
use; red-gold copper baked-on fin 
ish; brews from 2 to 5 cups; Heat 
Sentinel guards water temperatures, 
never allows water to boil; specia! 
warming clement keeps coffee hot 
without increasing strength; special 
spreader plate with raised perfora 
tions distributes water evenly over 
grounds; non-drip spout, plastic 
handle; graduated cup markings in 
side. 

Price: $19.95 
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GAIN for '56, G.E. paces the TV industry. And, here’s 
A proof; Every G-E Dealer automatically qualifies for 
new, easy-to-win contests, New credit policies are the most 
generous you've ever worked with. Smash-hit “Portables” 
and exclusive G-E Clock-TV~—plus Pacers, Black-Day- 
lite® and Ultra-Vision models—all piling up new records 


week after week in stores from coast to coast. G.E. stands 
right back of your sales efforts, too—with bigger, better, 
broader magazine and network TV advertising—a more 
comprehensive dealer co-op program. But, get full 
details from your local G-E Distributor—or contact 





5 ways youll POCKET 
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POCKET THE COST OFA 


CARIBBEAN 





Plan your trip and pack your bag. All you have to do to get on 
board is sell lots of General Electric TV—and it’s the easiest line 
.« the only high-profit line to sell on the market today. 
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General Electric Co., Radio & TV Dept., Syracuse, N. Y. 
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WALL SHELF 


SERVICE POLICY 











2. POCKET EXTRA PROFITS 
G-E PORTABLE TV... 


Saves up to 5% delivery cost. 


Sells service policies, plus 
antennas and table accessories. 


Here's the biggest margin-building TV product you can handle 
—G-E Portable TY. Dealers in every city report close to 50% 
of their customers want the extra items pictured above. 
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MORE PROFIT with G-E TV 









147007; Just 32-lbs.— fits 
place becouse it's 4 smaller. Cor- 
finish; Dynapowe: Speaker; built- 
yet it sells for just $99.95. 








Model 21€106: You can't beat the Model 21732: Table model Pacers Model 217043: ideal fringe-crea Model 247070: Here's G-E 24° TV Model 24€180; 24” TV with the 
outstanding G-E Pacer Line for sales are the perfect way to reap extra = reception at fast-sell price. Mahog- ~in @ cabinet smalier, more compact _— brightest, clearest picture ever. Con- 
eppeal—because you can't beat them _— profits by selling caster, swivel or | any or blonde oak veneers comple- than conventional 21” sets. Mahogany — sole cabinet has swivel base. In ma- 
or blonde finish—-volume price tog. — hogany or modern blonde finishes. 


for top performance at bottom price regular bases for bonus margin. 











ment the finest furniture. 





F4T006, 147009: Here's 
thot travels — hes « luggege-type 
= two-tone styling. it's every 
"s top-protit, step-up special, 





3« POCKET MORE SALES 
with exclusive G-E PORTABLE TV 
and G-E CLOCK-TV 







147010; Exctusive 6-E Clock. 
@ portable, too. Turns on and 
. In beonze ond ivory 
at o fest turnover price. 






Model 21€113: 6-€ Clock-Console in 

byl mohogany venee: is a volume. 

aie Pacer with full 21” screen « 
aa Power’ picture, 











4. POCKET MORE WITH G-E LONG-DOLLAR LEADERS 


5. POCKET MORE 


For the first time in the radio-TV business, G.E. 
puts co-op ad funds where they belong—right 
in the hands of your local G-E Distributor! 
And that means it’s easier, quicker, more con- 
venient for you to get your local promotions 


BY TIEING-IN WITH... 


rolling. Check your Distributor right away— 
learn how you'll get more mileage from every 
dollar you spend tieing-in with G-E TV. 


Prices include Ped. Excise tax, one year warranty on picture 
tube, 90 days on parts, Subject to change without notice, 


Progress /s Our Most Important Product 


GENERAL @@ ELECTRIC 
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@ 2 great new TV shows — Warner 
Bros. Presents (ABC) and the 20th 
Century Fox hour (CBS). 


@ A full schedule of full-color ads 
in magazines like LIFE, THIS 
WEEK, LOOK, COLLIER’S and 
others. 


@ New Dealer co-op program with 
more ad mats; radio spots; color. 
ful mailers and displays. 
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GOLD SEAL Cleaner 
George T. Stevens & Associates, 


612 Michigan Ave., 

Chicago, 11, ili. 

Exclusive distributor 

Model: Gold Seal “Rock’N’ Roll 
swivel top caniste: 

Selling Veatures: Kock N’ Roll a 
tion makes it po push oF 
pull cleaner about using wand 
handle; free wheeling: 2 big rulel 
tired wheels plus a third smalle 
direction finder wheel; adjustable 
suction in hose handle; 3-way filter 
throw-away paper bag, permanent 
cloth bag and germ trap; easy-empt 
top; rubber mounted throughout 
toetip switch; “do-all’ clip on 
tools; nylon rug nozzle bristh 
wivel jointed wall-floor brush: dust 
ing brush, upholstery nozzle, cre 
ice tool, 2 lightw ight positive loc! 
ing wands; and long, plastic hose 
include attachments 

Price: $59.95 





WESTINGHOUSE Washers & 
Dryers 


Westinghouse Electric Corp., 
Mansfield, O. 


Models: Laundromat and Dryer 
I'wins L-9 and D9 
Selling Features: Both models avail 
able in white, aqua or yellow; L-9 
Laundromat has Soap-’N-Water 
Saver; can be set for any load up 
to 9 Ibs.; weight-to save loading 
door acts as scale so size of wash 
load can be determined as washer 
is loaded ; helps select accurate 
amount of water with Soap-'N 
Water saver control 

Attached and illumimated Laun 
droguide—an illuminated cylinder 
that revolves at push of button, 
built into backsplasher of washer 
and drver; instructions broken down 
into 5 fabrics classifications—white, 
light colorfasts, dark colorfasts, all 
white synthetics, silks and colored 
synthetics and non-fast colors; illu 
minated color glance controls re 
place previous indexed controls 
different color flashes for each new 
cycle phase 
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NEW PRODUCTS 


Agi-lumble washing action in 
Laundromat; flexible control dial 
for starting, stopping, repeating, 
climmating any part of cycle; con 
trol timer will not advance until 
proper amount of water has entered 
tub; water temperature selector per 
mits selection of water t m perature 

hot, medium or warm, for any 
type fabric 

Dryer has heat selector dial for 
clecting regular, low or no heat 
for drying any fabric; combined 
with 3-way dry dial, it can be set for 
dry, damp dry, or any time setting 
up to 3 hrs.; control automatically 
huts off when clothes are dry 
thermal” control senses dryness 
ind turns it off at proper time; 
iutomatic safety signal built into 
dryer warns when clothes are dri 
or when children open door; lint 
filter located in top panel has fine 
mesh nylon trap; filter may also be 
used if dryer is vented to outsid 
clirect air flow system brings filtered 
iir into drum; operates on 115 volt 
or 230 volt circuit 

Both models retain sloping front 
design; controls located in upper 
right and left corners of front pancl 
ive set against background of light 
green which extends across front; 
plastic dials trimmed in gold 
Prices: 1-9, $339.95 in white, D9 

49.95 colors extra 


A 





EDWARDS Chimes 


Edwards Co., 

Norwalk, Conn. 

Models: 7 new mod ls il | dwards 
line 

Selling Features: Hideaway, 2-in 
deep, can be installed between 
studs of any wall and painted or 
decorated to match surroundings; 
flush-mounted, plain face 8x64 in 

Cadet, frost-white and chrome 
or cinnamon, mahogany and brass 
front and rear door signals 

Bolero has removable center 
panel that can be covered with 
drapery material, wall paper, etc; 
5x74 in.; ebony or white. 

Minuet, authentic reproduction, 
white marble or antique mahogany 
case same dimensions as Bolero 

Clarendon and Claridge hav: 
S-note Westminster melody; mod 
em walnut cabinet with brass; 
Clarendon has a Telechron mo 
tored clock. 

Canterbury has imported clock 
face for ‘Telechron clock move 
ment; 3 signals including 8-note 
Westminister, mahogany case with 
gold 
Prices: From $4.95 for Cadet to 
$79.95 for Canterbury 








SUNBEAM Shaver 


Sunbeam Corp., 

5600 Roosevelt Rd., 

Chicago, 50, til. 

Device: Lady Sunbeam Shavemas 
ter 

Selling Veatures: Designed for 
women, it has a shaving head with 
one edge especially ground to shave 
legs, the other edge for underarm 


use; no larger than 
Price: $14.95 


ommpact 
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UNIVERSAL Cleaners 


Landers, Frary & Clark, 
New Britain, Conn. 


Models: 2 new Universal cleaner 

Turbo-Jet” rectangular case typ 
cleaner and a new Canister No 
6760 
Selling Features: ‘“Turbo-Jet” ha 
3-stage turbo-jct fan; lightweight, 
washable plastic hose; new glide 
long metal rug nozzle provides 
equalized suction, prevents nozzk 
from clutching, dragging or sealing 
rugs; all metal, open front floor 
brush for cleaning walls and floor 
rubber mounted, quuct ac tion motor 
with scientific muffling of ai 
stream; snap lock wands; stati 
shield; plastic bumper; + air filter: 
designed for casy storing and carry 
ing 

Canister. No. 6760. has 4 remo, 
able wheels; throw-away dust bags 
plus cloth bag; lightweight; also 
equipped with new plastic hose; at 
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tachiments include new rug nozzle 
for full tip-to-tip suction no rug 
scaling; oval floor brush for walls, 
floors and linoleum; round venetian 
blinds brush; an upholstery nozzle 
and a crevice tool. 

Prices: ‘“Turbo-Jet” $89.95, Canis 
ter, $69.95, both complete with all 
attachments 





DORMEYER Broil-Well 


Dormeyer Corp., 

Kingsbury & Huron Sts., 

Chicago, 10, III. 

Model: New Broil-well rotisserie 
broiler-oven-roaster No. 8800. 
Selling Features: Multi-Temp heat 
control provides unlimited number 
of heat settings; 44 hr. electri 
timer makes it possible to set and 
forget; giant capacity broiling area; 
triple chrome-plated steel body; 
smokele drip-well; Bakelite han 
dles; sclf-storing glass spatter shield; 
5-heat levels 
in broiling area; well and tree tray 
with wire rack; detachable tray han- 
dle; pilot light, automatic spit; spit 
handle with heat guard, skewers, 
grill spit; new tubular heating el 
ment 


recessed tray groove 


Price: $79.95 
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EUREKA Cleaners 


Eureka Williams Co., 
Bloomington, III. 


Models: Roto-Matic 805 canister, 
ind $-255 upright 
Selling Features: Roto-Matic swivel 
Attach-O-Matic clip-on 
tools; § lh.p. motor; weighs 154 Ibs.; 
ittachments 5} Ibs. extra; “3-D” 
rug nozzle cleans full 12 in. width; 
Roto-dolly with 4 rubber swivel 
wheels $10 extra; deluxe 8-piecc 
tool set; shag rug tool $1 extra 

No. 8-255 upright motor-driven 
brush, beats, sweeps and suction 
cleans; 12 in. disturbulator brush 
with nylon bristles; zipper bag open- 
ing; disposable paper dust bag; 
2-speed 4 h.p. a.c.-d.c. motor; 
3-position handle; weighs 164 Ibs.; 
headlight dirt finder; convertor for 
tool set; Deluxe tool set with 
Handy-Pak $19.95 extra; waxer 
polisher brush $7.50 extra. 
Prices: Roto-Matic, $69.95 com- 
plete with tools; No. $-255, $89.95. 


top has 
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Here’s the PERFECT COMBINATION for BIG, NEW PROFITS! 


1, Lowest investment in the industry! 


2. Complete line . . . quality-built for professional performance 
. + + @t easy-fo-reach prices! 


3. Most liberal, uniform profit margins! 


4. New $1,000,000 Perry Como TV Show for sizzling traffic 
and faster turnovers. 


5. Dormeyer— world-famous name in electrical equipment! 


You just can’t beat that combination! 


Regardless of what power tools you now carry .. . the new 
Dormeyer Power Tool Line hits a brand new market: millions 
of homeowners and craftsmen who want professional quality 
at low prices. On this basis no other line competes with Dormeyer! 





NEW SAWS WITH 
EXCLUSIVE 
FEATURES! 


Model 720—Portable saw with 6'2” Blade 


Never before has any saw offered all the features of Dormeyer saws! 
Professional quality throughout! All ball bearing and needle construc- 
tion. Exclusive eye shield protects eyes from flying chips . . . makes cut- 
ting edge always visible. Cuts 2” lumber at 45° bevel with blade to spare. 
Fingertip adjustments. Blade guard telescopes automati- 

cally. Stands up to most rugged journeyman use, Retail Price . . . $69.95 


Model 710, $59.95 and Model 700, Retail Price $49.95 


LZormeyer 


MR. DEALER... 
Hottest Offer of the Year! 


Powerhouse Promotion No. 182 
with FREE Display! 


A sure-fire sales promotion! Comes 
all assembled, in heavy-duty con- 
struction, four striking colors, com- 
me with sales literature. Contains 
Model 330 Drill Kit, Model 200 14" 
Drill, Model 220 Heavy-Duty 4’ 
Drill and Model 700 Power Saw. 
Entire package costs you only $85.50 


Your quick profit....... $51.30! 


POWER TOOLS 
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Model 220—'4” Drill with famous Geared Chuck 


Dorme 
life ba 


feck 


er’s finest! Precision-cut alloy steel gears. Extra-long- 
bearing construction. Extra-lon andle for easier 

ping. Built-in switch lock, Exclusive ho 

for easiest removal of chuck. Capacity in 


steel, 14’; in hardwood, 14’. Retail Price............ $29.95 
Model 210, also with Geared Chuck, Retail Price $24.95 
Model 200, with exclusive Wrench-Lok Chuck, Retail Price $21.95 












THREE 
FEATURE-PACKED 
“" DRILLS! 


47% more torque! 


rmeyer armature 


TWO RUGGED 
Ya" DRILLS WITH 
SUPER-TORQUE 
DRIVE! 


Model 520—%” Drill with Famous 
Geared Chuck 


47.3% more torque! Extra-powerful motor, 
built by Dormeyer. Ball bearing construc- 
tion. Hardened steel gears. Balanced de- 
sign for easier handling. Removable pipe 
handle, Beautiful polished sil- 

ver finish, Retail Price......... $49.95 
Model 510 also with Geared Chuck, ball thrust 
bearing and selflubricating bearing. 

Retail Price $39.95 


POWER TOOL DIVISION 


DORMEYER CORPORATION 


CHICAGO 10, ILLINOIS 
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Carry just one line... 
A complete line... 
A strong line...carry 


Carry the complete DORMEYER line 
and you get all these advantages: 








1 Lower stock investment. 
2 No wasted display space. 
3 One of the best-known names in small appliances. 


4 The strength of a million dollar network 
TV show with a great star— Perry Como—and 
some of the strongest, most convincing 
appliance demonstrations ever made on television! 





9 


5 All the tie-in material you can use— 
complete promotions for every appliance. 


In just 20 minutes your Dormeyer salesman will fill you in on all 
the advantages of carrying one strong, solid, complete 
line. That 20 minutes means profit to 

ou. Contact him—today! 


Kingsbury & Huron Streets + Chicago 10, Illinois 


@) DORMEYER CORPORATION 
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ALL CHROME SILVER-CHEF 
First all chrome mixer on the 
market. Food grinder included. 

# 4300. $55.95 
PowErR-CHEF in white enamel 
with food grinder and juicer. 

# 4201. $47.50 





NEW BROIL-WELL Actually a 
broiler-rotisserie-oven -roaster- 
grill in one big handsome unit. 


4 8800. $79.95 





NEW POP-UP TOASTER Toasts 
according to moisture content of 
bread — makes much better toast. 
Shock-proof exclusive. 


4 6300. $19.95 





DEEP-FRY COOKER 4-qt. cook- 
ing capacity, 4-pt. oil capacity for 
deep frying. With cover. 
# 6200. $18.95 
Rectangular style, the Fri-WELL, 
# 6000. $29.50 


NEW 10-CUP COFFEE-WELL 
4—10-cup coffee maker. With 


famous 
controls. 


ormeyer warm-brew 


# 6901. $19.95 





STAINLESS STEEL COFFEE- 
MAKER Stainless steel through- 
out and priced far below any 
other similar model on the 


market! # 16. $29.95 
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FAMOUS FRENCH-FRY SKILLET 
Only skillet you sell complete with 
cover and fry basket at one price. 

# 6400. $19.95 


All DORMEYER appliances are factory guaranteed 


HURRI-HOT ELECTRI-CUP Only 
electric cup promoted and sold 
for dozens of different uses! 


4 6700. $14.95 





~~ 


EFFICIENT BLEND-WELL 32-0z. 
capacity. Hurricane action! 
Fire-hardened steel blades. Never 


oiling 4 5902. $33.95 


% 
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NEW SILVER “DORMEY" All 
chrome portable mixer with 5 full- 
powered speeds. ¢ 7600. $21.95 


In white enamel, ¢ 7500. $19.95 
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NEW MIX-WELL Just out! Comes 
with food grinder, all juicing at- 
tachments at a new low price. 

# 5100. $38.50 
Also Mix-Matp 9-speed mixer 
with all juicing attachments. 


/ 7700. $29.95 





STEAM AND DRY IRON-WELL 
Holds 8 full 0zs.! Steam vents close 
automatically when iron stands 
on end. #12. $17.95 
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BENDIX Dryer 


Crosley and Bendix Home Appliances, 
Div. Aveo Mig. Corp., 

Cincinnati, 25, O. 

Device: Bendix “Super Fast’ dryer, 
DVE-D electric and DFF-D gas. 
Selling Features; Newly engineered 
unit that moves twice the volume 
of warm air in half the time; heat 
input and air movement have been 
stepped up to cut drying time to 
from 20 to 27 min, for average 
load; temperature is thermostatic 
ally controlled at 150 degs; oper 
ites with or without heat; heatless 
operation provides same high 
velocity airflow for dusting slip 
covers, draperies or drying sensitive 
fabrics; “full-width air-flo” moves 
200 cfm air through clothes every 
minute; criss-cross baffles; clear 
view porthole door automatically 
stops action and shuts off heat when 
opened, resumes when door is 
imey interior flood light; easy-to 
clean lint basket; —turbine-typx 
blower; dries 18 Ibs. wet clothes 
white baked enamel finish; work 
surface tops available in white Du 
lux or in a choice of 7 Formica 
decorator colors; cabinet 30 in 
wide, 26 in. deep. 





NECCHI Sewing Machine 


Necchi Sewing Machine Sales Corp., 
164 W. 25th 5Sr., 

New York City 

Model; Necchi “Supernova” auto 
matic sewing machine. 

Selling Features: Push-button con 
trol controls needle and creates in 
finite number of stitch designs, 
moving fabric back and forth while 
needle swings from side to side, 
also makes buttonholes, darns, 
blindstitches and monograms auto 
matically; one push button is an 
automatic reverser for straight 
stitching primarily; the other push 
button is for drop feed; concealed 
automatic bobbin winder; slow and 
fast controls; circular swivel foot 
plate for straight, zig-zag and 
double needle sewing; elongation 
control permits varying _ stitch 
length from 4 in. to 2 in. Available 
in complete line of designer cabi- 
nets, 

Price: $339.95 
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SCHICK Shaver 


Schick Inc., 

45 Garden St., 

Stamford, Conn. 

Model: New Schick “25” 


shaver. 


electric 


Selling Features: Provides new shav- 
ing closeness; smoother feel on face; 
non-slip grip consists of ivory plas- 
tic sides ribbed to provide firmer 
grip; improved motor; black and 
silver vinyl cadie-case holds shaver. 


Price: $29.50. 


s 
~ 





UNIVERSAL Blanket 


Landers, Frary & Clark, 
New Britain, Conn. 


Model: Universal Electrilon blanket 
for double beds. 

Selling Features; Mlectrilon is fluffy, 
full, high nap fabric; new 6 in. 
wide nylon binding; — specially 
treated against shrinkage and carries 
a replacement guarantee if it shrinks 
more than 2 percent; available with 
single or dual slumber sentinel con 
trol 

Price: $34.95 with single control; 
$42.95 with dual control. 





SESSIONS Tee-Vee Clock 


The Sessions Clock Co., 
Forestville, Conn. 


Device: Sessions ““Tee-Vee” clock 
timer No. CM 85, 

Selling Features: A 24 hr. automatic 
on-automatic off timer operates any 
electrical appliance up to 1800 
watts as well as 1V; turn TV of 
appliance on and off at pre-deter- 
mined time; mahogany case with 
brass trim; 5 in. high, 63 in. wide 





NEW PRODUCTS 


and 43 in. deep; plug-in receptacle 
and dial light switch on case back. 


Price: $24.95. 





KELVINATOR Garbage 
Disposers 
Kelvinator Div., 
American Motors Corp., 


14250 Plymouth Rd., 
Detroit, 32, Mich. 


Models: 2 new electric food waste 
disposers ED-3 Special and Deluxe. 
Selling Features: Continuous feed 
type—waste can be fed into them 
while in operation; baffles in inner 
cone of levdiing chamber keep 
load from turning and import a 
gentle tumbling action which elimi- 
nates vibration; cutting is done on 
surface of cutting disc by 32 knife- 
edged and file-hard graters; 4 h.p. 
capacitor type motor has a 1725 
rpm speed; 74 in. opening; weighs 
24 lbs.; blue and white baked 
enamel finish; deluxe model has 
built-in switch; exterior wall is pre- 
tapped on both sides for easy con- 
nection to dishwasher regardless of 
location; both models easy to in- 
stall. 


Prices: Special, $79.95; Deluxe, 
$84.95. 
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ROTO-BROIL Rotisserie 


Roto-Broil Corp., 
3408 Northern Bivd., 
Long Island City, N. Y. 


Device: Roto-Broil “Sun Valley”, 
‘400’, rotisserie. 

Selling Features: Has 6 chicken ca- 
pacity; 2 spits can be used simul- 
taneously; may be placed in 3 dif 
ferent positions holds up to 25 Ib. 
turkey with one spit; double-door 
glass spatter shield; both doors 
hinge out of way when opened; 
tubular element; infinite heat selec- 
tor dial stainless steel finish, 23 in. 
wide, 16 in. deep, 18 in. high. Can 
also be used as regular broiler. 


Price: $139.95. 






CROSLEY Freezers 


Crosley & Bendix Home Appliances, 
Div. Avco Mfg. Corp., 

Cincinnati, 25, O. 

Models: 2 new Crosley chest freez- 
ers CH-20 and CH-16. 

Selling Features: CH-20 has 700 
lbs. capacity, CH-16, 50 \|bs.; 
both units have freezing coils 
spaced throughout entire interior, 
front to back, top to bottom and 
side to side to maintain uniform 
cold, making any inside surface a 
fast-freeze area; counter-balanced 
lid; feather touch handles; interior 
light. 20 cu. ft. model has 3 di- 
viders and + storage baskets; 16 ft. 
model, 3 dividers and 3 storage 
baskets: dry wall construction; 27 
in. high, both have flat work sur 
faces. 

Price: CH-20, $529.95; CH-16, 
$469.95. 





MITCHELL Air Conditioners 


Mitchell Mfg. Co., 
2525 N. Clybourn Ave., 
Chicago, III. 


Models: New 6-model series of resi- 
dential add-on air conditioners. 
Selling Features: Available in 2, 3, 
and 5 ton sizes in air- and water- 
cooled models; units are built in 
2 separate sections—hermetically 
sealed cooling system is mounted in 
its own “‘slide-a-way” chassis for 
easy service or inspection without 
removing other controls and parts; 
blower section handles air delivery, 
and may be mounted in a variety 
of ways—directly to duck work, etc.; 
“electromagic filter eye” measures 
filter efficiency and switches on a 
warning light when filter needs re- 
placing is optional; water-cooled 
models are fitted with cleanable 
condensers; drain pan has lint col- 
lector, and 1} in. drain hole. 
Air-cooled models have a re- 
motely located, factory charged con- 
denser that may be installed in 
breezeway, attic, basement, on roof; 
copper tubing cooling coils; mo- 
tor compressor internally spring- 
mounted; insulated 2-tone cabinet 
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HOW TO 
CLOSE MORE 
A WASHER SALES 
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uy AN Me =) -3- WITHOUT THE HEADACHES AND EXTRA COSTS 
___ -4 OF HANDLING 16 DIFFERENT BRANDS 
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M 
Sell a complete, fast-moving line! 


A ee ie 
i‘ \1/ oe paid ae ee Tick You'll sell more automatics, semi-automatics, wringers, and 
\ = - dryers when you've got a complete range of models for 
, step-up selling. 


Blackstone is a complete line, with a model for every prospect! 





Sell features Women can see and understand! 


Stainless steel tub; Complete flexibility; Hydractor action; 
Humid-I-Vent; Compact design are features that need 
no explanation, no long winded-sales pitch. 


Blackstone line is loaded with features that demonstrate 
and sell themselves! 


Sell quality and protect your profits! 


Precision manufacture; fool-proof design; case-hardened gears, 
vibration-free performance are the kind of quality features 
that keep customers happy — reduce service calls. 


Blackstone is world famous for quality ... there is none finer! 


Sell a line with full margins! 


Give yourself plenty of room for trade-ins. Sell a line that’s 
got full margins from top to bottom.,.make full profit 

on every sale. 

Blackstone steadfastly maintains full margins — 

there are none higher! 


blackstone 


JAMESTOWN, N.Y. 
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Model 212—Wood hued, Model 214—Swivel base 
flame-resistant cabinet in assures easy viewing. VHF or 
blonde or mahogany finish. VHF-UHF top tuning. 90° 
VHF or VHF-UHF top tuning. aluminized picture tube—270 
90° aluminized picture tube— sq. in. picture, Flame- 
270 sq. in. picture. From resistant blonde or mahogany 
$199.95 to $229.95. finish. From $249.95 to $279.95. 


Star-monic 17° 
erformance ee 


Raytheon has introduced 
more “firsts” than any other 
TV manufacturer—important 
benefits others have been 
quick to copy, such as: 

e Vertical chassis 


and PLT wan e Stand-up tuning 
; ‘s e Decor colors 


e Compact design 

e Light weight 

e Edge-to-edge picture 
Model 1760—Beautiful high © Overload relay 

style Charcoal. Switch type . and many more that rivals 


tuner. wl: 
have not yet ‘caught up with”! 


NEW MIRACLE TRANSISTOR RADIOS 
NO TUBES! 


Tiny transistors replace 
bulky tubes— withstand 
hard knocks—use almost 
no current (500 hours 
on 4 easily obtainable 
ordinary flashlight 
cells). Far more 
convenient and actually 
costs less to operate 
than conventional 
AC-DC radio sets. 


| 
| Detuxe leatherette. Twin Available in 


speakers for full circle | choice of 4 colors 
symphonic sound. in os 
Plays 2500 hours on leather case. 


special pack of low-cost _ Plays 500 hours 
batteries —500 hours on 4 ordinary 
on 4 ordinary flashlight — 
cells. Model T-2500 ‘odel T- 


Tape Recorder Model RTR-4 +» $189.95 


ar 















> 1 $9985 
Clock Radio 3 


Model C-50.. from $29.95 


































AC-DC Radio Model 5-R-10...trom $19.95 
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AS SUPREME IN MANY SPECIALIZED FIELDS. 


NEW VISION th Televison! 








completely new! completely different! 
at the low, low prices! 


9985 ” 


Model 216—Genuine hand- 
rubbed mahogany in natural 
or blonde finish. Two speak- 
ers. VHF or VHF-UHF top 
tuning. 90° aluminized picture 
tube—270 sq. in. picture. 
From $299.95 to $329.95. 





Model 218—Genuine hand-rubbed 
rock maple, Authentic Early Ameri- 
can period styling. Three speakers 
for ‘‘stereophonic’’ tone. 90° 
aluminized picture tube—270 sq. 
in. picture. VHF or VHF-UHF 








The Luxury Low Boy 
at the : 
LOW, LOW PRICE! 








549985 po 


Model 2175—America's most 
sensational style leader ata 
phenomenally low price! Flame- 
resistant mahogany or blonde 
finish. VHF or VHF-UHF tuner. 
Aluminized picture tube. From 
$199.95 to $229.95, 





top tuning. $329.95 and $359.95. 


and Oi: the world’s most imitated TV! | 


159% , "69 : 117985 | 


SUGGESTED LIST PRICES 
ARE SHOWN 


Biightly Higher 
in South & Weer ' 





49% 





Model 1762—Charcoa!, Gold, 
Sea Mist Green or Autumn 
Brown. Pentode VHF tuner. 


Model 2170—Fashion-favored 
Charcoal. Switch type or 
Pentode VHF tuner. 


Model 2172—Charcoal or Sea 
Mist Green. 270 sq. in. picture, 
Pentode VHF tuner, $169.95. 
Cascode VHF-UHF tuner, $199.95. 


Model 2176—Gorgeous two-toned beauties, 
ebony base and Gold, Claret, Topaz or 
Puritan Gray Cabinets. Aluminized picture 
tube. 270 sq. in. picture. Cascode VHF tuner, 
$179.95; VHF-UHF tuner, $200.95. 


RAYTHEON 
MANUFACTURING COMPANY 
Television and Radio Operations 
5921 West Dickens Avenue 
Chicago 39, Illinois 


AMAZING NEW LOW 
PRICES FOR 


Color 
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FOSTORIA Waffle Baker 
Grills 


Bersted Mfg. Div., 
McGraw Electric Co., 
Boonville, Mo. 


Models: No. 261 waffle baker, No 
362 sandwich toaster, No, 363 com 
bination sandwich toaster and waffle 
grill 
Selling Veatures: No. 261 round 
waffle baker has 52 sq. in. diam 
aluminum grids; chrome exterior; 
double clements in base and cover, 
heat indicator and chrome handles; 
600 watts; 115 volts; a.c. or dx 

No, 362 sandwich toaster has 
wlished chrome finish, chrome 
vandles and feet; double, long-life 
elements in base and cover; toasts 
2 sandwiches at a time; 525 watts, 
115 volts, ac. or d.c.; 134 in. long, 





No, 363 combination sandwich 
toaster and waffle grill has 2 sets of 
interchangeable grids—cast alumi 
num for making waffles and steel 
for toasting sandwiches; makes two 
5x5} waffles at a time or toasts 
2 sandwiches; heat indicator; 750 
watts, 115 volts, chrome finish with 
new-style chrome handles and feet 





PHOENIX Sewing Machine 


U. S$. Importers: 

Artophone International Corp., 
700 Rosedale Ave., 

St. Louis, 12, Mo. 

(made in Bielefeld, Germany) 


Device; Phoenix automatic sewing 
machine No, 283 


Selling Features: Automatic push 
button control selects variety of 
stitches without attachments; 14 
magi-cams provide zig-zag, button 
hole, blind stitch, scallop, etc, at 
flick of switch; rotary hook, gear 
driven; drop feed for darming ot 
mending; automatic bobbin winder; 
instant reverse; stitch regulator; 
numbered tension control; spot- 
light; 2 spool holders; floating 
presser foot; green finish; 2-ton 
leatherette carrying case 
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WESTINGHOUSE 
Coffeemaker 


Westinghouse Electric Corp., 
Mansfield, O. 


Device: Westinghouse 10-cup auto 
matic coffeemaker, Pl.-552 

Selling Features: Makes from 3 to 
10 cups coffee; polished chrome 
over aluminum; black phenolic plas 
tic base; black anodized aluminum 
lid; 2 heating elements make it pos 
sible to begin percolating within 
15 seconds after unit has been 
plugged in; during percolating proc 
ess both elements are in operation, 
when finished, the 500-watt cle 
ment automatically cuts off and 40 
watt element holds coffee at prope: 
erving temperature; snap-action 
thermostat prevents boiling or 1 
percolating 

Price: $19.95 








PERFECTION Air Conditioner 


Perfection Industries Inc., 

Cleveland, Ohio 

Models: New line of 2- and 3-ton 
iir-cooled residential and commer 
cial central air conditioning units 
also 2- and 3-ton water cooled units 
Selling Features: Residential and 
commercials have same basic de 
sign; residential models use a cen 
trifugal type blower; commercials 
use propeller-type fans; air-cooled 
units have remote condenser sec 
tion connected to evaporator or 
cooling section by means of copper 
tubing and quick disconnect fit 
tings; hermetically sealed, fully 
charged coils have quick connects 
at each end so field connection of 
refrigeration lines to remote con 
denser can be accomplished quickly; 
Freon 22 refrigerant; conditioners 
may be used by themselves or in 
conjunction with forced warm ait 
heating system utilizing common 
ducts and registers 





VICTOR Freezers 


Victor Products Corp., 

Hagerstown, Md. 

Device: 2 Victor upright freeze: 
(VOU-160 illustrated) 

Selling Features: VOU-160 has 15 
cu. ft. capacity; other model, 19 
cu ft. capacity; both have paste! 


vellow interiors; exteriors available 
in white or Sherwood green baked 
cnamel with Aztec gold band trim 





3 


WESTINGHOUSE Baseboard 
Heater 
Westinghouse Electric Corp., 
Box 2099, 
Pittsburgh, 30, Pa. 
Device: Westinghouse 
heater for homes 
Selling Features: Units are installed 
along wall in place of baseboards 
and provide radiation and convec 
tion heat; maximum temperature of 
vertical outer surface is approxi 
mately 100 degs. lV’; installed in 2-ft 
sections, as many as are needed can 
be installed in room; 240 volt ax 
power requires; 250 watts per ft 
neutral-beige enamel finish 


baseboard 
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MONITOR Hydro Massager 


Monitor Equipment Corp., 
640 W. 249th St., 
New York, 71, N. Y. 


Device: Monitor hydro-path foot 
thassager. 

Selling Features: Lightweight, port 
able foot massager equipped with 
Monitor pulsator action that gives 
| 3way whirlpool hydro-massage 
percussion, friction and rhythmic 
water vibration; plastic model 
weighs 15 lbs.; mounted on wheels; 
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designed for use im a doctor's office 
as well as in home. 





ELECTROMODE Baseboard 
Heaters 


Electromode Corp., 
Rochester, 3, N. Y. 


Device: Electromode 
heaters in 900 and 1200 watts in 
iddition to 600 watt models 

Selling Features: Each size oper 
ites on 120, 240 or 208 volts; all 
basic units are 84 in. high, 3 in 
wide; 600 watt models are 32 in 
long; 900 watts, 48 in. long, 1200 
watts, 64 in. long; an outside corner 
piece and inside corner piece arc 
also available as well as blank sec- 
tions for extension, and right and 
left-hand end caps, all matching 
basic units for unbroken baseboard 
line; silver grey hammertone finish 


baseboard 





ROTI-RANGE Attachment 
Party-Q Corp., 
218 Sullivan St., 
New York City, N. Y. 


Device: Roti-Range electric oven 
barbecue attachment for ranges. 
Selling Features: Converts electric 
range oven ito rotisserie; easy to 
install—2 thumb screws fasten to 
oven rack; air-cooled motor operates 
on 110 volt current; 214 in. chrome 
plated, non-slip spit has removable 
bakelite handles and 2 slide-on 
kewers; handles up to 20 Ibs 
roast or fowl. 

Price: $24.95. 


ZA 





WRAP-ON Heating Tape 


Wrap-On Co., 
340 W. Huron St., 
Chicago, III. 


Device: Self-adhesive electric heat- 
ing tape to keep water pipes from 
freezing. 

Selling Features: ‘l'ape consists of a 
regular loop of heating cable spaced 
at proper distance on pressure of 
adhesive tape; polyethylene cover- 
ing over sticky side of tape is peeled 
off when installing—tape is simply 
pressed against pipe; available in 
3, 6, and 13 ft. lengths with 15, 30 
and 60 watt capacities. 
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ROBERTS Exhaust Units 


Roberts Mfg. Co., 
Cieburne, Texas 


Models: Rangaire and Ranger 
kitchen stove hood ventilators. 
Selling Features: Rangaire UC-2 
fits built-in cabinet; white enamel, 
chrome trimmed; also available in 
coppertone or silvertone baked 
enamel as well as copper or stain- 
less steel; removes fumes and grease 
at approximately 300 cfm; squirrel 
cage type blower; recessed frosted 
light panel lights entire ccoking 
area; canopy 43x4ixi8 in, 

Ranger, No. 110, low-cost unit 
easily installed in built-in cabinet 
above range or in ceiling; catches 
and traps grease and dirt before it 
can reach blower; baked enamel, 































coppertone or silvertone baked 
enamel; chrome trim. 
Prices: Rangaire from $64.95; 


Ranger, from $36.95. 






PERFECTION Oil Heater 


Perfection Industries Inc., 
7609 Piatt Ave., 

Cleveland, 4, 0. 

Device: Perfection adds 
H-10 to oil heater line. 
Selling Features: 8,000 btu heater 
has Pyrex window in combustion 
chamber; 9 gold screen windows in 
heater casing; “Midget Pilot’ oper 
ates over 100 hrs on single reser 
voir filling; hinged cover for top 
lighting and easy cleaning; built-in 
clean-out plunger; thermostat avail 
able as black baked 


enamel finish, gold trim 


model 


ACCESSOTY; 

















FLORENCE Built-In Range 


Florence Stove Co., 

1459 Merchandise Mart, 

Chicago, 54, Ill. 

Device: New built-in range oven 
and surface units. 

Sel Features: Florence thermo- 
statically controlled “Governess” 
burner and griddle available in sur- 
face units, 
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Automatically controlled 
size oven has removabk 


king 
glass win 


dow, hi broiler underneath which 
requires little stooping. 





FREEZ-IN Portable 
Refrigerator 


Son Enterprises, 
315 Gratiot Ave., 
Detroit, 26, Mich. 


Device: Freeze-In portable clectri 
refrigerator. 

Selling Features: l’rcezing compart 
ment has one tray~18 ice cubes 
| shelf; 148 sq. in. shelf space with 
opening for high bottles; 3 handles 
for easy carrying; plugs into any 
household outlet or auto plug with 
conversion kit; lightweight alumi 
num with baked enamel finish in 
2 colors—White, blue-gray or gol 
den brown; 14 to 2 in, spun-glas 
insulation; Phenolite breakerstrip 
4 h.p. hermetically sealed ‘Tecumseh 
freezing unit suspended on springs 


Price: $149.95 f.0.b. Detroit 





THERMADOR Heat Fan 


Norris-Thermador Corp., 

5215 S. Boyle Ave., 

Los Angeles, 58, Calif. 

Device: Newly designed Therma- 
dor heat fan 

Selling Features: Provides fan-forced 
heat for rooms up to 120 sq. ft. or 
can be used as supplementary heat 
for larger rooms; heavy duty motor 
and 4-blade fan directs heat down 
ward through specially designed 
louvers and outward over a wide 
area; maintains “black heat’ prin 
ciple; chromeplated steel rod base; 
available in 1650 or 1320 watts, 
120 volts in white or Sienna brown 
~1650 watt model available with 
thermostatic control. 

Prices: $15.95; thermostatically con 
trolled model HF5161 in Sienna 
brown $19.95, 





DUWEL Tools 
Duwel Mfg. Corp., 
1218 S. Western Ave., 
Chicago, 8, lil. 
Device: Duwel power sander No 
$-300 and planer No. PL-200. 
Selling Features: Sander sanding 
plate rides on hardened steel ball 
bearings; 5600 motions per min.; 
fs in. length stroke; § h.p. motor; 
straight line sanding; direct motor 
gear drive; plate size 7} x 33 in.; 
sandpaper easily changed; all metal, 
weighs 4 Ibs.; 6 sanding papers in 
cluded. 





Planer has 3 h.p. a.c. d.c. motor; 
ball bearings; 20,000 rpm.; spiral 
triple flute; cuts 24 in. wide, # in 
deep; 45 deg. angle on either side; 
weighs 84 Ibs.; 114 in. long, 8 in 
high. 


Price: Sander, $26.95 





CUMMINS Saw Attachment 
& Table 


John Oster Mfg. Co., 
Milwaukee, Wis. 


Device: Cummins ‘T'wo-by-Four drill 
saw attachment and saw table. 

Selling Features: Saw attachment 
makes it possible to cut full 2-in 
dressed lumber with ease with a 4 
in. drill; attaches to all Cummins 
}-in. pistol geared chuck drills; easy- 
grip handle; 54 in. chrome alloy turbo- 
saw blade; rip fence guide, full rest 
saw shoe; calibrated bevel adjustment; 
fast action depth adjustment; snap 
action drill clamp; blade sighting slot 
for viewing cutting edge at all times; 
heavy duty spindle adaptor. 
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Saw table can convert the above saw 
attachment into a bench saw; designed 
to complement the portable drill saw 
attachment; has no bolts or levers— 
2 by 4 saw snaps into place; Para- 
Lock rip fence guide provides auto- 
matic parallel alignment of guide with 
saw blade. 

Prices: Saw attachment, $14.95 com- 
plete, Table $12.95 





FLASHEAT Immersion Heater 


G. L. Electric Co., 
20725 Harper Ave., 
Detroit, 36, Mich. 


Device: Flasheat immersion water 


heater. 

Selling Features: Nickel chrome fin- 

ish; heavy rubberized cord; 110 

volts, 1320 watts a.c. or d.c.; weighs 

1 Ib. 2 0z.; 2 in. diam. 54 in. long. 
Price: $4.95. 


BRIEFS 





4 new Ray-O-Vac BR22 mechanics 
flashlight with 3-position switch is an 
nounced by Ray-O-Vac Co. Sturdily 
constructed with rubber and cap 
blocks and fibre barrel, for use in 
garages, service stations, repair shops, 
this new model will withstand hard 
bumps and knocks. Chromium plated; 
all metal switch. Price, $1.85 





A 4-caster dolly kit for the Westing- 
house DC-7 canister cleaner is an- 
nounced by Westinghouse Electric 
Co. Made of heavy gauge steel, formed 
to fit base of any Westinghouse can- 
ister cleaner, it is equipped with 4 
casy rolling casters that swivel and 
roll on ball bearings. $7.95 
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Arthur Godfrey 
and His Friends 


on right now—Sponsored by CBS TV Sets 
Every Other Wednesday, 8:00-8:30 P.M. B.D.S.T. 
156 Stations on the CBS Television Network. 







The Amos ’n’ Andy 
Music Hall 


—starting October 3rd 
Sponsored by CBS TV Sets 
Every Monday, 
9:30-9:55 P.M. E.D.S.T. 
204 Stations on the 
CBS Radio Network. 


The 
; Bing Crosby 
: Show 
starting October 5th 


Sponsored by CBS TV Sets 
Every Wednesday, 
7:30-7:45 P.M. E.D.8.T, 
(Rebroadcaat, 8:30-8:45 P.M, 
Pacifie Coast Time) 
204 Stations on 
the CBS Radio Network, 






The 
Tennessee Ernie 
Show 


—starting October 7th 
Sponsored by CBS TV Sets Or e COL ers 
Every Friday, 7:00-7:30 P.M. E.D.S.T. 


(Rebroadcast, 8:00-8:30 P.M. 
Pacific Coast Time) 
204 Stations on the CBS Radio Network. 


It’s the greatest all-star line-up that ever backed a TV dealer, and it’s all yours. Arthur Godfrey... Bing Crosby 
... Tennessee Ernie... Amos ’n’ Andy ... all selling the great new fall line of CBS TV Sets for you. ¢ That 
old Godfrey magic is working for you on TV right now, and for the rest of the year. ¢ Then, starting the week of 
October 3rd, ALL sell breaks loose! It breaks in 204 markets. It’s aimed at better than 95% of all the homes in 
America. And it keeps going every Monday, Wednesday and Friday clear through the year . . . barreling customers 
into your store. ¢ Get ready for the rush. Get set to move merchandise as you’ve never moved it before. Get your 


CBS Distributor on the phone right now! CBS-Columbia — A Division’ of the Columbia Broadcasting System, 
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“What's Acid Resistance’?”’ 


Most people know that stainless steel stays bright even 
when exposed to the worst of weather. But which if any of 
these acids can be used in contact with stainless steels? 

(a) Acetic acid 

(b) Carbolic acid 

(ce) Nitric acid 

Answer: All of them! Armco 18-8 Stainless Steel isn’t 
damaged by these acids under almost any conditions. 

Again, which if any of these common food acids attack 
stainless steels? 

(a) Citric acid from citrus fruits 
(b) Malic acid from apples and grapes 
(c) Oleic acid from oils and fats 

Answer: None of these natural organic acids affects Armco 
Stainless Steels. 

Keep this acid-resistance story in mind. Use it to show 
your customers that Armco Stainless Steel can’t be beat for 
its multitude of applications, such as range burner bowls, 
broiler pans and grids, kitchen sinks, refrigerator parts, 
washing machine parts, hollowware and tableware. 

Note: Consider using these messages in your sales training 
programs. Others like them have been assembled in a folder 
entitled, “You Have to Tell to Sell.” Just fill out the coupon 
and mail it to us. 


1135 Curtis Street, 


ARMCO STEEL CORPORATION | jidaicccn one 


Send me copies of your folder, ‘You Have to Tell to Sell.’ 


Firm... 
Street, 


City : lone State . nadeaiindi 


' 
be ee ee ee ew ean d 


ce 
| 
| 
| 
| 
! 
| Name: 
! 
{ 
| 
| 
' 
c 


“iP ARMCO STEEL CORPORATION 


11395 CURTIS STREET, MIDDLETOWN, OHIO 


SPECIAL STEELS 


Sheffield Stee! Division * Armco Drainage & Meta! Products, inc. * The Armco international Corporation 
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NEW PRODUCTS 


WESTINGHOUSE 
Steam-N-Dry Iron 
Westinghouse Electric Co., 
Mansfield, O. 
Device: Westinghouse open handle 
steam-n-dry iron now available in 
coppertone finish with rose brown 
handle 
Selling Features: Remain the same 
as the standard model—15 vent 
holes in base to provide wide 
path of evenly distributed steam; 
equipped with touch-click contro} 
which snaps into 8 settings for iron 
ing different fabrics. 
Price: $19.95 





\ “Portable Safety Power Panel” in 4 
Do-It-Your 
clf market is announced by Goodwill 
Mig. Co., 1215 S. Laramie Ave., Chi 
gO Nos. 10, 12 and 20 have two 
circuits; No, 22 has 3 circuit 
plug and separate receptack for 
motor and work illumination is placed 
it front panel. Fuse protectors for 
bench light, sander, time delay fuse, 
toggle switch for maximum h.p. pro 
tection are features. Hook-up exten 
sion cords are also available. Prices 
from $3.95 to $8.95 


different models for the 


Powe I 


Thaw-Alarm is a new automati 
device to give advance warning when 
ever freezer-stored food is in danger 
of thawing by sounding a buzzer and 
exhibiting a red warning flag when 
freezer temperatures go above 15 deg 
When temperatures drop below 15 
again, it becomes silent. $9.95. Ingl 
nook Craftsmen, 805 Ellison Ave., 
Cincinnati, O 





~_ 


- 

— 
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Mall Tool Co., Chicago, lias a new 
22-piece home economy kit power 
tool set for the Do-It-Yourself market. 
Features of No. 149B drill include 
4 in. steel and 4 in. wood capacity; 
a.c.d.c., 25-60 cycle motor; geared key 
type chuck; 2.3 amps. voltage rating; 
ball and bronze oilite bearings; 2500 
rpm speed, 1500 rpm load speed; 8-in 
long overhaul, weighs 3 Ibs 
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A single-unit, multi-purpose, do 
it-yourself 


tool—combina 
tion saw-jointer-sander is an 
nounced by Yates-American Ma 
chine Co., Beloit, Wis. It can be 
hanged from one tool to anothe 
by a turn of a wheel at cabinet 
ide; no belt-shifting. Safety is pro 


P IwCTI 


moted by fact that when one too! 
is “up” or im use, the others ar 
down” and out of way 

to attach 

can be made into a rotary file or 
portable drill or hole 
shooter, grinder, wire brush, buffer 


Accessori ire @as' 
router, 
polisher, or drum sand ; or | 
h.p. motor available 

Consists of an 8-in. tilting arbor 
circular saw, a 4-in. jointer, and a 


1.) » shee fs 
10-in. sander. Ball-bearing rip fenc« 


is easily moved; 34-in. high, 33-in 
$274.50 


wide. Price 





\ jig-saw attachment with ad 
justable circle-cutter and rip gage 
is announced by Arrow Metal 
Products Co., 140 W. Broadwar 
New York, 13, N. ¥ 

he new unit, No. 550 “Arco 
Jig-Saw” has an adjustable circl 
cutter that makes perfect holes and 
discs up to 20-in. diam; rip gage 
provides widths up to 10-in 

Attaches easily to any 4-in. cle 
tric drill, cuts pl woods, plastic 
metals, even lumber up to 2x4's 
Price $9.95; without gages $5.95 





Cordion Range Hood is an ex 
pandable satin finished range hood 
of stainless steel that pulls out 
Hood length i 
idjustable from 30 to 50 in.; 4-in 


like an accordion 
high, 45-deg. overhang; $29.50 
Made bv Metal Units Co., Inc., 
103 Park Ave., N. Y. 17, N. ¥ 
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Bright spots in your sales picture... 


\StANP GREE, 








Wound wise? 


. KitchenAid in Colorl 


Put your dealership into the sales spotlight of 
modern kitchen planning with the new color line 
of Kitchen Aid Food Preparers and Electric Coffee 
Mills. Decorator styled to match, blend or con- 
trast with every kitchen decor, the famous Model 
3-C Food Mixer and Model A-9 Coffee Mill now 
give you the answer to your customers’ and pros- 


pects’ most modern kitchen-working ideas. 
These rich, soft colors are a perfect comple- 
ment to the new or kitchen remodeling plans— 
refreshing additions to present kitchens—of 
every homemaker. Make sure you have them in 
stock, for this is the brightest thing to hit the 
Electric Housewares Industry in years! Yet 
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The Finest Made... by 








The World's Largest Manufacturer of 
Food, Kitchen and Dishwashing Machines 


underneath those beautiful finishes of Petal Pink 
.. Sunny Yellow...Island Green..,Antique 
Copper... Satin Chrome and Gleaming White... 
lies the finest quality product ever made for the 
kitchen... Kitchen Aid by Hobart! 

Minimum quantity for mixersin color is 
twelve. Coffee Mills, three. 


KitchenAid 
Electric Housewares Division 
The Hobart Mfg. Company, Troy, Ohio 


Please send complete descriptions and price 
details on KitchenAid products as indicated, 
Mixers: [] Model 3-C (4-qt.); 
CJ) Model A-9 Coffee Mill. 


KitchenAid Recipe Book included with each 
mixer. 
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GOT A LIVEWIRE GUY WITH BRIGHT IDEAS? 


‘1600.00 





IN CASH PRIZES FOR 


“CREATIVE RETAIL SALESMAN 


OF THE YEAR" 


IN THE APPLIANCE, RADIO-TV INDUSTRY 
SPONSORED BY LADIES’ HOME JOURNAL AND NARDA 


Grand prize....... $500.00 plus silver plaque 


4 additional prizes, for winners in each of these 4 categories: 


Complete kitchens....... $125.00 
Major appliances........ 125.00 
Electric housewares...... 125.00 


ar 125.00 
plus bronze plaque 


100 Certificates of Merit 


Somewhere there’s a salesman walking around 
with the sales-idea-of-the-year in his head—a 
knockout idea he thought up, worked out, and 
used to bring in business in 1955. Maybe he’s one 


of your crew. 


That idea is worth good hard cash to him in this 
challenging LADIES’ HOME JOURNAL— 
NARDA contest! Winners will be announced and 
the grand prize awarded at the big NARDA 
Convention in January. So get your go-getters to 
enter. Write the Journal today for as many free 
entry blanks as you need. 


“JOURNAL 


independence Square, Philadelphia 5, Pa. 


A CURTIS PUBLICATION 





THE EASY RULES 


! i 
! ; 
! t 
! { 
! t 
! i 
f ‘ 
| 1. All entries must be sent on official entry form i 
j available free on request from Mr. Georges J. 
j Birgy, Ladies’ Home Journal, Independence ! 
; Square, Philadelphia 5, Pa. i 
2. Any person is eligible to enter who does full-time ! 
{ selling of complete kitchens, major appliances, i 
1 electric housewares and/or radio and T'V. i 
! 3. Writing ability is not important —only the selling | 
| idea counts. \ 
| 
' | 
i i 
' ‘ 
i i 
r i 
i i 
t 
& p- 


4. Salesmen may submit as many creative selling 
ideas as they wish, but each must be on a separate 
entry blank. 


5. Entries must be postmarked not later than mid- 
night, Wednesday, November 30, 1955. 











This 60-Second Demonstration 
Boosts Electric Range Sales! 





















EASIEST TO USE! 
MONOTUBE's single-coil design pro- 
vides even, allover heat at every 
control setting ... simple, easy to 
understand, no complicated settings 
to learn and forget! 











EASIEST TO CLEAN! 
Exclusive LIFT-UP coil easily demon- 
strates the “ease-of-cleaning” fea- 
ture of every MONOTUBE... plus 
the removable oversize pan that 
washes like a dish! 
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FAST! DEPENDABLE! 
Large contact area brings food to 
desired cooking temperature quickly 
--.and MONOTUBES always stay 
flat, assuring lifetime efficiency and 
dependability! 








SELL SURFACE COOKING... 
AND THE FEATURES WOMEN WANT! 





Eighty-five per cent of all cooking is on the features most wanted by women (proved by 
range top. Experienced homemakers know a recent field research*), These features can 
this—and it is a smart dealer who plays up help you sell more ranges... use them in this 
the surface cooking features of his ranges. 60-second floor demonstration! 


Your MONOTUBE® Surface Units have the *Conducted by Market Facts, Inc., Chicago, Illinois 


© TUTTLE & KIFT, INC. 
Monotu be Co Aabiidiary of 80. Coypottion 


RAN G E UNITS 1835 N. MONITOR AVE. «+ CHICAGO 39, ILL. 
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Appliance-Radio-TV Market Statistics 


BUT the January 1956 Issue will bring it up to date with dozens of individual product 
market studies, scores of authoritative easy to understand tables and graphs. All of it 
will be wrapped up in hundreds of pages of useful market information. Nowhere else 
will there be such a complete and accurate Whole Industry report as there will be in 
the January 1956 Statistical and Marketing Issue of ELECTRICAL MERCHANDISING. 


ELECTRICAL MERCHANDISING will once again give the Industry its Fact Book when the 
January Statistical Issue reaches its subscribers ... and it will really be used. Top dealers 
and distributors will use it to guide their buying and plan their selling. Manufacturers 
will reprint much of the statistical information. Sales managers will assign quotas based 
upon its figures. Researchers will refer to it and even consumer media will quote it as 
the Industry Authority. 


But, important to advertisers it will be read, studied, analyzed and coveted and even hid- 
den away by people who won’t sell it if given the chance. It will be the best single means 
for advertisers to tell their product story ... and remember that ELECTRICAL MERCHAN- 
DISING is voted tops in advertising usefulness by top dealers and distributors. Dealers 
are more than twice as likely to pick up ELECTRICAL MERCHANDISING purposely to read 
the ads as they are the field’s second publication. 


In short, ELECTRICAL MERCHANDISING’s January Statistical Issue will be a real market 
place of appliance-radio-TV products which will be advertised in its pages. 


So, take advantage of the Statistical Issue with a January advertisement. 


The promotion-minded dealers and distributors who subscribe to ELECTRICAL MERCHAN- 
DISING are eagerly awaiting this big issue. And, the Statistical Issue can be one of your 
greatest selling tools during 1956... one which can help you build distribution and cut 
selling costs. 


Now is the time to make your space reservation for the January Statistical Issue. 


Closing Dates ... Copy to Set—December 1... Complete Plates—December 5 


® ELECTRICAL? 


will 


MERCHANDISING 


A McGRAW-HILL PUBLICATION © 330 WEST 42ND STREET © WEW YORK 36, W. Y. 





cover the market alone 
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RAYTHEON Color TV Set 


Raytheon Mfg. Co., 

TV and Radio Operations, 
5921 W. Dickens Ave., 
Chicago, 39, til. 


Model: Raytheon 21 in. color TV 
receiver, in table or consoles. 
Selling VWeatures; No larger than 
regular black and white console 
29 in. wide, 35 in. high and 23 in. 
deep; top tuning controls; “window 
viewing’ for channel selection; re 
ceives on “compatible system’ of 
color telecasts and black and white, 
simplified chassis on vertical mount 
ing, 24 tubes and 3 rectifiers in ad 
dition to picture tube which oper 
ates on the “3-gun”’ electronic 
principle; casters for portability; 
available in blond and mahogany; 
has an automatic chrominance con- 
trol; only 2 extra controls in ad 
dition to regular black and white 
controls; “color for intensity; 
“hue” for color value; dual speakers 
for hi-fi 

Price: $795, table model; $895, con 
sole. 





MAGNAVOX TY Sets 


Maanevex Co., 
Ft. Wayne, Ind. 
Models: Gotham 21"; MV137L; 
Operetta “21”; and Grand Opera 
“74.” 
Selling Features: Gotham, 
MVI54L, a 2l-in. console with 
Syntex mahogany cherry or blond 
Magnetex finish, MVI37L, a 
21-in. console with 10-watt audio 
system and 2 speakers in mahogany 
or cherry Provincial cabinet 
Operetta 21, a 21-in. low-boy 
stvled model in 3-way combination 
with 2l-in. TV, AM-FM and 2 
speakers, Syntex mahogany, blond 
Magnatex or Syntex cherry finish 
MV350R Grand Opera “24”, a 
24-in. 3-way combination audio 
system including a 10-watt ampli 
fier, two 12-in. and two 5-in, speak 
ers 
Prices: From $239.50 for Gotham 
to $595 for Grand Opera 
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HOFFMAN TY Consolette 


Hoffman Electronics Corp., 

3761 S. Hill St., 

Los Angeles, 7, Calif. 

Model: Hoffman “Rancho” Pacifica 
consolette B-3179 and P-3180. 
Selling Features: Dual speakers for 
sound fidelity; new Black easy 
vision lens; Mark 5 chassis; avail 
able in toast, blonde and cherry 
finishes; solid ash cabinet features 
tongue-in-groove construction 
Prices: Fach, $299.95. 





CROSLEY TV Line 


Crosley and Bendix Home Appliances, 
Div. Avco Mfg. Corp., 
Cincinnati, 25, O. 


Models: 1956 line consists of 15 
models—Custom V series, Advance 
V and Super V series. 

Selling Features: Custom V° series 
consists of 9 models; all have dis- 
appearing Zoom-A-Tenna multi- 
directional antenna; luminous chan- 
nel indicator in lower right corner 
of sereen mask; indicator numerals 
are a half-inch high; new styling 
includes a colored “jackstraw” pat- 
tern on speaker cover of blond con- 
soles and a gold-flecked mesh on 
rosewood mahogany consoles; mask 
has chased metal waffle pattern on 
perimeter; all Custom V sets have 
Cascode tuner; fade eliminator, in- 
terference guard, 90 deg. alumi- 
nized tube with cinema-wide screen; 
8-in. hi-fi speaker and optic glare 
shield. 

Advanced V, new group of V 
series models feature Super-tenna, a 
removable device that plugs into 
receiver top; models in this series 
include 17- and 21-in. table models 
in mahogany or blond with 
‘leathergleam” enamel top finish. 

Super V vertical chassis series is 
continued in 17- and 21-in. walnut 
models. 

Top of line models consist of 





NEW PRODUCTS .....» Television 


mahogany and blond horizontal 
console combination phono-TV 


sets and a blond horizontal TV 
consol 





SPARTON TV Line 


Sparton TV, 

Electronics Div., 

Sparks Withington Co., 

Jackson, Mich. 

Models: New Royal Scot TV line 

Selling Features: Line consists of 

| table model, Stewart, with 21-in. 

picture tube, available with VHF 

or VHF-UHF; and 4 consoles: 

Bruce, 21-in.; Malcom, 2\1-in.; 

Cameron, 24-in., horizontal console 

and Hamilton, 24-in. horizontal. 
Bruce and Cameron are available 





in mahogany finish; Malcom and 
Hamilton in limed oak. All models 
available with VHF only or with 
VHPF-UHPF, 

Prices: From $249.95 to $389.95. 





RAYTHEON TV Line 


Raytheon Mfg. Co., 

TV and Radio Operations, 
5921 W. Dickens Ave., 
Chicago, 39, Ill. 


Models: Raytheon “Aristocrat” 21 
in. line includes one table model 
and 4 consoles. 


Selling Features: Table model 210, 
has aluminized 90 deg. picture tube; 
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top tuning; tilted safety glass; tone 
control knob; 5-in. speaker; over- 
load relay. Available in natural ma- 
hogany and blond, and with VHF 
or UHF. 

C-216 and 217 consoles have im- 
proved vertical chassis; overload re- 
lay; tinted safety glass; cascode 
tuner; tone control; 2-speakers: 10 
in. base and 4 in. treble; blond or 
mahogany wood finish, UHF or 
VHF. 

C-214 and 215 has an additional 
6x9 speaker and swivel base; C-218 
VHF and UC-219 VHF-UHF, has 
triple speakers; available in genuine 
maple wood 
Prices: From $209.95 for 210 table, 
to $359.95 for 219 with UHF. 





SETCHELL-CARLSON 1956 
TV Line 


Setchell-Carison Inc., 

New Brighton, 

St. Paul, 12, Minn. 

Models: 1956 line of Setchell- 
Carlson unitized TV sets is made 
up of 21 and 27-in. receivers. 
Selling Features: Al] models use 
90° aluminized, self-focusing pic 
ture tube; 21-in. console models 
561 are straight TV; 562, ‘I'V with 
radio and 563 ‘T'V-radio-record 
changer. 

27-in. consoles 5601 are TV 
only; 5602, ‘T'V-radios and 5603, 
['V-radio-phone. Both 21 and 
27-in. console cabinets available in 
hand-tubbed dark mahogany or 
blond oak. 

Improved Unitized chassis in- 
cludes improved cascode tuner; 
traps added to II’; automatic noise 
gate; two 8-in. speakers—1 bass |! 
treble—with dual tone controls; top 
tuning; gold embossed leather dial 
panel; leather trim. 

Table model has 90 deg. alu- 
minized, self-focusing, 21-in. tube; 
No. 56 TV only; 56 WR, TV- 
radio; cabinets in dark mahogany 
or blond finish; top tuning; gold 
embossed leather dial panel; 4 
polished brass hairpin legs. 
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1. Berkshire, AM-FM radio-phono- 
graph has super-sensitive tuner, 15” 
and 12” bass speakers plus two 
wide angle horns, 20-watt high 
fidelity amplifier, diamond stylus. 
Genuine Mahogany, Blond, Cherry 
and Ebony, $595.00. 


2. New Yorker has top tuning, con- 
cealed controls, aluminized tube, 
Chromatone filter and reflection 
barrier. Two 8" speakers, sound 
diffusers, tone control, Cordovan, 
Blond, Syntex Mahogany and 
Cherry finishes. In Cordovan, 
$219.50 (VHF). 


3. Magnarama 24 has big 24’ 
screen in beautiful, compact cabi- 
net. Concealed top controls, two 
speakers, aluminized tube, optical 
oes. Comes ona with table, 
only $249.50 (VHF). 


4. Ma ic 210, high fidelity 
console phonogra h at table model 
price. Has 12°and 5’ speskers, 10- 
watt high fidelity amplifier, three 
speed intermix record changer, 
attractive acoustical cabinet. In 
Mahogany, Oak and Cherry. In 
Mahogany, $149.50. 
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In Missouri, too... up to 35% profit 
margin on popular models by Magnavox!” 


*Made possible through direct-to-dealer distribution 





THE JENKINS MUSIC COMPANY in Kansas City, Missouri, is one of seven Jenkins stores which operate 
in Missouri, Oklahoma, Arkansas aod Kansas. Their outstanding success with Magnavox is typical 
of the experience of other Magnavox dealers throughout the country. 


‘‘Factory-dealer partnership—plus protection against price- 
cutters—gives us top volume and profits with Magnavox!”’ 


"At this time, when there is so much con- 
fusion in the television-radio-phonograph 
industry--so much discounting and price 
cutting--I want you to know how much we 
appreciate our Magnavox franchise. 


"We started selling Magnavox three years ago. 
Now it is the #1 line in sales of un. ts and 
dollar volume in our Television-Radio- 
Phonograph division. 


"Our success in making Magnavox such a 
profitable operation has been due primarily 
to two important factors--first, our real 
partnership with the Magnavox organization; 
and second, the Magnavox policy which 
eliminates the discount houses and the price- 
cutting retailers. 


"We believe any intelligent, alert retailer 
who does not hold the Magnavox franchise, in 
markets where the franchise is available, 
should certainly be made aware of what he is 
missing." 






es F Gillespi 


Vic resident. & Ge al Manager 


The magnificent 





high fidelity television 


1955 


Magnavox 














ONLY THE MAGNAVOX FRANCHISE 
OFFERS THIS PROTECTED PROFIT PLAN 


Highest margins—up to 35% on 
— TV models and 44% on 
radio-phonographs—plus freight 
prepaid. 

The only TV-Radio line with vig 
orous enforcement ot pric e main 
tenance where permitted by law 
No price-cutting, no discount 
house competition, 


No promiscuous franchising 
Magnavox protects you by selling 
through fewer than 29% of the 
nation’s Radio-TV dealers, 


THERE MAY BE A FRANCHISE AVANAGLE 
in YOUR COMMUNITY 

If you want to make money selling 

TV and High Fidelity, write The 

Magnavox Company, Fort Wayne 

4, Indiana, 


* radio-phonographs 
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Telechron’s Newest Timer 


with an Electric Memory that turns 





Puts TNT in 

TV sales with 
features customers 
lors lame 1-1 — me tale ma 'Zel] 6) 


rors lammel-lealelal-jigcticn 


PAGE 160 OCTOBER, 1955—ELECTRICAL MERCHANDISING 








mae —% 


Telechron Electric Memory 
Timer Promotion Kit! 








Times Newest Television 





TV set on and off automatically 


(Ofellolam er-lel-mr-lil-is 
forelio) am er-to mala mm ial— 
POST pre-sells the 
amazing TV sets with 
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RCA Transistor Radios 
RCA Victor Radio and Victrola Div., 
Radio Corp. of America, 

Camden, N. J. 

Models: 2 all-transistor portables 
one minature with 6 transistors, 
No, 7BT9; No. 7BT10 featur 
larger loudspeaker and case with 7 
transistors, 

Selling Veatures: No. 7B19 comes 
in a plastic case 54 x 34 x 14 in. 
aluminum and gold finished trim 
No, 7BT10 in size comparable to 
present RCA Victor Personal port 
able has a leather covered cas 
with aluminum trim and slide rul 
dial, Both models have circuit 
designed for use with transistor 
with long life batteri« 

Price: $79.95 each 





MAGNAVOX Radio-Phonos 

The Magnavox Co., 

Ft. Wayne, 4, Ind. 

Models: Magnavox new line of 
radio-phonos includ Imperial 
Chairside No, 282B  Playfellow; 
Dusonic AM-l'M table radios, 
Music Master table radio-phono, a 
console combination 243B, and 
Berkshire 270B 

Selling Features: Imperial Chair 
side includes a chairside control in 
a step table design which houses 
new AM-I'M tuner, automatic rec 
ord changer; matching end table 
with record storage space is also 
available; remote speaker unit has 4 
speakers, a 15-in, and 12-in. each 
with two 4 lb, magnets plus 2 horns; 
can be attached to any Magnavox 
TV set with a 10-watt amplifier 

Imperial is also made with con 
sole unit instead of a chairside, 

Deluxe Playfellow—a leathertop 
table phono with legs: 3 speakers; 
in mahogany, oak or cherry. 

2 radios FM 13 Duosonic and 
FM 13 X Duosonic AM-IF'M table 
radios; X model has remote speaker 
No. 260 M, Music Master table 
radio-phono with AM-FM radio 
now bas new chassis. No, 243B, 
wood console with AM-FM phono 
plus 12-in. and 5 in, speakers in 
mahogany, oak or cherry. 

Berkshire console radio-phono 
comb features 3 speakers~a 1 5-in., 
a 12-in. cach with 24 Ib. magnets 
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plus a horn; also features AM-FM 
radio and tuning cye. 

Prices: Chairside, $275, Playfellow 
$139.50: Duosonics $99.50 and 
$129.50: Music Master, $179.50 
Berkshire, $595 


2. 
—— 


Skipper 

RCA VICTOR Correction 
RCA Victor Div., 
Radio Corp. of America, 
Camden, 2, N. J. 
Models: Skipper, battery operated 
portable radio-phono and 3-speed, 
single-play portable phono No 
6EMP2 described in August EM 
pl79 with the wrong illustration 
Features: Skipper, shown above is 
RCA Victor's new battery-operated 
portable radio and 45 rpm single 
play “Victrola” phono combina 
tion; radio controls are on outsicd 
of plastic cabinet, permitting radio 
to be played while unit is being 
carried; contains 4 tubes; operates 
on an A/B powerpack and 4 flash 
light-type batteries; available in 
white with red grille or black with 
gray grille 





No, 6 EMP2 


3-speed, single-play _ portable 
phono has twin stylus pickup, con 
tinuous tone control; available in 
simulated tan leather or 2-tonc 
leather with contrasting checked 
fabric trim 
Prices: Skipper, $59.95; phono, 
$29.95 








MITCHELL Phonos 

Mitchell Mfg. Co., 
2525 N. Clybourn Ave., 
Chicago, Il. 
Models: 2, 3-specd portable phonos 
Nos. 1421 and 1422 
Selling Features: Both models play 
up to ten 12-in. records, twelve 
10-in., or 14 7-in, at single loading; 
ill speeds, 334, 45 or 78 rpm and 
10- and 12-in. records of same 
peed intermixed; both play up to 
+ hrs. at single loading and auto 
inaticall hut off changer and 
unplifier after last record 

No, 1421 has single osmium 
tipped needle; tone control ampli 
her and Alnico PM speaker; 2-ton 
brown Case 

No. 1422 has dual sapphire nec 
dles in ceramic cartridge; 3-tube 
unplifier Alnico PM _ speaker; 
Vabrikoid brown oak pattern carry 
ing case; a.c. only 
Prices: No. 1421, $59.95; No 
1422, $74.95. 





WEBCOR 1956 Phonos 
Webster-Chicago Corp., 
5610 West Bloomingdale Ave., 
Chicago, 39, III. 
Models: 9 wulti-speaker hi-fi 
phonos and a new mtermix record 
changer 
Selling Features: Four deluxe 
models: Ravinia Imperial, Ravinia 
Coronet and Musicale Coronet and 
Minuet Coronet have diamond 
stylii for 334 and 45 rpm records as 
regular equipment; all play all sizes 
and speeds of records, all automatic 
models equipped with Webcor 
changer that plays an intermixed 
stack of 7, 10 or 12-in. records of 
same speed and that hold wow, 
rumble and flutter to new low 
levels; new Ceramite pick-up cart 
ridge, smallest, lightest ceramic 
cartridge reduces record wear and 
produces better tone and volume. 

Holiday Coronet has 2 speakers, 
a woofer and tweeter, a powerful 
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push-pull amplifier; luggage-type 
case in black or tan pyroxylin, gold 
metallic grill and trim. 

Musicale Coronet, table model, 
has 3 speakers, automatic intermix 
changer, shockmounted 4-pole 
Rotodyne motor, 5-watt output; 
mahogany or blond, gold trim. 

Ravinia Coronet has all features 
of Musicale plus low-boy console 
cabinct in mahogany or blond. 
Prices: [rom $24.95 for Pixie 
to $275 for Ravinia Imperial. 





WEBCOR Tape Recorders 
Webster-Chicago Corp., 

5610 West Bloomingdale Ave., 
Chicago, 39, III. 

Models: Webcor 1956 tape recorder 
line includes Winston and Roval 
Selling Features: Winston, low 
cost lightweight, pushbutton ope: 
ited recorder in luggage type port 
ible case or in table models in wal 
nut, mahogany or blond wood and 
2 hi-fi recorders 

Webcor Royal has 2 motors, 
recording heads, permitting it to 
record or playback in either dire 
tion, gives up to 2 hrs. recording 
time without rewind; Veeder Root 
revolution counter simplifies edit 
ing and locating contents of reel; 
records at 74 or 33 ips; plays back 
through its own hi-fi speaker and 
amplifier with 5S-watts output; 
monitor position permits listening 
to what is being recorded; luggag« 
tvpe portable case, ebony pvroxylin 
cover, gold metal grill. 

Roval Coronet combines all 
Roval features with larger case and 
3 matched speakers located on 
either side and at front of cabinet 
Prices: Portables: Winston, $149.95: 
Royal $219.95, Royal Coronet 
$249.95. 





RAYTRONIC Recorder 
Raytronic Laboratories, Inc., 
9701 Reading Rd., 
Cincinnati, 15, O. 
Device: Raytronic ‘Melatone” 
portable tape recorder. 
Selling Features: Weighs 14 Ibs 
12 oz.; single knob control for re 
wind, fast forward or playback with 
full stop and pause positions; side 
jack for outside speaker; 2-speeds: 
operates with lid open or closed; 
4 colors; microphone with cord also 
a spare 5-in. pickup reel. 
Price: $149.50. 
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Your Major Appliance Sales will be up this Christmas 


when you tie-in with U. S. Steel’s 


—1939— 








It’s easy to Tie-In with 
OPERATION SNOWFLAKE... 


Here’s How: 


1. Fill out and return coupon at right. You will then be 
sent your free Promotion Kit. Use all the material in 
the Kit and the suggestions in the Plan Book. 


2. Plan now to devote your local advertising efforts begin- 
ning in mid-November, to the “Make It A White Christ- 
mas... Give Her A Major Appliance” theme. 

3. Create window and in-store displays using Major Ap- 
pliances and build around the “White Christmas” theme. 

4, Make arrangements to tie-in with your bank or one of 


the utilities in your area. Help them set up displays in 
their lobbies or windows. 


Alert your advertising department or agency to the pro- 
motion. They'll help you tie-in. 
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Robert C. Myers, Director 
Market Development 
Dept. EM-10 

United States Steel 
Pittsburgh 30, Pa. 


Please send me my free OPERATION SNOWFLAKE Promotion Kit. 





NAME .ccocccsveceosons ; rede eee 
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OPERATION SNOWFLAKE 











UNITED STATES STEEL 


PAGE 





163 











Only EUREKA 


at LOW PRICES with BIG 
: eg oO $100,000.00 


THIS SPARKLING NEW in 30 Days 


SUPER POWER 
% HP MOTOR 


_.svPer Hoto-Matic 


F Guoraneed by © 
: with Zip-Clip Swivel-Top 





















— Househeeping 


ZIP-CLIP 
opens instantly 





Sensational 
New 4-Wheel J 


ROTO-DOLLY < 
EASY TO ATTACH! aa 


A ea 






is 


eG 


Oe te 


Limited Time! RATED NO. 1 


FREE! “ew $10.00 RoTO-DOLLY BEST BUY 
with each cleaner 











\S Exclusive 

ATTACH-O-MATIC 
Featured in Eureka's September and October tremendous 2-page Clip-on Tools 
spread ads in flaming color in both “LIFE” and “POST” as a Free with FREE ROTO-DOLLY... Still Only 


Introductory Offer with each Eureka Roto-Matic, for a limited time 
only, the marvelous new $10 roll-easy, 4-wheel Roto-Dolly is a $s 
terrific special for fast store selling and dealer local promotion 
advertising. 
Pre-tested, “surefire” promotion newspaper ad-mats in 13", 33° 


Cnisiaes with 


del tool 
and 57° size are available at your Eureka distributor. Order mats at wees 
once and get your local Fall promotion going. You can’t miss big EUREKA WILLIAMS COMPANY 
sales in a hurry! Division of Henney Motor Company, Inc., Bloomington, Illinois 


In Canada: Onward Manutacturing Company, Ltd., Kitchener, Ontario 
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Yvestou BOM, 


NATIONAL ADVERTISING 
Prowole 


THIS DAZZLING NEW 


oe 
suren Aattomattio 
. ean 


with Motor-Driven Dirt Disturbulator 
and Disposable Paper Dust Bag 


It’s new! All new! Color styled in beautiful deep jewel-like red and silver gray, the 
gorgeous new Eureka Automatic upright, $-255, with its many improvements, is the 
finest, most stunning cleaner of its type you have ever seen. 
Most all women with wall-to-wall carpets or big rug areas, and older women in 
particular, definitely prefer the easy automatic cleaning action of this type of cleaner. 
Dealer Introductory Promotions will offer this marvelous New Eureka at the special 
low price of $79.95 plus trade-in cleaner— $35 to $40 less than any comparable cleaner. 











Specially Designed 
for Quick, Easy Cleaning of 
Wall-to-wall Carpets 

and Big Rug Areas 


— Effortlessly 








/ ‘Nites te -Y-¥-T(omot (-¥-Vallal- Meret ikelat-; 


~ ad 


NO DUST BAG TO EMPTY—The new colorful rugs on smooth floors. This 2-speed action is most 


“Zipper” cloth bag with disposable paper dust bag necessary —most desirable in cleaners of this type. Deluxe §-Plece 


Set of Cleaning 


assembly and 3 extra paper bags eye: equip- QUICKLY CONVERTS INTO POWER ‘ Tools in 
ment on the new Eureka Automatic S-255. A special DRIVEN FLOOR POLISHER—Merely remove Pa men ope 





all-cloth dust bag is available for commercial cleaning. 


EXCLUSIVE 2-SPEED MOTOR—The 2-way 
switch in the handle produces high speed—power- 
ful suction for cleaning heavy rugs and carpets—or 
low speed, less suction, for cleaning small, flimsy 
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regular Disturbulator and insert the specially de- 
signed EUREKA WAXER-POLISHER brush. Use a 
good paste wax. Gives a professional, hard, glossy wax 
finish to linoleums, hardwood floors, tile. Optional 
$7.50. (Good Free Premium or Trade-in Offer.) 
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$1995 
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SELL UP! 
SELL PORCELAIN! 


/ 


Resists acids and alkalies! 
Wipes new like a china dish! 


Won't burn! Won't stain! 


Won't fade or change color! Won't scratch! Won't wear 


through! It’s fused to the metal! 











* Independent survey of 2,000 Saturday Evening 
Post families shows Porcelain enamel the first 
choice by a 5 to 3 margin, for the exterior finish 
of Clothes Dryers. There are good reasons for this, 
briefly summed up at the right. 


PORCELAIN ENAMEL gives you a big sales advantage! 


POINT UP THE USER BENEFITS FOR BIGGER, MORE PROFITABLE SALES! 


Won't rust or corrode! 
Truly a lifetime finish! 


oO 
a® FERRO CORPORATION cieveland 5, ohio 








developers of today’s finer porcelain enamels 
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ATR TV Console 
American TV & Radio Co., 
300 E. 4th St., 

St. Paul, 1, Minn. 


Model: Provincial No, 26002 21-in. 
full door console. 

Selling Features: Full transformer 
super-powered ATR 2600 chassis; 
push-pull audio; dual speakers; 


spotlight tuning; 90 deg. alumi- 
num 21 in. picture tube; 4-stage 
41 me IF amplifier, precision inter- 
lace; permanent magnet focus; high 
sensitivity for fringe reception; fine 
furniture cabinet 

Price: $495. 





SENTINEL Radios 
Sentinel Radio Corp., 
Evanston, Ill. 

Models: 4 table, 3 portable, 2 clock 
radios, and 2 hi-fi radio-phono com 
binations in Sentinel 1956 line 
Selling Features: ‘Table radio 360 
features simplified tuning dial and 
volume control; Verrite rod an 
tenna; cabinet in ivory mahogany 
and red; 4 in. speaker; 4 tubes. 

No. 352, has 4 in. speaker; 4 
tubes plus rectifier; available in 6 
colors. 

No. 363, has heavy duty 5x7 in 
elliptical speaker; Ferrite rod an 
tenna; 4 tubes plus rectifier, 6 
colors 

No. 344, 4 tubes plus rectifier; 
5-in, speaker, in walnut or ivory. 

Clock radio 364 has 34 in. 
speaker; 4 tubes including rectifier; 
Telechron clock; ivory, red or ma 
hogany 





Clock radio 365 has gentle alarm 
also turns on program at desired 


time; Telechron clock; 34 in. 
speaker; 4 tubes including rectifier; 
6 colors. 

Portable 354 weighs 44 Ibs. with 
batteries; Ferrite rod antenna; CD 
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NEW PRODUCTS... ris 


markings on dial; 34 in. speaker; 
uses 2 A 14 volt and | B 674 volts. 
5 tubes including rectifier. 

Portable 355-P has 5 in. speaker 
and bass boost; CD markings; uses 
44 volt A and 90 volt B batterics; 
5 tubes; 6 colors. 

Personal Portable 359-P weighs 
2 Ibs., 14 oz. with batterics; leather 
shoulder strap and handle; 4 in. 
permanent dynamic speaker; 3 
colors. 





Hi-Fi radio-phono 367-T has a 
precision-built AM radio with Fer- 
rite rod antenna; 4 in. tweeter and 
8 in. woofer speaker; directionally 
mounted to reproduce a music scale 
from 20 to 20,000 cycles; 74 watt 
push-pull amplifier; British Collaro 
automatic record changer with 3 
speeds, stops after last record; on- 
off indicator light; continuously 
ind variable treble and bass con 
trols; mahogany, or blond, 7 tubes 
including rectifier 

Hi-fi radio-phono console, No. 

3608 has 2 extended range speakers, 
15 mm. woofer and 4 in. tweeter, 
front mounted for acoustical bal 
ance; 74 watt push-pull amplifier; 
British Collaro automatic 3-speed 
changer; on-off indicator light; vari 
ible treble and bass controls; Fer 
rite rod antenna on AM radio; 
inahogany or blond finish. 
Prices: Table models from $14.95 
to $36.95; clock-radios, $19.95 and 
$29.95; portables from $32.95 to 
$35; hifi combinations from 
$169.95 to $249.95. 





SYLVANIA Clock-Radios 
Sylvania Electric Products Inc., 
Radio & TY Div., 

254 Rano St., 
Buffalo, N. Y. 


Models: Sylvania 1956 clock-radio 
line includes 3 models Night 
Lighter, 598, Melodie, 5485, and 
Reveille, 548. 

Selling Features: Nightlighter, 
shown, super-deluxe radio-clock 
with Panelescent lighting in clock 
face and radio dial are easy to read 
at night as well as in daytime 


1955 


Melodie deluxe radio-clock alarm 
sounds 7 minutes after radio turns 
on, 

Reveille radio-clock has single 
knob on clock face which controls 
on-oft-automatic operation of radio. 





G-E Transistor Radio 
General Electric Co., 
Electronics Park, 
Syracuse, N. Y. 
Device: G-E 5-transistor pocket 
portable radio, 
Selling Features; Both station se- 
lector and on-off-volume control 
may be operated with one finger; 
equipped with loudspeaker and 
jack into which hearing-aid 
earphone may be attached; 54 in 
long, 3% in, wide, 14 in. deep; 
<< with battery receiver 


weighs 15 oz.; 5 military-type her- 
metically sealed transistors are used 
on a plated-circuit chassis, 





CROSLEY 1956 Radios 


Crosley and Bendix Home Appliances, 
Div. Avco Mfg. Corp., 
Cincinnati, 25, 0. 


Models: New radio line has 22 
models featuring a_ transistorized 
pocket radio, 

Selling Features: ‘Transistorized, 
printed circuit model, designed as 
a book, available in 6 styles—-when 
front cover of “book” opens con- 
trols are revealed; each book has 
title on leather binding representing 
various colors: “Enchantment”, 
black; “As you Like It” brown; 
“Magic Mood” green; “Fantasy” 


maroon, etc, 





§ table radios in ‘“Coloradio”’ 
series, available im black, green, 
ivory and red; J'13 series feature 
random circle pattern on speaker; 
J14 autumn harvest pattern of scat- 
tered straw. 

Clock radios in 2 series: JC6 
ind JC8; each series available in 
black, brown, tan or white, JC8 
has slide rule dial and an appliance 
outlet, 





RAYTHEON Transistor Radio 
theon M i. Co., 

TW eed he ee 

5921 W. Dickens Ave., 

Chicago, 39, til. 


Model; Raytheon “Super-T’’ tran- 
sistorized portable radio. 

Selling Features: Plays 2500 hrs. in 
normal use on power from small 
“A” pack battery; twin 5-in, speak- 
ers in front; no-plug-in attachment 
necessary; improved circuitry uses 
transistors to replace vacuum tubes; 
12 in. wide, 54 in. deep, 8 in. tall; 
leatherette finish over hardwood 
cabinet with carrying handle and 
gold finished pea on grille; weighs 
only 8 Ibs. 

Price: $89.95, 





MITCHELL 1956 Radios 

Mitchell Mfg. Co., 

2525 WN. Clybourn Ave., 

Chicago, lil. 

Models: Rondeau, Fiesta and Bel 
Aire table radios. 

Selling Features: Rondeau, ac. 
d.c., 4-tube including rectifier sup- 
erhet tunes all AM band from 
540 to 1620 ks; builtin air magnet 
antenna; full vision clear plastic 
dial; Alnico PM dynamic speaker; 
ebony brown-beige or white plastic 
cabinet. 

Fiesta, a.c.-d.c. S-tube superhet; 
full AM band; built-in air magnet 
antenna; side tuning dial; ave; Al 
nico PM speaker; mahogany or 
grey plastic cabinet. 

Bel Aire a.c.-d.c. 6-tube includ 

ing rectifier superhet; AM broad 
cast; built-in air magnet antenna; 
Alnico PM speaker; airplane dial 
tuning; avc; mahogany or white 
plastic case. 
Prices; Randeau, $16.95 ebony, 
$18.95 white or brown-beige; 
Fiesta, $24.95, mahogany, $26.95 
grey; Bel Aire, $32.95 mahogany, 
$34.95 white. 
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We're backing you_and TV's 


biggest pre-Christmas advertising 


RCA VICTOR'S 3 GREAT NEW SELL-UP LINES—AND COLOR, TOO— 
CAN MAKE THIS YOUR GREATEST CHRISTMAS SELLING SEASON YET! 





The Special Series—fine performance at The Super Sets—with the only ‘4-Plus”’ Television Deluxe— TV's finest reception Big Color by RCA Victor. Compatible 


the lowest prices in RCA Victor history! performance in low-priced TV! Above, and most luxurious cabinetry. Above, Color TV at its best. Above, the Seville 
Above, the Towne 21 with Oversize the Gladstone 21 with Oversize 21-in. the Everest 24 Deluxe in mahogany grained 21 in mahogany or blond tropical hard- 
21-in. picture tube in black textured picture tube in mahogany grained finish finish (24D655), $349.50. wood finish (21CT661), $795. 

finish (2186052), $169.95 (21T635), $269.95 
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HERE’S THE BIG PRE-CHRISTMAS PUBLICATION SCHEDULE 


Ads on black-and-white TY NBME eee renee + sees Page, 4 colors 
TYTTTTTTTITT -+ + eee Page, 4 colors 
ee re UU I tantashines aes . 8th... .Page, 4 colors 
Better Homes and Gardens. .Dec.......4pages,4 colors  —«§«-—- FY GW reece eeeeeennes . Sth. ..Page, 4 colors 
di eedevedcoushes . » 4 pages, 4 colors renee eeeerenees - Page, 4 colors 
TYTTTTITTTT Tit + +e eeee8 pages, 4 colors 
TEETITITITI TTT Page, baw PITTTTitiy betoces 
ae Mee Spread, b&w Family Waek........0000: . .3/5 Page, b&w Notional Geographic. .....Nov....... 
WTTTTTTTTTTT TT. TTT Page, baw Family Week. .......00005 ; . . Page, 4 colors National Geographic. ..... + ++e++Page, 4 colors 
WYTTTTTITITIT Tt ss eeee Page, baw ep tee . 3/5 Page, b&w Newsweek... ....ccccceee . . - Page, 4 colors 
WTTTTITTTT TT. Trt re Page, 4 colors Pio eee” f . « Page, 4 colors Newsweek... . 6.6 cccceees b . Page, 4 colors 
PPPTTTTITITITITiT ity . . Page, baw p 1 Supp " Sitecooteesese b . «Page, 4 colors 
WITTTITITIVIT Lite b + Page, 4 colors ond ROP News........... Oct. 2 . 3/5 Page, baw TTTTITT TTT Te .- Page, 4 colors 
iunes even cevesces o6 . Sth. . Spread, 4 colors independent Supp ee .. «Page, 4 colors 
we ee Page, 4 colors and ROP News. .......+..Dee, 4th. . . Page, 4 colors paseWbesde cocvesses it . «Page, 4 colors 
oveee . let... Page, baw TITTTT ITT TTT TTT ++» Page, 4 colors 
peeves . «+ Page, baw Ads on Color Television seseeeeeeMov...++-Page, 4 colors 
eooces . » «+Page, 4 colors Atlantic Monthly... 6.66 +++ beseoece 


TTTTTT it). TePTTT Page, 4 colors 
eecees « «Page, 4 colors Atlantic Monthly... 6.6666 seeeee seeeecccscccces MOY. + -Page, 4 colors 


eee ewww ween eee eene 


Cee eee eee eee eV cess 


were eee Fe ee eee 











TV AND RADIO COMMERCIALS — MAGAZINE AND NEWSPAPER ADS —TOTALING 
A STAGGERING 1 BILLION IMPRESSIONS! 


Already selling at the fastest pace in TV history—-RCA Victor TV will get the biggest pre-Christmas advertising push ever! Power- 
ful national media will be used to tell prospects two things: (1) Christmas time is the perfect time to give RCA Victor TV and 
(2) their RCA Victor dealer's is the place to buy it! 


But you must do your part! Make sure every possible customer in your area knows you're an RCA Victor dealer. Don’t miss a single 
bet—this can be your biggest Christmas selling season ever! 
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fastest selling line_with the 
campaign you've ever seen! 


TOP-RATED TV AND RADIO SHOWS REACH MILLIONS EVERY WEEK! 






FIBBER McGEE and MOLLY 


it 


MILTON 
BERLE 





Mr. Television himself—now becomes Mr. Color Tele- TV's top comedienne—on NBC-TV every 3rd Tuesday. Radio's all-time favorite comedy couple. Spots on this 
vision—1 out of every 3 Tuesdays. Invite prospects to A sure thing for comedy—or selling RCA Victor TV! show will tell millions all about the Big Change in TV. 


see this great show on Big Color TV. 


a P / \aae 
presents 


iy, SEE ee 
“CYRANO tet fe 
BERGERAC” —_SADLER’S WEIAS BALLET 3 
MONITOR 


October 17th—Academy Award winning José Ferrer December 12th—Famous the world over—Sadler's Most talked about radio show in years! Spots on this 
stars in the TV version of the hit play and movie. Wells Ballet presents “The Sleeping Beauty.”’ show will reach millions in cars and in homes, 


TOP-RATED MAGAZINES, NEWSPAPER SUPPLEMENTS REACH MILLIONS—IN MASS AND CLASS MARKETS! 


lown Jourtial NEW ad ae 
a? 





a. Pi 





j * on, a g ie - , . | 
ruin a: 


~ ae 


FIRST IN BLACK- AND-WHITE TEL thay 


i news about new RCA Victor TV—1in time to do their Christmas shopping at Ww 
4 your store! No matter what your customers read—-they’re sure to see and 
\ ’ : fer P is é 5 Y Tere 


Talk about coverage! We want to make sure your customers hear the 


learn why every Christmas more Santas give RCA Victor than any other —0@ Ich AMERIC 


sleuie ! * + 
television! FIRST IN COMPATIBLE COLOR TEL E VISION 
Manulacturer's nat ally advertised list prices for VHF black-and-white TV and UHF.VHF color TY shown, sublect to change 
Black-and-whit« ¥ slightly higher in for West and South; UHF optional ot RCA Victor's lowest price ever only $25. 
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Slim (Micro) Tube says: 


They've got 
to be slim 
to be tast 








on the heat-up 


You know your customers want speed 
++. and a slim tube gets hot faster 
than a thick tube. So you have a 
definite sales advantage when you 
sell ranges equipped with slim... 


Yor ij WM Nh, 


Surface 
Units 


You'll find Microtubes on more lead- 
Ing makes of electric ranges than 
any other unit. And here's why... 








FASTER HEAT-UP . . . slim tube is hot 
In seconds. 


QUICKER RESPONSE . . . thin, sturdy 
tube has only “% the mass to heat 
up or cool down, in response to any 
change in switch position. 


MORE HEATING SURFACE .. . flat- 
top, close spaced coils provide max- 
imum contact with cooking utensils, 
in uniform allover heat pattern. 


Ask for Microtube-equipped ranges. 
They give you the extra selling edge 
on competition. And that means 
quicker turnover, more profits. 


For complete information on 
Chromalox Microtube Surface Units 
write us direct. 


4 Ga00 


Edwin L. Wiegand Company 


7525 Thomas Boulevard 
Pittsburgh 8, Pa, 


The trend is toward 
slim, flat-top 


170 


i 
| 
| 








CHROMALOX 
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4 Adaptors plus 2 Microtubes 


service 98% of all range openings. Order from 
a Chromalox Distributor. If you don't know a | 
Chromalox Distributor, contact one of these... | 


CHROMALOX 
DIRECT FACTORY REPRESENTATIVES 


anente 8, GEORGIA 
C. B. Rogers and Associates 
1000 Peachiree Street, NE. — 1733 


BALA-CYNWYD nnneng Sy = 
J. V. Cathoun Company, 34 > = Avenue 
Greenwood 3-4477-78- ee 80 (Philadeiphve Exchange) 


BALTIMORE 18, MARYLAND 
Paul V. Renoff Compan 
333 East 25th Street - kins 7-3280 - 7-3281 


ne. 
field 2-8600-8604 
New York City: Worth 4-4258, 4-4278 
oqeren 9 1, Thm | ia 
Leo C. Petkus and Company 
683 Atlantic Avenue Liberty 2-1970 and 2-1946 
BUFFALO 2, NEW YORK 
Niagara Electric Sales Company 
505 Delaware Avenue— Summer 4000 


CHARLOTTE 2, aoerh & AROLINA 
nson, Wallace & rt = Fourth Street 
Edison 4-4244— frentdin 5-104 
CHATTANOOGA 2, penta 
Harold R. Miles and Associates 
424 Georgia Avenue Phone 5-3862 


CHICAGO 6, ILLINOIS 
Fred |. Tourtelot oe South Dearborn Street 
Harrison 7-5507, 7-5508, 7-5509 


CINCINNATI 8, OHIO 
The Smysor Compa pany 
1046 Avenue— Trinity 1-0605 


anne 13, OHIO 


Inc. 
moi? West 25th Street—Prospect 1-7112 


DALLAS TEXAS 
L. R. Ward Company 
3009-11 Canton Street—Riverside 6279 


DAVENPORT, ag 
Voico Compa 
215 Kahl Building Phone 3-2144 


DENVER 11, COLORADO 
Richards & Associates 
2415 15th Street—Glendale 5-3651 


DES MOINES 14, 7 
Midwest Equipment Com apeny of lowa 
842 Fifth Avenue—Des Moines 3-1203 
DETROIT 38, MICHIGAN 
Carman Adams, Inc. 
15760 James Couzens Highway University 3-9100 


HOUSTON 3 Loo 
L. R. Ward Compan 
1814 Texas y am mend Capital 5-0356 


INDIANAPOLIS 4, INDIANA 
Couchman-Conant, Inc. 
627-631 Architects & Builders Bidg. -Melrose 5-5313 


KANSAS CITY 6, a 
F. D. Moore Compa: 
106 East 14th Street Victor 3306 


LOS ANGELES 11, CALIFORNIA 
Montgomery Brothers 
2113 South San Pedro Street— Richmond 7-940] 


MANCHESTER, NEW HAMPSHIRE 
K. E. Marston 
P. 0. Box 221—-Bedford 2-4544 


MIDDLETOWN, 1 ~piameed 
Dittman and Greer, Inc. 
33 Pleasant Street Diamond 6-9606 


MILWAUKEE 3, WISCONSIN 
Gordon Hatch Company 
531 West Wisconsin Avenue— Broadway 1|-3021 


MINNEAPOLIS 4, MINNESOTA 
Voico Company 
831 South Sixth Street Geneva 3373 


NASHVILLE 4, TENNESSEE 
Harold R. Miles and Associates 
2500 Franklin Road — Phone 8-7015 


NEW YORK CITY, NEW YORK 
See Bloomfield, New Jersey 


OMAHA ee fh See 
Midwest Equipment Company of Omaha 
1614 Izard Street Atlantic rn ~~’ 


PHILADELPHIA, PENNSYL 
See Bala-Cynwyd, Pa. Bone : Psst 


PITTSBURGH 6, PENNSYLVAN' 
Woessner-McKnight Co., 1310 Wightond Building 
115 South Highland Avenue—Emerson 1-2900 


PORTLAND 8, OREGON 
Montgomery Brothers 
1632 N.W. Johnson Street— Beacon 4197 


ROCHESTER 4, NEW | ll 
Niagara Electric Sales Compa 
133 South Clinton Avenue PHamilton 2070 


ST. LOUIS 1, — 
C. B. Fall Compa | 
317 North tith § Street- Chestnut 1-2433 


SAN FRANCISCO 3, CALIFORNIA 
Montgomery Brothers 
1122 Howard Street—Underhill 1-3527 


SEATTLE 4, WASHINGTON 
Montgomery Brothers 
911 Western Avenue —Seneca 3270 
SYRACUSE ~ + YORK 
Rob- Smith 
2507 James Street Syracuse 73-2748 
WICHITA 2, KANSAS 
F. D. —y Company, pee a mt Derby Building 
352 North Broadway— 2-5647 


EXPORT DEPARTMENT — 1010 Schaft Busiding 
Philadetptia 2, Pennsytvania—tLocust 4-4020 
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PEERLESS Antenna 


Peerless Products Industries, 
812 N. Pulaske Rd., 
Chicago, 51, Ill. 


Device: “Diron’” Golden Wand in- 
door antenna, No. DV11G. 
Selling Features: Accurately pre 
tuned to receive all VHF and FM; 
broadband characteristics make it 
outstanding when receiving black 
and white or color; directly coupled 
clements provide high gain; can be 
placed in an inconspicuous spot 
no adjustment is necessary; 12 ft. of 
300 ohm twin lead permits locating 
it behind bookcase, in closet, etc.; 
also available in black (DV11B). 
Two other models—DVU-31 for 
uhf and vhf and DU21 for uhf only 
are included in line. 
Price: DV11G, $9.95; 
$11.95; DU-21, $6.95. 


DVU-31, 





SU PEROTOR Rotator 


The Electronics Div., 
Thompson Products Inc., 
23555 Euclid Ave., 
Cleveland, 30, 0 


Device: Automatic Superotor an 
tenna rotator. 

Selling Features: Completely elec 
tronic, it eliminates need for spring 
or gear mechanism in control unit; 
74 in. wide, 44 in. deep, 24 in. 
high; automatically illuminated dial 
available in mahogany or blond with 
gold metal trim; features synchro- 
nization between control and rotor 
units; smooth rotation without 
“steps” or “jumps”; fingertip ver- 
nier precision tuning; removable 
power unit; choice of 2 interchange- 
able rotor units. 








CDR Rotors 
Cornell-Dubilier Electric Corp., 
Sub. The Radiart Corp., 
Cleveland, 14, O. 
Device: New cabinet has been 
added to line of CDR Rotors for 
model TR4. 
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EW PRODUCTS 


. Accessories 


Features: New meter cabinet has 
accurate directional indication cov 
cring all points of compass; TR-4 
uses 4-wire cable and is a meter 
control dial cabinet version of the 
TR-2. 

Other features include a load 
capacity of up to 150 Ibs.; stream- 
lined, weatherproof design; 12 
heavy duty ball bearings in two 
64 im. ball bearing races; rein 
forced die cast housing; precision 
gears; reversible clamps that handle 
« to 2 in. masts; mechanical brake 
that is released magnetically; heavy 
duty motor that reverses instantly; 
3 heavy duty guy wire lugs. 

Other models in CRD rotor line 
include 2 automatic models AR-! 
and 2; also TR-2, 11 and 12, 





RMS Indoor Antennas 


Radio Merchandise Sales Inc., 
2016 Bronxdale Ave., 
New York, 62, N. Y. 


Device: New series of 4 Vari 
scopic indoor antennas, 

Selling Features: Advanced tun-a 
slide adjustment bar; 300 ohm 
impedence match; 3-section tcle- 
scoping brass dipoles; brown crackle- 
tone Neva-lip base with felt 
cushion and 5 ft. twin lead. Model 
KVT and K-29 have 6-position 
switch; and ‘lune-A-Slide adjust 
ment bar, 

SV-BT has tune-a-slide adjust 
ment bar; VBY miniature of 
SV-BT. 

Prices: K-29, KV'T, SV-BT, $9.95; 
VBY, $8.50. 





CHANNEL MASTER Conical 
Yagi 

Channel Master Corp., 

Ellenville, N. Y. 

Device: Conical Yagi No. 321-A 

Selling Features: “Super-sembled” 

conical head speeds assembly and 

completely nests elements for tight, 

sure grip; supercedes Globe Trotter 

model; entire antenna of li 

weight aluminum, pre-assembled 

ready for installation; elements 


have seamless sleeves where they 
join bracket for greater strength. 

A low-priced “Maverick” preas- 
sembled except for plug-in conical 
clements is also available. 

Prices: No, 321-A, $12.64 for sin- 
gle-bay; $25.97 for 2-bay. Maver- 
ick, $9.44 single-bay. 





TACO Antennas 
Technical Appliance Corp., 
Sherburne, N. Y. 

Device: Taco hi-fi FM antennas— 
624L and 624ST-L, 

Selling Features: Omni-directional 
S-type antenna provides nearly per- 
fect circular directivity pattern; 
broad-band folded dipole tuned to 
cover entire FM band; matching 
300-ohm line the antenna delivers 
maximum signal to receiver termi 
nals, No, 624-L is a single an 
tenna, No, 624-ST-L is a 2-stacked 
version which provides added giin 
I'win-driven feature for extrem 
fringe areas; sharp directivity rejects 
unwanted signals; factory assem 
bled, ready for attachment to mast; 
auto-lock design element assembly 





JFD Antennas 
JFD Mfg. Co., Inc., 
6101 16th Ave., 
Brooklyn, 4, N. Y. 


Device: Vireball inline broad-band 
antennas 1'B3008-68 and FB500S 
96 for deep fringe VHF-UHF, 
Selling Features: FB5008-68, 2-bay 
model has reverse-phase multiplex 
dipole system for areas with co 
channel and cross channel inter 
ference; wide stacked at a spacing 
of 68 in., and coupled with 68-in 
hi-band rejection stacking trans- 
formers; increases back rejection on 
high channels by 8 db. Stacking 
harness of FBSOOS to eliminate ad- 
jacent channel or co-channel dis- 
turbances on channels 7 to 13, 

B500-96 has 96-in. low band 
boost stacking transformers engi 
neered to increase gain on 2 to 6 
channels and recommended for 
areas where weak low channel sig- 
nals are received 15% increase in 
stacking gain; both antenna of 
Alcoa aluminum, easily mounted on 
hi-tension bracket. 
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JUST IN TIME FOR 


YOUR BIGGEST GIFT 





THEY ALL 
FEATURE... 


© Superb modern 
siyling at low 
prices 


@ One knob sets 
both time and 
alarm 


@ Strong, steady 
alarms 


@ Manufacturer's 
written guarantee 
for one year 


HERE'S A 
SURE-FIRE 
WAY TO 





WESTCLOX NEW 
ELECTRIC ALARM 
ASSORTMENT 
NO. 911 


Brilliant red counter 
merchandiser attrac 
tively displays one each 
of the new models. 
Factory packed assort- 
ment includes: 


2 Town Crier Plain Diol 
} Town Crier Luminous 
1 Desh Plain Dict 

1 Dash Luminous 

1 Fortune 


Plus Free display 
(1244" wide, 1344" deep, 
17” high). Dealer Cost 

$23.04 
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exciting New 
WESTCLOX 


electric alarms 





FORTUNE ELECTRIC ALARM Brand new Westclox! 
Modern elegance in gray-tone plastic. High-styled dial, 
gold-color trim. Insistent call. Luminous dial. $6.95 





bs ses 


DASH ELECTRIC ALARM Dramatic new case, in black 
plastic with recessed front of gold-colored metal 
Steady call. $5.95. With luminous dial, a dollar more 


TOWN CRIER ELECTRIC ALARM-—This new beauty in 
beige plastic has a hobnail pattern front. Insistent 
alarm. Only $4.95. With luminous dial, a dollar more. 


5% Quantity Discount on 6 Westclox electric clocks, one model 
or assorted. © For your protection Westclox products ore Fair 
Traded in oll states having Fair Trade Lows 


WESTCLOX 


MADE BY THE MAKERS OF BIG BEN 
LA SALLE*PERU, TLLINOTS 


Paaducts of Pll Corporation 














A Do-It-Yourself TV set covering to 
give old cabinets a “new look” is now 
available through G-E tube distrib- 
utors. 4 solid colors, 3 plaids, 3 wood 
grains, Easy to apply; sticks to any sur- 
face without paste, water or tools. 





SAV-A-TUBE, a new device designed 
to extend the life of electronic tubes 
fastens to the back of set and operates 
by plugging in. Uses principle of 
electroshock absorption. Prevents 
weakening tubes by initial power 
surge, by allowing tube to warm up 
before power builds to maximum; also 
protects other components. No mov 
ing parts, preset at factory. Price 
$4.95. Sav-A-Tube Co., 2116 Walnut 
St., Philadelphia, Pa 





A new support unit designed to serve 
as a hi-fi or TV stand is announced 
by Prevue Industries, 3349 N. West 
ern Ave., Chicago, Ill; a feature is 
the shelf for albums or other use; 
made of wrought iron and tubular 
steel, the stand also has rubber capped 
legs; will support up to 200 Ibs; black 
finish, $2.75. Also in gold finish. 





Ampex Corp, Redwood City, Calif. 
announces a stereophonic music sys- 
tem for home use, No. 612. Plays each 
of 2 separately recorded sound tracks 
from a single tape through 2 separate 
amplifier-loudspeaker systems; music 
originating on left side of orchestra is 
reproduced through left hand speaker; 
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NEW PRODUCTS Lees TV Briefs 


music from orchestra right through 
right hand speaker. Also reproduces 
standard tape recordings. 









WT 


Trans-Tel Corp. of Hollywood an- 
nounces Radi-O-Com, a combination 
interphone and music communication 
system for home use. Unit consists of 
1 master unit which also includes a 
6-tube superhet receiver, 3 remote 
speaker panels and a front door 
speaker panel. All units contain 
Alnico permanent magnet speakers, 
microphones for 2-way intercom op- 
eration; unit is 9xll in., remote 
speaker panels 74x74 in. front door 
speaker panel 4x5 in.; consumes 30 
watts; fits between studs in new homes 
and for surface mounting in existing 
home constructions. 





Walsco Wizard announces a new 
super fringe antenna with phase re- 
verser—a specially shaped metallic 
shield mounted in front of receiving 
clement, enables Wizard to function 
as 3 separate antennas in one, it also 
permits elimination of complicated 
harnesses, phase stubs or extra dipoles. 
Prices Wizardette, $14.90; Wizard, 
$19.50; Wizard Imperial, $34.90. 








Jerrold-Stephan Co., Inc., 1954 Uni- 
versity Ave., St. Paul, Minn. offers a 
new low “direct-from-factory” price 
on a new line of wrought iron tables in 
2 styles— 17-in. high with arms that 
extend to 29 in. wide; No. A, with 
ball bearing, swivel top, $2.10; No. B, 
with swivel top and mesh shelf, $3. 


a 


| 















Model 9DT 


ET CONNE 


ELECTRICAL 





duratub, the first cabinet styled, Fiberglas* laundry 
tub, now first again with automatic suds reuser 
model 9DT. Features duratub’s exclusive, double 
drain for easily connecting suds saver type washer 
hoses out of sight at back of tub. One channel 
handles suds in and out of washer, the other handles 
washer drain water. (See diagram.) (May also be 
used to drain single hose type washers.) 


Other outstanding selling features include: 
Fiberglas* tub — won't crack, chip, stain, mar 
Overall top cover for extra work space 


Large storage compartment 


Easy to install, light weight 
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This channel 
drains into 
Handidrain 









This channel hon- 
dies suds in and 
out of duratub. 


1955 


tional washer 


duratub 


the original, largest selling Fiberglas* laundry tub 





*Reg. T.M 
drain only 
for conven- 


Patents Pending 





E. L. MUSTEE AND SONS, INC. 


6911 Lorain Ave. « Cleveland 2, Ohio 














Bonderized electro-galvanized steel, white baked enamel finish 














G-E REVERSIBLE SHADED-POLE MOTORS —designed 
for long life-—feature sealed-in, permanently lubricated 
bearings, quiet reversing for ventilating or exhausting. 


BILL STRAMPP, PARTNER, MAJESTIC AUTO PARTS, RIVERSIDE, ILLINOIS, SAYS: 


“Customer preference for G-E motors makes the 
difference between close sales and closed sales” 


“General Electric shaded-pole motors on win 
dow fans we handle help us close sales time 
after time. The reason: customers prefer G-E 
quality 
G-E MOTORS HELP YOU SELL 

“Customers know that the motor is an im- 
portant part of the fan. By calling customer 
attention to use of a top-quality G-E shaded 
pole motor, we made 1955 our banner year 


for window-fan sales,’’ Mr. Strampp con- 


cludes. And his experience is typical: all 
across the country G-E shaded-pole motors 
helped dealers sell in 1955. 


NO RE-OILING, LONGER LIFE 
After customer attention is directed to the 
G-E shaded-pole motor, you can capitalize on 
the motor’s outstanding features. Sealed-in 
lubrication, for instance, eliminates need for 
the customer to re-oil, and also contributes to 
long motor life by protecting bearings from 








foreign materials. 
INCREASE YOUR 1956 SALES 

Plan now to take advantage of the 1955 ex- 
perience of Bill Strampp and countless other 
dealers. On your first 1956 fan order specify 
fans equipped with G-E motors, and ask your 
supplier for sales-aid tags. Let G-E shaded 
pole motors help you increase window-fan 
sales in 1956. General Electric Company, 
Schenectady 5, N. Y. 704-59 


Progress /s Our Most Important Product 


GENERAL @@ ELECTRIC 
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ELECTRICAL APPLIANCE NEWS 


TRADE REPORT 


| 28 






ld ill 


Editor 


New, Higher Price Tags Mark Fall Market Scene 


@ Manufacturers agree that prices are going up 


this fall and winter 


e They insist, however, that consumer spending 


won't be affected 


® Television price shifts may be heavy; some house- 


wares may postpone changes until after the busy 


Christmas selling season 


Appliance prices are going up. lg 
nited by rising costs of labor and raw 
materials, the upward trend has al 
ready pushed up retail price tags on 
many items. 

Several manufacturers are trying to 


absorb the increased production costs 


particularly in the housewares indus- 
try, now at the threshold of its biggest 
selling season. But almost universally, 
the manufacturers see increased 
during the fall or early winter. 

The question that worries most ob 
servers is: will the higher price tags 
dampen the current high level of con 
sumer buying? 

Most of the manufacturers say no 

Behind the Rise. ‘The factors caus 
ing the new upswing are easy to under 
stand. A new round of wage incrcas« 
last spring and summer boosted the 
manufacturer's labor bill. Piled on top 
of this item is a heavy increase in raw 
material costs. 

Most steel companies jumped their 
prices an average of $7.50 a ton in 
July. Copper, selling at over 43 cents 
a pound, is up from 30 cents at the 
start of the year and is going at th 
highest price since 1872. As John 
Oster, Jr., president of the John Oster 
Mfg. Co., commented, “The price of 
copper is so high that it puts the mate 
rial into the semi-precious metal classi 
fication.” 

Other basic materials used in the 
manufacture of appliances (including 
aluminum) have also taken a climb 
These various increases have forced a 
large number of manufacturers to lift 
prices already. 

While the list is long, 


pri cs 


these com 


ELECTRICAL MERCHANDISING— 


panies imeclude Admiral, 
Westinghouse, Emerson, 
Stromberg-Carlson, 
Chef, Broil-Quik 
many others. 

How Much Increase? Most manu- 
facturers think the increase will be 
about five percent; few think it will 
run more than ten percent. 

B. A. Chapman, vice president and 
general manager of Kelvinator, said, 
‘Rising labor and material costs, in 
cluding the recent steel increase, can 
not help but exert upward pressure on 


Hotpoint, 
Du Mont, 
Dormeyer, Magic 
and Arvin among 


appliance prices. All other factors be 
ing equal, this could result in price 
increases of possibly five percent by 
year’s end,” 

S. W. Gross, vice president of im 
erson Radio and Phonograph, antici 
pates industry price increases of five 
to ten percent this fall or early winter. 
S. G. Fisher, vice president of Lan- 
ders, Frary & Clark, meanwhile, said 
that increases of five to seven percent 
were indicated. 

Fisher added that the housewares 
industry probably will try to delay 
increases until after Christmas, ‘There 
is evidence already in the market that 
some electric housewares products may 
be increased before the end of the 
year. It is our feeling, however, that 
most manufacturers will attempt to 
hold the price line through the very 
active Christmas selling season, ‘This 
inay possibly result in somewhat wide- 
spread price increases at the beginning 
of 1956.” 

This theory is backed up by Gen 
eral Electric’s small appliance division. 
W. H. Sahloff, G-E vice president and 
general manager of the division, said, 
“No increase in retail prices of Gen- 
eral Electric small appliances is antici 
pated during the balance of the year. 
Despite the present wad of price in- 
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creases the G-F. small appliance divi 
sion will make every effort to absorb 
all current price increase,’ 

He suggested, however, that Janu 
ary market time would be the most 
likely time for price adjustments 
Sahloff concluded with the thought 
that retail price increases should be 
restricted to specific items, rather than 
broad full line increases, for the good 
of the industry and the economy. 

This philosophy was echoed by 
G-h’s major appliance division in 
Louisville. “Industry price imcreases 
this fall and winter may very well re- 
sult from higher wages, raw material 
prices, and raising manufacturing 
costs,” the division said, “Percentages 
vary. In our own case, we do not feel 
it is in the best interest of the public 
or General Electric to reflect thig in 
flat price increases on all major appli 
ances. Unquestionably some product 
prices will have to go up, but details 
have not been worked out,” 

“Some price increases due to wage 
and raw material hikes are expected to 
be absorbed in manufacturing and 
production efficiencies,” according to 
Hotpoint’s vice president of market 
ing, J. F. McDaniel. However, he ex 
pects industry price increases to be 
announced along with the 1956 
models as they are intré Educed between 
now and January 1, 

McDaniel adds that “Intense com- 
petition at the retail level is expected 
to keep retail prices on a fairly steady 
and sound economic basis,” 

Varies With Product. Manufactur- 
crs are quick to point out that price 
increases—if any~—vary from product to 
product, From price increases already 
announced, the radio-television field 
seems to the number one area where 
price increases can be expected, 

Henry C, Bonfig, CBS-Columbia’s 
new president, said recently that ‘TV 
prices had to be raised to end what he 
calls “profitless prosperity’ in the 
television industry, “Prices of 'T'V sets 
are too low,” he said. “No manufac 
turer can make much profit on any set 
retailing for under $200, if any at all 
Prices just have to go up.” 

Several other television manufac- 
turers agreed, Du Mont, Phileo, Mo- 
torola, Emerson and Admiral have al- 
ready increased prices, 

General Electric said, “We antici- 
pate possible price increases in Cer- 
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Uh): 


KEYS TO 


ELECTRIC RANGE 


SALES 


AUTOMATIC 


Proctor makes alli cooking 


fast-starting and fully automatic 





CHECK the speed and automaticity of the 


Proctor Infinite Control Flasher 


any other element-switch combination 


FAST Melts Butter in 15 seconds 


FAST 


Sizzles Bacon in 30 seconds 


FAST 


30 seconds 


FAST Boils prac tical quantities of 


faster--| cup in 1% minutes 


AUTOMATIC ~ Races to cor 


matter where you set the switch 


AUTOMATIC 


when it reaches cooking speed 


levels off 


AUTOMATIC 


to maintain heat level 


AUTOMATIC 


Switch 


"Slow" fries Egg in 2 minutes, 


against 


water 


king speed no 


automatically 


Cuts in and out automatically 


Input held constant auto- 


matically at all switch positions (except High) 


regardless of line voltage variations 


AUTOMATIC 


Set dial 


anywhere 


not 


merely at 5 or 7 positions. Heat maintained auto 


matically 
watching 


Yes, here is proved Fast, Automatic Heat you 
can demonstrate easily, convincingly, quickly 


without gimmicks or gadgets 
that satisfies long after the sale is made, 


Tell Your Manufacturer How 
U Important These Selling Fea- 
tures Are to You. He'll Listen! 








performance 


no more “knob-twitching”, no pot- 


FAST 

















PROCTOR OTHER 


~ 1S | SEN PN SE 
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Equipment Division 
PROCTOR ELECTRIC CO 
Ird Street and 


ie eo 
Philadelphia 40, Pa 





tain TV models. G-E is analyzing the 
situation carefully. There is no way 
to determine average increases at pres- 
ent.” The company noted that in- 
creases in materials and labor would 
dictate the price spiral. (G-E’s re- 
cently concluded contract with the 
CIO electrical workers gives an in- 
crease of three percent a year for the 
next five years.) 

At RCA, C. P. Baxter, general man- 
ager of TV, says, “At the present time, 
we are attempting to hold the existing 
price line. However, increased costs 
may make it necessary to increase 
prices before the end of the year.” 

Will Buying Stop? Present indica- 
tions are that consumer spending on 
appliances will set new records in 1955 

topping the 1954 dollar volume by 
about eight percent. New price peaks, 
of course, might puncture this rosy 
expectation, 

However, according to eleven differ- 
ent appliance manufacturers, the 
forthcoming price boosts are not going 
to be big enough to affect consumer 
spending. 

Motorola’s Edward Taylor said, 
“We do not feel increases will brake 
consumer spending in as much as it 
is part of an overall inflationary pat- 
tern.” 

An Admiral spokesman said, “We 
believe additional price increases may 
be forthcoming this fall, due to higher 
copper and steel prices, but we don’t 
believe these price increases will have 
any effect on consumer spending.” 

Kelvinator’s Chapman said that his 
predicted five percent hike “should 
not be sharp enough to materially af 
fect consumer purchasing.” Likewise, 
Emerson's Gross, who predicted five 
to ten percent increases, said the rise 
would not be enough to slow con 
sumer spending. General Electric said 
that in spite of increases, it expects 
“good sales.” 

Other experts, of course, point out 
that price increases always take a cet 





tain number of buyers out of the mar- 
ket. The important conclusion seems 
to be that the price increases in the 
foreseeable future won't be big enough 
to put a crimp in that impressive 1955 
sales total. 


July Sales Jump 


For several appliance producers, 
July, 1955, was a_ heart-warming 
month. 


¢ Kelvinator reports that July sales 
were 17.5 percent ahead of July 1954. 
Billings for the 10 months of the 
fiscal year to date were 22.5 percent 
ahead of the same period a year ago. 
Refrigerators lead in total volume and 
were up 28 percent from last year. 
Laundry equipment, however, showed 
the largest percentage jump with a 
53 percent climb over the first 10 
months of last year. 


¢ International Harvester’s refrigera- 
tion product sales in July were the 
highest of any single month in the 
company’s history. Leader in the 
climb was air conditioning, which 
spurted 59 percent ahead of last July. 
Robert H. Burnside, manager of re- 
frigeration sales, said refrigerators and 
home freezers also were running at 
an unprecedented level. 


¢ Hoover Co.’s sales in July, 1955, 
were more than double the sales in 
July, 1954. General sales manager 
Walter A. Munz said activity in the 
first seven months of 1955 topped 
1954 in both units and dollar volume. 


¢ Servel, Inc. reports that July sales 
were up 59 percent over the same 
month last year and sales for the 
quarter were up 34 percent. Officials 
credit Servel’s “three basic elements of 
a sale” campaigning with much of the 


rise. Under the plan—now adopted 
by 63 gas utilities—a gas company 
gives free installation, free service, 


ind no-recourse financing to dealers 





programs: 


be colorcast over NBC. 


OCT. 6, CBS 


Clooney. 





COLOR TV 


The network schedule of color television for October includes the following 


OCT. 1 until end of World Series. All games originating in New York will 


DAILY, MONDAY THRU FRIDAY, 5:30-6 EST, NBC-—Howdy Doody. 
OCT. 1, 9:30-10 EST, NBC—"Heidi”’ starring Wally Cox and Pinky Lee 
-"'Time Out For Ginger’ starring Jack Benny. 

OCT. 9, 7:30-9 EST, NBC—"’Show Biz’’ 


OCT. 15, 3-5:30 EST, NBC—Football: Notre Dame vs. Michigan State. 

OCT. 17, 8-9:30 EST, NBC—*Cyrano de Bergerac’ starring Jose Ferrer. 
OCT. 18, 8-9 EST, NBC——-Miiton Berle. 

OCT. 23, 4-5:30 EST, NBC—"‘Alice In Wonderland’ with Maurice Evons. 
OCT. 29, 2:30-5 EST, NBC——Football: lowa vs. Michigan. 

OCT. 31, 3-4 EST, NBC——’Matinee,”’ daily color drama, starts season. 


with Groucho Marx, Rosemary 
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And the success or Magic Chet Retatiers ali over America backs it up! 







“WE'VE SOLD ‘EM 
ALL—BUT MAGIC 
CHEF SELLS BEST." 
That's what John H. Lawless, 
Assistant Store Manager, 
Goodyear Service Store, Dallas, 
Texas, has to say. “! guess 
everybody recognizes the Magic 
Chef name, and knows it stands 
for quality. You've got to have 
a fine product to earn that kind 
of a reputation. My customers 
agree with me, That's why they 
buy Magic Chef,” 


“OUR MAGIC CHEF 
SALES ARE UP 
AGAIN THIS YEAR," 
R. Spagnoletti, Sales Manager, 
Dorn's “House of Miracles,” Los 
Angeles, California, declares. 
"The styling of the line and the 
way these ranges are built— 
with the latest conveniences— 
rues that’s what does it, And with 
Magic Chef we can cut our service 
calls to a minimum, Customers 
appreciate the fact that they con 
count on Magic Chef,” 


SELLS 


like this! 


E SELLING RANGE 
FOR 26 YEARS,” 
says Tommy Woodrum, Owner, 
Woodrums', Charleston, West 
Virginia, “Easy to see how well 
our customers like Magic Chef, 
They've been coming back since 
we started with the line in 1929. 
They send their families qnd 
friends in, too, You can't get that 
kind of loyalty unless you make 
a range with the features 
women want, 


ae ) “OUR BEST 








PROMOTIONS HAVE 
REALLY MOVED 
RANGES,” 

says Herb Donahue, Owner, Jax 
Bottled Gas Company in 
Jacksonville, Florida, “So many 
promotions some of the companies 
put on may bring people into 

the store, but they don’t sell much 
merchandise, You can't help 
noticing Magic Chef promotions 
are the ones that give sales help. 
They make buyers out of shoppers. 


survey atter survey 


PROVES IT! 


Surveys of consumer buying plans 
and appliance ownership are made 
every season by newspapers, 
national magazines and independent 
research organizations. In gas 
ranges, one name consistently 
shows up as the leader year after 
year. That name is the 

‘One and Only’ MAGIC CHEF. 
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aocic Chef 


MAGIC CHEF INC., ST. LOUIS 10, MO. 
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er heaters... 


Offers a Revolutionary 3 point Sales Plan 
which gives you less inventory — greater profits 


No matter what line of electric or gas water heaters you sell, 
weigh it against the profit possibilities of this State 3 point plan: 
































. Also available in Standard or 
“ Deluxe Table Top, Lo-Boy and 


Corner Models with 


glass lined or hot dipped gal- 


vanized tanks. 


either 


Another State Profit 


GAS AND ELECTRIC BUILT IN 
COOKING UNITS IN COLORS, 
STAINLESS STEEL OR COPPER. 


- erlsp $10.00 bill for any heater 
replaced within the warranty period. 


a unique, inventory reducing “10 
Year Pac” which enables you to convert 
standard models to 10-year guarantees 
without duplicate inventories. 


3. A one year free “Service Policy” 
on the entire heater, 


Add to this a full line of deluxe and 
standard heaters, gas and electric, 
available in both glass and hot dipped 
galvanized lined tanks, and you have 
a water heater line to set the sales 
pace in any market. For full details 
and prices, write, wire or fill out the 
coupon below. 


"Available in Standard or 
~ Deluxe models, three capaci- 
~ ties and choice of glass lined 
or hot dipped galvanized 
tanks. 





Be sure to ask for prices and specifications on the fastest growing units in 
the appliance freid 
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STATE STOVE & MANUFACTURING CO. 
509 25th Ave., No., Nashville, Tennessee 


Please rush full information on 1 Electric 
Water Heaters () Gas Water Heaters 
C) Electric and Gas Built in Cooking Units. 


EEE 
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SMASHING TUBES helps smash a racket. That's the theory of Philco. Dan Lerner, 


left, accessory sales manager of Philco Distributors, Inc., 


East Orange, N. J 


smashes old tubes brought in by Norman Lakin of Tel-Electronics, Elizabeth, N. J 


Philco Smashes Tubes .. . 


... to break up a “multi-million dollar” racket; 
the company offers five cents apiece for old tubes and 
reports over a million already destroyed 


Dealer response to Philco’s new 
tube-smashing campaign has been very 
good, according to company officials. 
In the first three weeks of the drive, 
more than one million old tubes were 
turned in and destroyed. 

Under the Philco plan, the dealer 
gets five cents for every old tube 
turned in. ‘The tube is then broken in 
the presence of the serviceman. 

James J. Shallow, general manager 
of Philco’s accessory division, explains 
that shady concerns have been buying 
up old tubes—at two or three cents 
apiece. These worthless tubes are 
cleaned up, re-labeled and sold to the 
unsuspecting public as new tubes, 
Phileo estimates the racket costs cus- 
tomers about $100,000,000 annually. 
In New York alone, the company esti- 
mates that 3,000,000 used tubes were 


TV Looks Ahead 


In the next decade, the number of 
television sets in the country will in 
crease to 85,000,000, according to Dan 
D. Halpin, general sales manager of 
the Westinghouse Electric Corp., 
radio-television division. 

Speaking before the third Radio and 
Television Clinic and Electronics Fair 
in San Antonio, Halpin predicted that 
by 1965 about 50 to 60 percent of all 
home sets in use will be color receivers 
Despite the great future of color, how 
ever, he stated that there will be a 
continuing prosperous market for 
black-and-white sets. 

Halpin noted that the industry is 
moving quickly towards the picture 
sotpall tvpe of TV. In these sets, 
the servicing “will be as simple as 
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sold over a three month period. 

Dry Up The Source. Philco’s policy 
is aimed at stopping the flow of old 
tubes into illegal channels. Wide adop 
tion of this plan would prevent 30 
000,000 used radio and 'T'V tubes from 
getting into the hands of racketeers 
every year, Philco says. 

In reporting early response, Shallow 
said, “Distributors quickly got behind 
the campaign to smash the old tube 
racket, and we estimate that in th 
brief three weeks of the campaign so 
far, more than one million receiving 
tubes have been turned in and 
smashed. Of course, it is impossible to 
estimate how many of these tubes were 
kept out of the hands of racketeers. 
However, we believe we have made a 
good start on a program to break up 
the racket.” 


changing a light bulb today,” Halpin 
told the clini 

He also forecast that portable receiv 
ers will be powered by batteries and 
21-inch color receivers will be as light 
as an executive brief case. Prices will 
average $300 at retail, Halpin added 

I'he Westinghouse executive be 
lieves more than 8,000,000 TV sets a 
year will be sold by 1965. Retail value 
of these sets will be $2,500,000,000 
Adding service income, the television 
retailer will be picking up $3 billion 
worth of business a year by 1965, Hal 
pin estimates 

Turning to the immediate future, 
Halpin predicts that radio and TV 
sales in 1956 will exceed 1955 because 
of the “tremendous public interest in 
the political conventions” which will 
stimulate public buving 
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TIE IN WITH THIS REPUBLIC 


STAINLESS STEEL SPECIAL! 











36 DOUBLE 

BOWL 
STAINLESS 
STEEL SINK! 


aud Stainless Steel Serving Cart 


ELECTRICAL 


FEATURE BOTH FOR THE 
PRICE OF THE SINK ALONE! 


Sensational Value— You offer both for only $159.95! (Five dollars 
higher Denver and West.) The cart alone ordinarily sells for $34.95. 


In Trend-Setting Stainless Steel— The glamorous, carefree material 
that women have discovered! The sink j is Republic’s Enduro satin- 
finish stainless steel, double-bow! beauty with de luxe fittings. The 
handsome serving cart is the same material. 


No Switch-Model Selling—This is what they want, and this is what 
you sell’em...ata ett profit! An “Extra Bounty” bonus makes it 
extra profitable on succeeding sales. And this sink sparks add-on 
sales because it just begs to be surrounded by a complete new kitchen. 


Free Sales Aids—Colorful banners, display cards, feature stickers 
and consumer broadsides, delivered with the sink and cart, make 
you exciting headquarters for this big event! 


THIS COUPON PUTS YOU IN THE 
PROFITABLE KITCHEN BUSINESS 


You're in on this full-margin profit promotion and the 
kitchen business only if you've given the green light to your 
Republic Steel Kitchens Distributor. Contact him, or use 
the coupon and we'll get him to you fast. Write to: 
REPUBLIC STEEL KITCHENS, Berger Division 

1012 Belden Avenue, Canton 5, Ohio 


Dealer Store 
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Signature 
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TIE IN WITH THESE FREE 


November |s Stainless Steel Month: 


POINT-OF-PURCHASE MATERIALS! 


PROMOTE AND SELL 


FOR HOLIDAY GIFTS! 


Republic Steel Is The Big Push Behind Stainless—A full-color 
spread in November 5th Saturday Evening Post features a 
host of stainless steel housewares and appliances for 
Christmas giving. Flatware, holloware, cooking utensils, 
trays—everything made of this glamorous, practical, life- 

time material—will move during this merchandising event. 

Get your store identified as local headquarters when folks 
shop for stainless. Republic offers you a free, complete 
secliaiie for store tie-in; includes ad reprint counter card, 

die-cut hostess counter cards, colorful banners, Christmas 
wall banners and price tags, POST stickers, and newspaper 
and radio script helps. 


WRAP UP STAINLESS SALES EARLY! 
SEND FOR THIS FREE PACKAGE 


NOW! 









REPUBLIC STEEL CORPORATION, Advertising Dept. 
3168 East 45th Street, Cleveland 27, Ohie 


Please send me the free ‘Stainless Steel Month” 
merchandising kit. 


Dealer Store 


City. commenen Zone 


Signature. 
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ALL STAINLESS STEEL ITEMS 
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CLOTHES DRYER (Spring) 
WATER HEATER 
RANGE (Spring) 
FOOD FREEZER 


eeeEEEEeEEE———— 


— 


CLOTHES DRYER (Fall) 
RANGE (Fall) 


—— 





SMALL LOAD BUILDERS (Spring) 


SMALL LOAD BUILDERS (Fall) 





Jan-Feb-Mar 


Like magic — No trick 
Drying’s slick 





Mar-Apr-May 


Why Worry — Get an 
Electric Water Heater 





Mar-Apr-May 


White Glove Cooking 





May-Jun-Jul-Aug 


Freezer Living is 
Leisure Living 





May-Jun 


Be Modern — 
Give Electrical Gifts 














Oct-Nov-Dec 


A Calendar To Fill the Gap... 


. . . between residential load and a 21 percent 
reserve capacity is announced by the Edison Electric 
Institute in its 1956 promotional program 


The electric utility industry cur 
rently has a reserve capacity of 21 
percent~when it normally is satisfied 
with a reserve of only 15 percent. 
That, says Colonel H. S. Bennion, is 
one of the biggest reasons why the 
Edison Electric Institute is putting 
new emphasis on appliance promotions 
that will build load in 1956 

Speaking at a September press con- 
ference in New York called to an 
nounce EFI's 1956 promotional plans, 


Laundry Date Nears 


This is the Way We Wash Our 
Clothes;” that’s the theme of the 
uth national Home Laundry Con 
ference, slated for November 2-3 at 
the Sheraton-Palace Hotel in San 
} rancisco, 

he theme will be used throughout 
the meeting, according to Ray Hal 
vorsen, conference chairman for the 
American Home Laundry Manufac 
turers’ Association. Sessions include 
discussions on choosing textiles; water 
sid soap for best laundering results; 
the mechanics and techniques of using 
modern washers, dryers and ironers; 
methods of teaching home launder 
ing; and ways to design home laun 
dries 

Speakers for the conference include 
Dr. Elaine Knowles Weaver, professor 
of home economics at Ohio State 
University, and Dr, Lillian Gilbreth, 
management consultant and editor 

ach manufacturer will have an 
opportunity to exhibit up to 15 of 
lus products at the conference, Hal 
vorsen said, 
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the Institute's vice-president and man 
aging director told his audience that 
residential load, comparatively small 
in terms of consumption, returns, on 
the average, about 40 percent of utility 
revenues. ‘Therefore, said he, “our 
interest in residential load is going to 
pick up—must pick up.” 

On top of the present gap between 
capacity and load, Colonel Bennion 
pointed out that the industry is rapidly 
installing new capacity that will tend 


Radio-TV Week Is Launched 


Sep-Oct-Nov (To be Announced) 
Sep-Oct-Nov (To be Announced) 
Make Christmas Giving 








Mean Better Living 


to widen it. In 1955, he said, utili 
tics will add some 1,200,000 kw of 
capacity. By 1960 they will add 11- 
million kw more. 

Concrete plans for 1956 announced 
by Robert L. Coe, chairman of the 
Residential Promotion Committee and 
Residential Sales Manager of Mis 
sours Union Electric Co., include 
a promotional calendar similar to that 
employed in recent years (see chart 
above). The big difference this year, 
according to EEI, is that the calendar 
includes two clothes dryer campaigns 
instead of the one formerly used. Each 
promotional period has a slogan and 
special promotional materials will be 
mailed to cooperating utilities for all 
listed appliances. Appliances not cov- 
ered in the program include air condi- 
tioners, dehumidifiers, dishwashers 
and disposers 








Ralph Hubbard, 


THE FIRST of numerous regional banquets for National Radio & TV Week found 
left, executive secretary of the Rocky Mt 


Electrical League, 


welcoming Ralph Wilson, center, local chairman, and Jim Herbert, general sales 
manager of Motorola and industry spokesmon at the bonquet. The Denver meeting 


was held August 28 
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Earnings Reported 


Sales and profits for early 1955 
were released by several appliance 
manufacturers last month. 

Whirlpool Corp. announced that 
sales for the first six months amounted 
to $91,965,427, up from last year's 
$85,204,210. Net earnings in 1955 
were $5,910,567 as against $4,035,176 
during the first half of 1954. 

Admiral Corp. sales dropped from 
$105,201,498 in the first six months 
of 1954 to $94,018,923 in 1955. Earn- 
ings slipped from $2,558,850 in 1954 
to $1,946,192 this year. Executive 
vice president John B. Huarisa said a 
66 percent drop in government bill- 
ings more than offset “sharply higher 
civilian business.” The outlook for the 
second half is brighter, Huarisa said, 
but he noted that additional govern 


ment restrictions on credit might 
brake business. 
Thor Corp. reported sales of 


$8,650,699 for 1955, as against $11, 
525,688 in 1954. A 1955 operating 
profit of $65,280 was an improvement 
over last year’s loss of $1,115,855, 
however. Board chairman Arold 
Maremont attributed the improvement 
to curtailment of unprofitable opera- 
tions. The company recently closed its 
Cicero plant and turned its washer 
production over to Avco Mfg. Co. 

The Silex Co. reported sales of 
$3,776,772 for the first six months, as 
compared with $3,988,500 a year ago. 
Profts dropped from $40,267 to 
$21,142. While the company’s appli 
ance and housewares business in- 
creased 16 percent, a drop in defense 
products accounted for the over-all 
decline. President Stanley Ford pre 
dicted a favorable second quarter, 
with profits equal or exceeding 1954. 

Florence Stove Co. sales for the 
first six months were $16,921,931, up 
32 percent from last year’s $12,860,- 
645. Profits were $438,244 in 1955, 
compared to a loss of $184,051 in 
1954. 

Siegler Corp. announced sales of 
$10,471,144 for the fiscal year ending 
June 30. Earnings were $774,571, ac 
cording to president John G. Brooks. 
Since 1949, Siegler’s space heater di- 
vision has increased sales from 
$1,697,106 to $7,913,531. 


Audio Fair Is Set 

The 1955 Audio Fair will be the 
biggest display of hi fi equipment ever 
held, according to Harry N. Reizes, 
fair manager. 

This year’s event will be held in the 
Hotel New Yorker, New York City, 
from October 13 to 16. Exhibit hours 
are | p.m. to 10 p.m. with the excep- 
tion of the final Sunday when the 
show will open at 12 noon and closes 
at 6 p.m. 

On August 25, a month before the 
registration deadline, more exhibitors 
had registered than for any previous 
fair. Space has been reserved on the 
fifth, sixth, seventh and eighth floors 
of the hotel. 

Sponsored annually by the Audio 
Engineering Society, the show is con- 
ducted in conjunction with the group’s 
convention. 
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American Airlines... . 


is the largest U. S. airline —5,887,000 revenue passengers 
in 1954, 20%, of the total flown by domestic airlines.” 

But to the traveler, the size of American Airlines is 
not as significant as the service it offers, 

Size is not always a measure of service, One magazine, 
for instance, with only 1,300,000 circulation, gives the 
advertiser a major share of an important class market 
equivalent to another national suburbia. 

The magazine is SuccessruL FARMING, Its circulation 
includes 26% of the commercial farms in the country — 
and 42%, of all farms earning $10,000 or more. 

SF farm subscribers raise more than one-third of the 
national farm output, almost two-thirds of the livestock 
products... have an average cash income from farming of 
around $10,000—and add up to $11 billion market. 

Because SuccessruL FARMING for fifty years has helped 
the country’s best farmers earn more and live better, it has 
more influence with its market than any other medium, 

To balance national advertising schedules, you need 
SucCESSFUL FARMING. Ask any SF office for details, 


*Source: Aviation Weck 


Merepirn Pussisninc Company, Des Moines... 
with offices in New York, Chicago, Detroit, Philadelphia, 
Cleveland, Atlanta, San Francisco, and Los Angeles. 
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MODEL 758 HI-FI TWO-SPEED 





TWEETER-WOOFER 
"BALANCED-SOUND’ SYSTEM 


Exclusive... only recorder with provision permitting 
remote start, stop and reverse for transcribing and 
dictating purposes. PLUS... New Automatic Tape 
Transport Shut-Off. Pius Piano-Key Controls. 
PLUS ... Automatic Selection Locator. PLUS... 
Amplifier 


Electronic Record Level “Eye.” Pius 
By-Pass for Hi-Fi 


New AMPRO Model 758 Tape Recorder, Retail... $249.95 
Model 7587, With Built-in AM Radio 284.45 
No. 168 Matching Console Speaker 59.95 





Two speeds, two speakers; 18-reel 
Compartment, Retail... $279.95 

With Bullt-in AM Radio ........ 314.45 

Matching Table Stand . Wee 





Call your Ampro distributor today | 
Ampro presents the industry's most complete line of tape recorder accessories 


AM PRO CORPORATION 


2096 NORTH WESTERN AVENUE + CHICAGO 16, ILLINOIS 
A SUBSIDIARY OF GENERAL PRECISION EQUIPMENT CORPORATION 
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IN A SERIES of cross-country meetings, CBS-Columbia president Henry C. Bonfig 


unveiled the new 


1956 line of CBS radio and TV receivers 
Bonfig, center, shows the new sets to dealers Dave Mar eft, 


In Los Angele 
wd Jack Hodge 


CBS-Columbia’s New Line . . 


... features “tilt-out” chassis for easy servicing; 
ten models are introduced in 1956 line and price is 


dropped on color sets to $795 


Nine 2l-inch models and one 24 
inch console make up the recently 
introduced line of CBS-Columbia 
television for 1956. 

Four of the 2l-in units are tabk 
models and five are consoles. Dif 
ferences in features and finish provide 
19 variations out of the basic ten 
models. Ranging in price from 
$116.95 to $299.95, the new models 
are under production and shipments 
have started. 

A key feature in the line is the 
new ““lilt-Out” chassis, which makes 
servicing easier, according to CBS 
Columbia officials. Daniel Newman 
director of product service, described 
the change as “a basic contribution to 
modern television design.” 

The “Tilt-Out” chassis swings bach 
and locks at a 45-degree angle, allow 
ing the serviceman easier access to th« 
receiver innards. On the “Tilt-Out 
sets, many repairs now can be made 
in the home, Newman said. He added 
that “a tube replacement job will take 
an estimated 60 percent less time” on 
the new sets. 

As CBS-Columbia introduced th« 
new line, it also cut the price of its 
205C color set to $795. The unit 
carried a former retail price of $1,100 


U.S. Counts TV 


The Government recently estimated 
that about 32 million TV sets are in 
use in the United States tolay. 

The U. S. Bureau of Census says 
that 67 percent of the American house 
holds have TV. This is a sharp climb 
from 1950 when only 12 percent—or 5 
million households—had _ television 
The Government notes that in five 
years—from April 1950 to June 1955 
set ownership has increased more than 
six times 
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Scheduled Meetings 


INT’L ASSN. OF ELECTRICAL 
LEAGUES 


20th Annual Conference 
Toronto, Ont 
Oct 5-8 


AUDIO FAIR 


Hotel New Yorker, New York 
October 12-15 


PORCELAIN ENAMEL INSTITUTE 


24th Annual Meeting 

The Greenbrier, White Sulphur 
Springs, W. Va 

October 26-28 


AMERICAN HOME LAUNDRY 
MFRS. ASSOCIATION 


9th National Conference 
Shearton-Palace Hotel, 
Son Francisco, Cal 
November 2 3 


NATIONAL ELECTRICAL MFRS. 
ASSOCIATION 


Annual Meeting 

Traymore Hotel, 
Atlantic City, N. J 

November 14-18 


AIR CONDITIONING & REFRIG- 
ERATION EXPOSITION 


Atlantic City, N. J 
November 28-December | 


WINTER MARKETS 


Chicago, Ill 
January 9-20 


HOUSEWARES SHOW 


Navy Pier, Chicago, II! 
January 19-26 
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Now...the 1955 







to push your | 
Gas Range Sales U : 


A 


Gas Range sales showed a healthy _ tures with lower costs of operation 
13.3% increase for the first seven _ than ever before. 

months of 55. And now comes the For a real pick-up in your sales, 
American Gas Association national _ tell the difference, sell the difference 





> “Old Stove Round-Up” to keep _ between today’s modern gas ranges 
these figures going up-up-up! and the 12 to 15 year old models 
S Everybody benefits when dealers _ still in use in 2 out of 3 gas equipped 
, and gas utilities cooperate in city- homes. 
. i wide gas range promotions, Every Push top-of-the-line automatic 
Fi dealer benefits when he puts extra Gas Range models during the “Old 
ae re promotion efforts behind gas ranges. Stove Round-Up”, move them up 
=—=er]—]) Because today’s modern gas front, connect a live demonstration 
/ ranges offer homemakers more in model to gas, feature them in your 
er | automatic performance, more in windows and teach your sales force 





SS ees> —___— e beauty, more in good saleable fea- _to sell them. 








i Join up with the 0/2 STOVE ROUND-UP 
and make more sales of 


Top-Profit Gas Ranges NOW | / 


Get full information from your gas company, your 
gas range manufacturers’ representatives or write to: 












DOMESTIC GAS RANGE DIVISION 


Gas Appliance Manufacturers Association, Inc. 
60 East 42nd Street, New York 17, N. Y. 
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Choice of 
.. SECAUSE 17S 





--- IN AIR CONDITIONERS! 


Me D4 


| } 
[sea 


Ariana 


If you want to know... 
Ask the men who've sold them! 


BUYER JUSTIN E. DRAPER, Love | H. L. FORST, Hudson-Ross, 310 West 





Amana ...in front 


in consumer demand . . . backed 
by top-budget advertising! 


























man’s, Birmingham, Alabama: 
“When customers sell their 
friends for you, you can be sure 
you've got the best product in 
the field. That's the story with 
Amana Air Conditioners, Our 
sales are 20 to 1 ahead of last 
year.” 


OWNER DON E. SHAW, Don's Ra- 
dio-TV, 1901 East First $:., Wichita, 
Kensas: “A sound, solid, profit- 
able line. The Amana name is 
great. And Amana lives up to 
its name in performance, too 
which is of real importance here! 
Add to that Amana’s right price 
~and the unit sells itself!” 





Polk Street, Chicago, Illinois: 
“Amana Air Conditioners are 
really out in front. They run 
quietly, give us good success 
from a service standpoint and 
our customers full value. With 
Amana, we know we are selling 
guaranteed quality!” 


PRESIDENT TONY BARTO, Barto’s 
Appliances, inc., 2915 Franklin 
Ave., New Orleans, La.; “When our 
customers compare an Amana 
Air Conditioner with other 
brands, Amana wins on every 
count! An added sales-clincher 
is the prestige of the Amana 
name. Our sales are excellent!” 
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- +. IN GREAT-CIRCULATION 


MAGAZINES 
Dramatic, hard-selling advertisements 
in the nation’s top magazines . . . con- 


sistently at work, winning prospects 
and influencing sales for you! 


. +» AND ON TELEVISION! 

Every Tuesday evening on CBS-TV — Amana’s 
great, new TV comedy hit, “You’Lt Never 
Ger Rica,” starring Pum Stivers! It’s 
attracting thousands of potential purchas- 
ers for selling demonstrations by Amana's 
own Laratne Day! See your local listings 
for time and station. 

‘Top Big 10 and Pacific Coast Conference 
Football games telecast over CBS-TV Net- 
work! 
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Profit-Minded Dealers 








THE OPPORTUNITY) LINE! 


Jzct™ FOOUODO FREEZERS! 











Amana ‘*STOR-MOR”’ 
FOOD FREEZERS 
with Features That Make Them 
the World’s Largest Sellers! 








P. lus THE FAMOUS Amana 
5-YEAR DOUBLE WARRANTY! 


Here's the sales clincher! The assurance behind 
the product that turns a prospect into a pur- 
chaser! It’s the famous Amana 5-Year Double 
Warranty. (1) Five-Year Warranty of the Entire 
Refrigeration System! (2) Five-Year Warranty 
Against Food Spoilage Due to Mechanical Fail- 
ure of the Refrigeration System! Supplied on 
all Amana Food Freezers at no extra cost! 
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Positive Contact Freezing! 
All food is stored on, or 
directly below freezing 
plates! This means con 
stant “even-zero” tem 
perature. 


ACKED BY 


Amana Refrigeration, Inc., Amana, lowa 


1955 





Six Fast Freezing Surfaces! 
Coils top, bottom and in 
every shelf . . . for posi- 
tive fast-freezing, surer 
food protection! Freezes 
more food, faster! 


A CENTURY 


F FINE CRAFT 


MANSHIE 


New “Stor-Mor” Door! A 
month of meals! Every 
thing within easy view 
and reach. Containers 
automatically dispense 
foods in the order stored 








Dessert Bar —’'Planned- 
Over” Shelf} Pull-down 
compartment for ice 
cream, desserts, Conven 
ient shelf with colorful 
containers for leftovers 
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NOW BEING 
ADVERTISED TO 





MILLION 
PEOPLE 
Por Day! 














IN CAMFIELD’S SMASHING, 2-FISTED 


PROMOTION 


See it on N 
STEVE ALLEN’S 
NBC-TV sHOW a 


ee 


we 


i fenight 


piusi Soturday Evening F 


Subwoys! Everything in 





KNIFE & SCISSORS 
SHARPENER 





Grand Haven, Michigan 
in Conade Distributed by Maurice |. Ensiey, Toronto 
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of all Evenin 
ost! Carcards on B 
Color! Everything 





featuring 


+ Full NBC-TV 


Lineup! 
+ 47 Stations! 
* Coast to Coast! 





g TV Homes! 
yses! Streetcars! 
to help you sell! 


TIE-IN 


WITH THIS 


HUGE 
PROFIT 


PROGRAM 


Now! 


CAMFIELD) 











_TV Sales Will Top 7 Million 


Secrest of RETMA predicts industry sales for 1955 
in Atlanta, Ga. speech; sees radio volume around 12.3 


million set for this year 


Retail sales of 7.5 million television 
sets and 12.3 million radios are pos 
sible in 1955, according to James D. 
Secrest, executive vice president of 
Radio-Electronics-Television Manu 
facturers Association. 

Speaking before the Franchised Ap 
pliance Dealers Association of Atlanta, 
Ga., Secrest said that the industry 
is unanimous in the opinion that 
color television will have little or no 
deterrent effect on sales of black and 
white sets between now and Christ 
mas. If you bring up 1956 and 1957, 
you can get a wide range of “guess 
estimates” on how many color TV 
sets will be made and sold. Once 
color ‘T'V gets over its initial hump, 
Secrest predicted, it will bring an 
other TV boom “reminiscent of the 
first few years of black and white 
rv.” The timing of this boom is 
inyone’s guess 

The greatest number of TV sets 
produced during any year to date was 
7.5 million in 1950. This record, Se 
crest pointed out, was brought on by 
fear of another wartime shortage or 
shutdown following the outbreak of 
the Korean War. This year’s produc 
tion of ‘T'V sets, he pointed out, is 
much more healthy, as it is based on 
“unparalleled values and economic 
prosperity.” 

During the first seven months, deal 
ers sold 3.6 million TV sets and es 
tablished a record for this period. Since 
Secrest sees the inventories normal 
and dealer sales sure to rise in the 
next few months, he believes that 
with the impetus that National Radio 
and Television Week gave to the in 
dustry, the 7.5 million figure for this 
year’s sales is not out of line. The 


previous retail record was attained last 
year when 7.4 million TV receivers 
were sold, 

The sales of radios cannot be ex 
pected to reach the record volume of 
20 million attained in 1947 when the 
industry had to make up a four-year 
shortage when no civilian sets were 
produced. Dealers, Secrest predicts, 
can sell 6.3 million home, clock, and 
portable radios; another 6 million ra 
dios may reach consumers through the 
purchase of new automobiles. 

Statistics show that one out of five 
I'V receivers sold so far this year has 
gone to a second set customer. The 
ratio is expected to be one out of 
three by the end of this year. At the 
beginning of 1955, Secrest pointed 
out, four percent of all TV sets in 
use were second sets; by the end of 
the vear, the ratio will be about 10 
percent. 

The part that radio and TV dealers 
will have in the fast growing elec- 
tronics industry was emphasized by 
Secrest. This vear, he said, the value 
of commercial and industrial elec 
tronics sold by factories will be about 
600 million dollars. By 1960, it will 
be more than double that figure. In- 
dustrial TV, mobile and amateur ra 
dio, laboratory and service equipment, 
heating and cooling apparatus, data 
processing equipment, and many other 
commercial items will become elec 
tronics items in the future. 

The deduction is that established 
radio-T'V dealers will sell and service 
these new electronic gadgets. It may 
well be, Secrest predicted, that this 
phase of a dealer’s business will one 
dav exceed his sales of radio and tele 
vision sets 








LAUNCHING CAPEHART’S new promotion drive is director of advertising S. A. 
Morrow. The new campaign includes free coffeebreaks for customers, coffee 
makers, cutlery and hostess cart premiums—all designed to help the retailer iden 
tify himself in the community as the “friendly Capehart dealer.”’ 
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General Electric does it again. The cruise of a lifetime, for you 


and your wife... enjoy every sun- and fun-filled moment of 
it —all expenses paid. 

It’s the S. S. Mauretania—leaving New York April 10 for 
twelve glorious days and nights in Caribbean waters. 


Every minute will be a memorable one. On April 10 you get 
your first taste of the luxurious accommodations that are yours 
aboard this giant queen of cruise ships. April 10 and 11 the 
tempo of your sea-borne holiday quickens with such diversions 
as deck games, swimming, movies and dancing. 


On April 12 you step ashore in lovely Nassau, the crown jewel 
of the sunny Bahamas and a fascinating blend of British colonial 
tradition and tropic charm. You’re back at sea on April 13 and 14 


Progress /s Our Most Important Product 


GENERAL @@ ELECTRIC 
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as the Mauretania carries you smoothly through sapphire waters 
toward another port of call. On April 15 the chant of calypsos 
welcomes you to colorful, carefree Trinidad. On April 16 you 
wake in La Guaira, Venezuela, 8. A. (the gateway to glamorous 
Caracas). April 17 and 18 you enjoy yourself as you choose, while 


the fabulous Mauretania follows the route of the buccaneers of 
old. 


April 19 and 20—two wonderful days and nights in Havana 
a gala farewell to the Caribbean. April 21 at sea, and on April 22 
—you’re home again! 


How can you get aboard? Your G-E distributor has all the 
details. He’ll tell you how you can make this dream come true for 
you and your wife. Call him today. Don’t miss the boat! 






J 





PAGE 187 





TEXANS SELL 


Maytags have a way with women say truck drivers as Maytagettes welcome them to Dallas 
with hot coffee. Convoy of 64 trucks supply dealers for state-wide “Operation 64” promotion. 


President Fred Maytag puts promotion in high gear as he World record caravan gets full treatment as Clyde Hendrix (center), chairman of the lowa Develop- 
takes the wheel of the big cab-over-engine heading the parade. ment Commission, cuts ribbon stretched across U.S. Highway 6 leaving Newton. 
Dealers all along the route to Dallas welcomed the caravan. 
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MAYTAGS 
BY THE MILE! 


Mile-long truck convoy prepared dealers for Bape «soi 64" 
—the Texas version of Maytag’s original “Operation 72” 








Step One in the Maytag Mad Marathon —Texas style— 


was a mile-long truck convoy wheeling into Dallas, 


Did they? 


In just 64 hours, the Texans moved a million dollars’ 
loaded to the tail gates with Maytags. worth of Maytags plus 1700 other appliances! 


From Dallas, the colossal caravan dispersed to sup- So the shortened Texas version of Maytag’s original 
ply dealers in every part of Texas with Maytags. “Operation 72” became another chapter in the success 


Then the dealers went to work on “Operation 64,” 
so named because they figured to move this merchan- 


dise in a non-stop, night-and-day 64 hours (not in the 


story entitled, MAYTAG IS ON THE MOVE! Moral of the 
story? It pays to move with Maytag. Your Maytag re- 
gional manager or distributor is waiting to show you 


usual 72 hours called for in “Operation 72,” the amaz- how the Maytag Mad Marathon can work for you. 


ing Maytag promotion that’s amassing sales records Write, wire, or phone him today! The Maytag Com- 


from coast to coast). pany, Newton, Iowa. 


MAYTAG IS ON THE MOVE! AND HOW!! 

















Signs emblazoned on both sides of trucks tell countryside 
what's going on. Striped pajama tops, symbolizing night and 
day selling, will be used by dealers to provide color. 


Startled motorists see Maytag on the move. A barrage of selling support for Texas dealers comes from 
the Maytag Southwestern Company's advertising program on radio, TV, and in newspapers, 


ELECTRICAL MERCHANDISING—OCTOBER, 1955 


PAGE 189 








/Olumpicy 


YEARS 
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OLYMPIC RADIO & TELEVISION INC. 
4-57 38th Avenue, Long Island City 1, N. Y. 
send me literature and details on the complete 
Olympic story... 
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RADIO & TELEVISION 
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Wanted: A Bigger Slice 


... of the television market; that’s what Raytheon 
is after and company officials are relying on a new TV 
color set and transistor radio to help them 


Raytheon last month began ship- 
ping a “mass production” color TV 
set and a twin speaker transistor radio. 

Vice-president Henry Argento cited 
the new products as proof that the 
firm is now “geared to capture a 
greater share of the industry’s market.” 

He said that Raytheon had been 
working for two years on a program 
designed to “catapult” the firm into 
a more important position in the in- 
dustry. 

Among the strides which have been 
made are: 

{1) Construction of a 204,000 
square-foot plant in Chicago to house 
metal cabinet facilities 

(2) Addition of 20 new distributors 
this year 

(3) Engineering advances such as 
the color set and transistor radio 

(4) Production advances 

(5) A series of product “firsts” in- 
cluding top-tuning, colored cabinets, 
vertical chassis design and transistor 
radios, 


The Color Set. Argento said that 
the new color set would make “‘colot 
television practical.” He said that the 
simplified design provided the answer 





Radio-TV Briefs 


¢ RETMA termed the 1955 National 
Radio and Television Week a success 
last month. More than 100 daily news- 
papers carried supplements and almost 
100 major markets participated with 
local activities, according to prelimi- 
nary reports on the week, Sept. 18-24. 





¢ RCA is planning large-scale TV dem- 
onstrations in southeast Asia and the 
Middle East, providing television for 
the first time to approximately 12,000,- 
000 Asians. The demonstrations will 
take place at international trade fairs 
held from August 15 to December 15 
throughout Asia. 


eAt home, RCA recently invited ex- 
ecutives of the nation’s independent 
television service organizations to a 
two-day seminar at the headquarters of 
the RCA Service Co. in Cherry Hill, 
N. J. Service chief FE. C. Cahill said 
the sessions were designed to “keep 
independent service technicians fully 
up to date on RCA developments.” 


* Hallicrafters is enjoying a 20 percent 
increase in unit sales over last year 
following the regional sales meetings 
in Chicago, New York and San Fran- 
cisco. Director of marketing Michael 
D. Kelly said distributors anticipate 
one of the best fall selling seasons in 
history. 


¢ Snyder Mfg. Co. has come up with 
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to production problems which have 
“slowed industry progress in color re- 
ceiver development and production.” 
He said that Raytheon scrapped its 
previous color production program 
eight months ago to concentrate on 
the new design. The company’s 
earlier color production was a “tongue 
in cheek” matter, Argento added. 

The new color set featured a vertical 
chassis which makes it possible to re 
duce cabinet size. 

Table models are priced at $795 and 
consoles at $895. 


The Radio, The twin-speaker trans 
istor portable will play for 2,500 hours 
(or for two years’ normal use) on a 
single battery. Argento said that sets 
of this type would obsolete plug-in 
radios. All of the electrical diffcultie: 
and engineering compromises of th« 
house-current set, with its high noise 
level, heat, hum, danger of shock, 
need for plugging in and high operat 
ing cost have been answered with the 
development of the transistor radio, 
Argento said. 

The new set is priced at $89.95 
The firm’s other transistor portable 
remains at $79.95. 


a survey that shows: of 100 homes 
with TV antennas, 7.3 have no TV 
sets; and out of 100 autos with radio 
antennas, approximately 12.1 do not 
have radios. President Ben Snyder 
concludes that many people—especially 
the car owners—are putting up a “false 
front.” Detecting a new market, Sny 
der is now producing a dummy cat 
antenna for these people—‘‘especially 
for youngsters with new cars and hot 
rods who just could not afford a car 
radio.” 


¢ Channel Master Corp. estimates that 
over 100,000 TV antennas will be 
knocked down by hurricanes this year 
alone on the Atlantic coast. Vice 
president Harold Harris made the esti- 
mate on the basis of last year’s hurri- 
cane season. 


¢RETMA has issued a “Fact Book” 
on the radio-television, electronics in 
dustry. In the nine years since 1946, 
nearly 40 million TV sets have been 
produced, the booklet estimates. And 
since 1922, more than 230 million 
radio receivers were manufactured. 


¢ New York’s Hotel Governor Clinton 
became the first in the nation to in 
stall color television receivers in hotel 
guest rooms. Fifty RCA Victor color 
sets have been placed in various rooms 
and suites at no extra cost to guests. 
Seven hundred black-and-white _re- 
ceivers are in use and the hotel plans 
to increase the number until TV has 
been placed in all 1,200 rooms. Other 
hotels plan color TV sets soon. 
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Fabulous ‘Fidelis’ Table Model ee 
High fidelity 3-speaker system. Model 560 in Blonde or Mahogany 
at same price. List $149.50°. Walnut or Ebony finish slightly higher 
Legs, with record shelf, optional 





a Versatile V-M tape-o-matic * 
Ten top exclusive features! Model 700 in 2-tone gray leatherette. List 
$179.95". Matching console speaker $46.50 


It's pointed to give you the biggest holiday sell- 
ing season ever! V-M’'s Pleasurama is a power- 


~ Deluxe Portable Phono 
house promotion to pull customers into your Model 1275 in 2-tone Brown or Gray has adjustable tone chamber, 


List $79.95" 


store! And help you se// them when they get there! 


Here's How it Works: 


¥% You stock and sell the compact Voice of Music pleasure line— 
with a phonograph for every purse and every member of the 
family ... priced from $22.95". 


% V-M sets you up with customers through: 


@ pointed key market Sunday newspaper ads with dealer 
istings for strong local action! 





° advertising i » bie national mecasi ' A. Ultra-modern 4-speed Table Model 
ointed “ . rtisin = the ‘8 nati nal = AgaaIneS that your Model 1250 with 4” x 6” speaker. Beige and Gold. List $59.95*. Without 
yest Customers read! amplifier (as Model 1225) List $49.95° 


®@ pointed point-of-sale tie-in material to set up your store as 
the Pleasurama center of your community! 















@ Pleasurama offers you permanent floor displays. . . wall, win- 
dow, counter and floor material . . . literature . . . direct mail 
... TV films and radio spots . . . theater shorts . . . newspaper 
ad mats... catalogs—ALL yours for BIG, fast sales! 


YOUR Ask him about the V-M Pleasurama program 

V-M DISTRIBUTOR ... turn your store into a Voice of Music 
Pleasurama of profits. Do it now — be ready 

WILL HELP YOU! for the biggest holiday season sales ever! 


NEW! Special Di d Needle Off 
for nat V-M models! - . Check Your V-M 
Ask your V-M Distributor Salesman, Distributor... SOON! 


*Slightly higher in the west 


M CORPORATION « BENTON HARBOR, MICHIGAN 





PAGE 192 OCTOBER, 1955—ELECTRICAL MERCHANDISING 




























Deluxe 4-speed a 
Table Model 
Dual-speaker Model 
1285. Blonde or Ma- 
hogany at same price 
List $99.50°. Legs, with 
record shelf, optional: 


Dual-Speaker 
High Fidelity Portable 
Two-tone gray. Model 556 has exclusive V-M tone-o-matic, List $119.95* 





World's Smallest e 
Automatic 
3-Speed Portable 
Model 990 has folded 
horn speaker in lid 
List $59.95° 





Low-Cost 3-Speed Ch Attech 5 


Y Model 920 features Siesta Switch® appliance outlet. List $39.95" 





+ Yrs 
“s 


ZZ 


H 


‘= 


Fabulous ‘Fidelis’ Console 





Powertul 4-Speed Portable 
7 Model 121 in red of maroon Styron case, List $22.95° 







Versatile 
4 4-Speed Portable 
Model 155 features 
external speaker and 
amplifier jacks 
List $49.95* 


NN wy, Ma 
= 
High Fidelity Record Changer Attachment 


Model 9366 available, less pan, as Model 9358, 45 spindle included 
9356, list $59.95°. Model 9368, list $69.95* 


Gay ‘Playtime’ 4-speed Portable 
Model 210 with built-in 45 spindle, separate volume and tone con- 
trols, List $29.95° 
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BILL KAUFMAN of Bruno's Appliance & Furniture Center, Chicago, tries his 


hand ot 
compliments 


“chuck-a-luck.”” Win, lose or draw, Kaufman got a stylish sports shirt 
of Sentinel’s Chicago distributor, Main-Line Distributors 


Anyone For Dice? 


To emphasize that a line of television is no gam- 
ble, a Chicago distributor uses a unique promotion that 
involves beautiful models and a game of chance 


‘Let's play craps!” 

That's the greeting Chicagoland 
Sentinel dealers got from one or more 
of three models who visited them 
recently, The girls, hired by Sentinel’s 
Chicago distributor, Main-Line Dis- 
tributors, spent about two weeks tour 
ing the dealers using their own cars 

They walked into stores unan 
nounced, carrying a “birdcage” and in- 
vited the dealer or a salesman to “‘play 
craps.”” If the dealer won, he received 
a certiheate for a sport shirt later de 
livered by his regular distributor 


‘4 


’ 





DON’T DO IT YOURSELF is the theme of 
a new Westinghouse campaign. On its 
“Studio One” program, the company will 
advise the public of the dangers of do-it 
yourself work on electrical products. A 
mailing piece with seven cartoons (like 
the one above) will also warn Westing 
house customers of the dangers 
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salesman. If he lost, he got the cet 
tificate anyway and the pert model 
told him “All right, you can’t los 
with Sentinel—you win even when 
you lose.” 

The girls had to be taught to play 
dice and they memorized a few choice 
facts about Sentinel and Main-Lin« 
Surprised dealers reported good-hu 
mored reactions from customers in 
their stores and all went along with 
the gag. 

Main-Line took over the Sentinel 
line only last June and found distri 
bution “mediocre.” Immediate aim 
is to build present distribution of 
about 300 dealers to perhaps twice that 
number 

Main-Line says its theme is “help 
dealers sell,” and the chuck-a-luck 
sports shirt stunt impressed dealers 
of this fact 


TV Sales Records 


l'elevision receiver sales at the r 
tail level set new records in July and 
the first seven months of 1955, 
RETMA reported 

In July, a four-week reporting pe 
riod, 381,567 sets were sold compared 
with 430,347 in five-week June. July 
1954 retail I'V sales were 368,634. 

Seven-month figures showed that 
3,584,562 sets were moved through 
retail outlets compared to 3,174,394 
sets in 1954. 

RETMA also reported radio sales, 
excluding automobile sets, were down 
in the January-July period from 1954 
figures. This year, 2,732,983 sets were 
sold against 1954 sales of 2,822,090. 

July radio sales dropped sharply 
from June figures. 


Britons Get a Choice 


BBC monopoly ends and second television chan- 
nel gives viewers a chance to select their programs as 
well as to view their first commercials 


Public broadcasting is being chal- 
lenged for the first time in Great 
Britain and the battle for the viewer's 
time is on. Though Britons are not 
sure what will happen as a result of 
this revolution in broadcasting, they 
are all curious. 

But one thing is certain. Sale of 
new I'V sets and converters (Britain 
has five million-odd one-channel sets 
tuned to the British Broadcasting 
Corporation’s channel) will boom. 

Commercial telecasting began Sept 
22 through the newly-created Inde 
pendent Television Authority. To the 
viewer, ITA differs only slightly from 
its American counterpart. But behind 
the scenes there’s a world of difference 

Parliament created ITA in July 
1954. It is an agency of the govern 
ment. In general, ITA will supply 
only the physical means of broadcast 
ing—transmitting stations, antennae, 
occasionally studios, ITA is under the 
postmaster general and that official is 
responsible to Parliament for proper 
execution of the act. Between him 
md the ITA are various committees 
which handle top policy management. 

I'he benefits of commercial TV in 
Britain are many. Most important, of 
course, is that it will stimulate sales 
and facilitate merchandising. It may 
prove a useful way to educate the 
more enlightened British industrialist 
to modern ways of thinking, thus hik- 
ing productivity and reducing per unit 
costs. In turn, this may lead to more 
solvency on the part of Britain, sub 
sequently increasing imports from the 
United States and other countries. 

They Don’t Buy Programs. ‘The 
British dealer and distributor will not 
acvertise on ‘T'V quite like their Ameri 
can counterparts. Advertisers buy spot 
commercials—not programs. They buy 


For Cars: A Quick Cooling 


minutes, half-minutes or quarter-min- 
utes. But they pay as though they 
were buying actual program tim« 
Even so, rates presently are well b« 
low those charged in this country. 

ITA operates through four program 
contractors. Roughly, these are equiva 
lent to different stations in the United 
States. ‘The contractors are regional 
and initially they will not compet 
with one another for the viewer's time 
They will, however, compete for th 
advertising dollar. 

Concession charges vary depending 
on the area of the country served and 
its density of population. In addition 
weekday and weekend concession cost 
will differ. Program contractors must 
average not more than six minutes of 
commercial per hour or 10 percent, 
same as in this country. 

The advertiser does not know when 
his spot will be transmitted. All he 
knows is that when he pays for a peak 
viewer period, his plug will come 
sometime during that period. He 
knows not during which program, and 
he can’t insist upon a specific time 

Consequently, the British advertiser 
can’t follow American practice and 
run tie-in advertising in the newspaper, 
for instance, urging the public to tune 
in a particular program. He’s not a 
sponsor. He simply buys his plug time 
and that’s that. 

Britain’s future position in world 
television must be reckoned with. The 
market and development potential is 
great and production is sure to in 
crease. In years to come, as television 
makes inroads among countries within 
the British trade area—the Common 
wealth nations in particular—set mak 
ers will find these countries good 
potential export markets for British 
equipment 








MOTORISTS WHO stop at the air conditioned restaurant of Samuel Teiger, right, 


get an extra air conditioned bonus. 


Teiger cools the customer's car with a portable 


Emerson unit before the patron drives on. Watching the unique idea in action are, 
left to right, Lester Krugman, Emerson vice president in charge of marketing 
Murray Golden, president of Emerson New Jersey, and Michael Kory, vice president 


in charge of sales. 


OCTOBER, 


1955—ELECTRICAL MERCHANDISING 








*The secret’s in Farberware 
exclusive thermostat plug! No 
other electric skillet has it... 
no other electric skillet is so 
easy to use, so easy to clean 








as the new Farberware 
Electric Fry Pan! 10 
and 12 inch Sizes. 


EXCLUSIVE, 
NEVER-BEFORE 
FEATURES! 


@ All stainless steel! 


@ Thick aluminum-clad 
bottom! 


@ Heats evenly, cooks faster! 
@ Washes easily and safely! 


NATIONALLY 
ADVERTISED! 


Your customers will be reading 
about the new Farberware Electric 
Fry Pan in large advertising space 
throughout fall and winter. 


Be first to feature it- ORDER NOW! 











FARBERWARE 





ELECTRIC FRY PAN 











OO a 


but only the new FARBER- 
WARE ELECTRIC FRY 
PAN can be completely 
immersed in water, 
handle and all! 











Some electric skillets can and some this far... 


be immersed this far... 









S. W. FARBER, Inc., New York 54,N. Y. © Makers of stainless steel cookware with that wonderful aluminum-clad bottom! 
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24” Kimberly, model 24C601. 
“Cabinet of Light.” Super De 
luxe Console. Dual front speak- 
ers with tone control, 4-position 
HaloLight brightness selector 
and all-channel tuner. Cabinet 
styling resembles Mahogany or 
Blonde Korina 


The Carlisle 217101 Big full power 
21” table model with new “Custom 32” 
chassis and Hi-Gain cascode-turret 
tuner for greater picture-pulling power. 
Filter glass picture-window. Brilliant 
“Silver Screen 85" for greater picture 
clarity. Crafted to resemble finest Ma- 
hogany or Blonde grained finishes. 


Sum S} QO 











24” Lyndee, model 247301. “Cabi- 
net of Light.” Super Deluxe Table 
Model features front-mounted 
speaker with tone control, 4-position 
HaloLight brightness selector, and 
single-knob all-channel tuner. Simu- 
lated Mahogany or Blonde Korina. 


The Fontaine 211102 — Famous 
HaloLight, the frame of surround 
light. Big 21” “Silver Screen 85"" with 
picture-pulling “Custom 32” chassis. 
Filter glass picture-window for clearer 
viewing. An outstanding value styled 


i ' in Mahogany or Blonde grained 
re .y finishes. 
PO A 


=o 14 __ Manoa $91 _ 


Prices slightly higher in 
the Far West and South 


way 
4 
4 








21” Palmer, model 211301. “Cabi- 
net of Light."’ Super Deluxe Table 
Model features front-mounted 
speaker with tone control, 4-position 
HaloLight brightness selector, and 
single-knob all-channel tuner. Re- 
sembles Mahogany or Blond Korina. 


SYLVANIA Announces 


to the star-studded 








21” Belvedere, model 21C502. 
“Cabinet of Light."’ Super Deluxe 
Console features dual front speak- 
ers with tone control, 4-position 
HaloLight brightness selector, and 
single-knob all-channel tuner 
Simulated Mahogany or Blonde 
grained finish. 


Backed by these powerful Sylvania promotions... 


Win new customers week after week 


in Sylvania’s “Beat the Clock’ Contest 





10 Big prizes—every week! 10 New winners—every week! 
Television's biggest store traffic builder! 


YOUR STORE 1S HEADQUARTERS— 
in this traffic-building, sales-stimulating Sylvania 
promotion that everyone can enter without 
cost. Nothing to write—nothing to buy, your 
customers will have to send in a new entry 
blank each week—and they have to come into 
your store to get them! 


PAGE 196 


It’s the greatest business-builder ever offered 
so be sure to order your “Beat the Clock” 
Promotion Kit and complete line-up of dis- 
play material that will identify you as a con- 
test headquarters. 

Order your free Beat-the-Clock promotion 
kit now ... pulls treffic .. . helps make sales. 


KKKKK HY 


Big “’Time-to-trade“’ Program 





Promotion! 
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Now is the time to launch your Sylvania Trade-in promo- 
tion on the new line of Sylvania for 1956. Everything you 
need to excite present small-screen customers to see the 
new powerful, picture-pulling Sylvania. 


A complete promotional package including advertising 
mats, Radio spot announcements, window streamers, dis- 
play cards and direct mail pieces are ready for you now. 
Order your “Trade-In” kit today and go after this big 
replacement business with a sound Sylvania trade-in 











( 
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AS AN EXTRA BONUS to the star-studded Sylvania 
line for 1956, here are two new outstanding models you can 
promote to the limit. Big 21” “Silver Screen 85” television with 
the new extra-power “Custom 32” Sylvania chassis. 

Designed and priced to attract new sales, the complete 
Sylvania line now offers new exclusive features and outstanding 
performance that will mean faster, bigger service-free sales for 


¢ new leaders... 
yivania line for TFS Of 





you. Feature the New Sylvania for 1956 and light your way to 
greater customer satisfaction with the new “Cabinet-of-Light” 
and HaloLight.” All models utilize the new “Custom 33” or 
“Custom 32” chassis for greater picture-pulling power and 
superior performance. All this, combined with the handsome 
styling of the line adds up to more pride in your profits as a 
selected Sylvania sales outlet. 








21” Windemere with Halolight, 
model 210802. Deluxe Con- 
sole with doors, dual front 
speakers, 4-position HaloLight 
brightness selector and Hi- 
Gain cascode continuous tuner. 
Mahogany wood veneer or 
genuine Cherry. 





21” Kelsey with Halolight, 
model 21€401. Deluxe Console 
features, tone-matched speaker, 
greater high-voltage, automatic 
features, and Hi-Gain cascode 
tuner. Simulated Mahogany or 
Blonde grained finish. 


21” Decatur with Halolight, 
model 211201. Super Deluxe 
Table Model with increased 
high-voltage, tone-matched 
speaker, automatic bass com- 
pensation, continuous all- 
channel tuner, Simulated Ma- 
hogany or Blonde fiinish 








21” Pembrooke with Halolight, model 
21C501. Super Deluxe Console with 
increased high-voltage capacity, 
tone-matched speaker, automatic 
bass compensation, and all- 


; 









channel cascode tuner. 
Cabinet styling resembles 
Mahogany or Blonde finish. 





21” Templeton, model 21C601. 
Deluxe Console with HaloLight. 
Dual front speakers, 4-position 
HaloLight brightness selector, 
and continuous, all-channel 
tuner. Mastercraft cabinet styl- 
ing in Mahogany Wood Veneer 
or Blonde Korina. 


Keep your eye on 


Radio & Television Division, 


Buffalo 7, New York. 


In Canada: Television made by 
Sylvania Electric (Canada) Ltd., 


and distributed by 


Northern Electric Company Limited. 





24" Hillsboro with Halolight, model 
247101. Deluxe Table Model with 
greater high-voltage capacity, 
automatic features, tone-matched 
speaker, and Hi-Gain cascode 
tuner, Styled to resemble Mahog- 
any or Blonde finish 


YLVANIA 


... fastest growing name in sight 
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IS 


PROSPECT 


YOUR 





... then tell him about the 


THRIFTY 


@ Your prospect doesn’t 
have to be a “Scotchman” to 
recognize the _ values he 


gets in a freezer unit 
equipped with a Tecumseh 
Hermetic. 

@ Facts like these: lower 
price, better performance, 


reater capacity and lasting 
Sependability with lower 
operating cost, will convince 
the most “hard to sell” pros- 
pect. 

@ And you, as a dealer, can’t 

o wrong when you know 
that 73% of all freezers sold 
are equipped with Tecumseh 
Hermetics... your assurance 
that they are overwhelm- 
ingly approved by the 
freezer industry. 

@ Why don’t you get all the 
facts about the popular line 
of Tecumsch Hermetics and 
make your selling job easier. 


Send for this free booklet today, 
the Tecumseh 


it tells all about 
Hermetics. Write Dept 


TECUMSEH 


TECUMSEH, mic 


. 2. 









REMEMBER THERE ARE 
OVER 21 MILLION 
TECUMSEH UNITS IN 
USE TODAY! 








{, wel. 





Ld 
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P. O. BOX 2280, 24590 Michigan Ave. 
W. DEARBORN, MICH 


IAEL To Meet 


Meeting in Canada this year, the 
International Association of Electrica} 
Leagues will hold its 20th annual con- 
ference in Toronto, October 5-8. 

Among the speakers on the program 
are H. B. Price Jr., NARDA president, 
who will talk on “What the dealer 
expects from an electrical league,” 
and Arthur W, Hooper, NAED di 
rector, who'll speak on “What the 
distributor expects from an electrical 
league.” Ricardo Muniz, manager of 
the radio-TV division of Canadian- 
Westinghouse Co. Ltd., will report on 
“Color television—1955” and John 
A. Morrison will outline “The Phila- 
delphia story,” the progress made in 
that city on adequate wiring 

The three-day program was de 
veloped under the direction of E. J. 
McGinnis, program committee chair 


man of IAEL. 


‘Time To Re-Wire’ 


A $100,000 program aimed at in 
creasing sales of electric dryeis and 
ranges and to make the public more 
conscious of the need for re-wiring 
their homes is underway in Washing- 
ton. The October-November cam- 
paign has been launched by the 
Electric Institute of Washington with 
appliance dealers, distributors, con 
tractors, department stores, banks and 
power company cooperating. 

With city commissioners proclaim 
ing October as “Adequate Wiring 
Month,” the institute is helping to 
defray dealer advertising costs provided 
their ads on dryers and ranges carry 
the “time to re-wire” message. Public 
service announcements on radio and 
I'V, at no cost to the institute 
urge re-wiring. 

A contest offering $3,300 in cash 
prizes to dealers and distributors is 
being sponsored to spur electric appli 
ance sales. 

Other promotions include paid ra 
dio and T'V spots, banners, truck signs, 
and placards 


; also 


G-E Plans New Clock 


A cord-less electric clock that uses 
an electronic circuit with transistors 
will be placed on the market within 
six months by General Electric Co.., it 
was announced recently by Rov W. 
Johnson, executive vice president. 

The new clock eliminates the need 
for plug-in wire connections and John- 
son predicts that in two years this ty pe 
of clock will have 
In fact, he 
we will see 
automobile 

Also due on the market within six 
months is an electronic oven which 
will be wall-mounted and will use high 
frequencies to codk foods in just a 
few minutes, 

The G-E official expects the more 
distant future to see such things as 
machines that wash clothes by super- 
sonics with no mechanical rubbing 
and radiant canopies that fold out 
from the bedroom wall to take the 
place of blankets. 


no moving parts 
says, in five to ten vears 
such a clock in every 
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Association Briefs 





¢ The Radio and Television Asso- 
ciation of Springfield, O., has been 
orgamized into a non-profit corpora 
tion. Marvin Miller is president of the 
group which represents about 60 per- 
cent of the dealers and service opera- 
tions in the community. 


¢ RETMA has appointed Ray ¢ 
Ellis, Raytheon Mfg. Co., as chairman 
of the international department. Presi 
dent H. L. Hoffman also announced 
that John B, Swan, Jr., Phileo Corp., 
and William L. Fogelson, P. R. Mal 
lory & Co., Inc., have been reap 
pointed chairman and vice chairman 
respectively of the traffic committee. 


¢ The Electronic Parts Distribu- 
tors Show has clected W. D. Jenkin 
of Radio Supply Co., Richmond, Va., 
as president of the 1956 show. Theo 
dore Rossman, of Pentron Corp., | 
vice president; W. Walter Jablon 
Presto Recording Corp., is secretary 
and Herbert W. Clough, Belden Mtg 
Co., is treasurer. The 1956 show will 
be held in Chicago the third week of 
May. 


¢ The National Farm Electrification 
Conference reports that 16 organiza 
tions have voted to continue partic: 
pation in the conference. By th 
September 1 deadline, the Nationa 
Electrical Manufacturers Association 
the Edison Electric Institute, the Na 
tional Association of Electrica] Dis 
tributors and the National Applianc« 
& Radio-TV Dealers Association had 
indicated their imtention to remain 
with NFEC. The American Home 
Laundry Manufacturers Association 
withdrawing. 


¢ The National Adequate Wiring 
Bureau has cooperated with the Ame: 
ican Visuals Corp. in producing a It 
page booklet titled “Electricity In 
Your Home.” The booklet is available 
for a price, froin the American Visual 
Corp., 161 East 32nd St., New York 


e RETMA’s recent three-day meet 
ing in New York took up the new 
trade practices rules for the radio-telc 
vision industry, excise tax legislation 
and plans for national radio and tele 
vision week, according to James D 
Secrest, executive vice president ot 
the group. 


¢ The San Francisco Bay District 
chapter of NARDA held a one-day 
profit clinic Sept. 20. President Clar 
ence E. Dulfer, welcomed the group 
ind presided at the meeting. 


¢ The 1956 Brand Names Day celc 
bration has been set for April 15, ac 
cording to Henry E. Abt, president 
of the Brand Names Foundation. A 
recently-named committee of 17 ex 
ecutives will plan the annual event 


¢The Radio & Television Associa- 
tion of Lansing, Mich. has elected 
Ted W. Groves as president. Other 
officers are: Bill Summers, vice presi 
dent, John Hawkins, treasurer, George 
Fowler, secretary, and Ben Hassell, 
publicity director 
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When women get together, appliances are bound to get into the con- 
versation before long. Then one of a manufacturer's best salesmen 
the satisfied customer—can really do a job for him. When the talk is 
about Packard-powered appliances, the job is done with extra enthu- 
siasm—from sheer satisfaction. 

For over 38 years Packard Electric motors have been giving dependable, 
low-cost service to users. The appliance maker who standardizes on 
Packard fractional horsepower motors benefits from the satisfaction 
they give, from enhanced reputation and from increased sales. 


GM 
BRANCH OFFICES; cemanes 
DETROIT 2, MICHIGAN; OAKLAND 12, CALIFORNIA; 


OAK PARK, ILLINOIS 






Packard Electric Division, 
General Meters, 
Warren, Ohie 
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Greater sales power than any 





The Chicago Tribune 
on both sides of 








FOUR REASONS WHY THE TRIBUNE GETS MORE ACTION! 


Reaches the 
biggest audience! 


Hundreds of thou- 
sands more families 
read the Tribune 
than read any other 
Chicago newspaper. 
Advertising in the 
Tribune puts your 
brand before the peo- 
ple who make the 
bulk of the appliance 
store purchases in 
Chicagoland. 


3. 


First with the 
trade! 


A schedule in the 
Tribune gives your 
salesmen and your 
distributor's sales- 
men a powerful sales 
point to use with Chi- 
cago dealers, who 
know the Tribune 
has no equal in pro- 
ducing cash register 
results. 














8 


Their basic 
buying guide! 


When Chicagoland 
families decide to 
buy, they turn to the 
Tribune as their pri- 
mary source of shop- 
ping information. 
They know it con- 
tains by far this 
market’s largest 
selection of home 
merchandise offers. 


4. 


More dealer 
tie-ins! 


Dealers are quick to 
take advantage of 
your Tribune adver- 
tising in feature win- 
dow and store dis- 
vlays. They know 
such merchandising 
activities bring them 
increased store traffic 
and more pre-sold 
customers. 














j 


f 


} 
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YOU OWN THE STRONGEST CONSUMER FRANCHISE IN CHICAGO... | 
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other medium explains why... 








the counter! 


INCREASED response on both sides of appliance store counters is the pay-off when 
you build your promotion around the Chicago Tribune. Unmatched selling ability 
makes the Tribune the No. 1 hard lines medium at every trade level of this great market. 

The proof is in your own industry’s advertising record. Because it produces best 
results for them, general advertisers of appliance store products invest far more adver- 
tising dollars in the Tribune than in all three other Chicago newspapers combined. 

You use Tribune sales power most effectively when you plan your schedule with 
the aid of a Tribune consumer-franchise plan. Based on a detailed knowledge of the 
Chicago market, this plan can help you get more out of every dollar you spend for 
promotion here. 

Dozens of manufacturers have used a consumer-franchise plan to develop more sales 
and stronger market positions in Chicago. A Tribune representative will be glad to 


show you successful case histories from our files. Call him today for complete details. 


sets off more action 














Percentage of expendi- 
tures of general adver- 
tisers of housing equip- 
ment & supplies and 
radio & television sets 
placed in each Chicago 
newspaper, first six 
months, 1955. 


63.7% 17.3% 1.5% 7.5% 

CHICAGO CHICAGO CHICAGO CHICAGO 

TRIBUNE DAILY SUN. — AMERI- 
WEWS TIMES «CAN 











Chicago Gribune 


THE WORLD'S GREATEST NEWSPAPER 


Chicago New York City Detroit San Francisco Los Angeles 

W. H. Hattendorf E. P. Struhsacker W. E. Bates Fitzpatrick Associates Fitzpatrick Associates 
1333 Tribune Tower 220 E. 42nd St. Penobscot Bidg. 155 Montgomery St. 3460 Wilshire Bivd. 
SUperior 7-0100 MUrray Hill 2-3033 WOocdward 2-8422 GArfield 1-7946 DUnkirk 5-3557 


MEMBER: FIRST 3 MARKETS GROUP AND METROPOLITAN SUNDAY NEWSPAPERS, INC. 


WHEN YOU BUILD IT WITH ADVERTISING IN THE CHICAGO TRIBUNE! 
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ACTION Starts A Drive 


New organization is aimed at improving Ameri- 
can living conditions; some $37 million in appliance 
sales seen tied to better housing 


A multi-million dollar advertis 
ing campaign will soon launch 
A.C.T.LO.N—the American Council 
'o Improve Our Neighborhoods. 

The new organization is dedicated 
to improving American living con 
ditions. Of specific interest to th 
appliance dealer is the council's ef 
fort to climinate sub-standard cle 
trical facilities 

The council estimates that of the 
nation’s 50 million homes, only seven 
million are in first-class condition 
The remaining 43 million are in some 
degree sub-standard and eight million 
are in slum or near-slum conditions 

Major General Irederick A. Irving, 
president of the council, explains that 
‘ACTION’s program is designed to 
help Americans help themselves. We 
hope to alert every citizen to the dan 
gers of housing decay, both economic 
and social, and to cooperate with all 
types of national organizations and 
community groups in stopping the 
spread of blight. No attempt will b« 
made to duplicate or replace other or 
ganizations, Rather, we wish to join 
forces with all those who share our 
concem for America’s future.” 


Research, Education and Advice. 
The council will gather facts about 
the condition of American homes and 
ct as a Clearing house for information 
about home improvement efforts 
The group has been allotted sever! 
million dollars worth of advertising 
space by The Advertising Council 
I his allocation will be used to educat« 
the public on the needs for home 
improvement. An intensive three 
month campaign will begin this fall 





Parts Show Officials Elected 


in newspaper, magazine IV and 
radio, Also, a full-color, animated film 
“Man of ACTION,” will be released 
The council will finally provide field 
ervice help for communities wishing 
to make improvements in living con 
ditions. The field service division will 
also stimulate the interest of other 
national public service groups, trade 
associations, labor organizer 
dividual manufacturers 


ind in 


Appliance Significance. ‘Ihe council 
1S seeking the cooperation of the 
electrical industry since inadequate 
wiring is a key element in dilapidated, 
sub-standard housing. ACTION esti 
mates that $90 billion worth of ap 
pliances will be sold in the next 10 
years, but as much as $37.5 billion of 
these projected appliance sales cd 
pend on improving present wiring 

On the board of directors of 
ACTION are Robert W. Sarnoff 
executive vice president of NBC, Roy 
W. Johnson, executive vice president 
of General Electric, Andrew Heiskell 
publisher of LIFE magazine, and 
Elmer L. Lindseth, president of the 
Cleveland Electric Mluminating Co 
J. Reed Hartman is the chairman of 
the Electrical Industry Coordinating 
Group 


Operation Home Improvement. An 
other group—Operation Home Im 
provement, which describes itself as 

im unrelated offspring of ACTION” 

also started last month. ‘The organi 
zation has adopted a theme of ‘’56 

the year to fix” and will concen 
trate on the commercial sales promo 
tion aspects of home improvement 





i “Eg, 


CONGRATULATIONS ARE extended to W. D. Jenkins of Radio Supply Co., 
Richmond, Va., right, newly elected president of the 1956 Electronic Parts Dis 
tributors Show, by new officers (left to right) W. Walter Jablon of Presto Recording 


Co., secretary Herbert W. Clough of Belden Mfg. Co 


Rossmon of Pentron Corp., vice president 
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treasurer, and Theodore 





Flood Work Brings Business 


FOR AT LEAST one appliance dealer, S. J. McGowan, left, the recent East Coast 
floods brought business. The owner of a motor boat, McGowan cruised around 








the flooded streets of Lambertville, New Jersey rescuing flood victims. A few 
days after he cast his boat upon the waters, McGowan was visited by two of the 
people he helped—Mr. and Mrs. Nicholas Narduccis. They bought a $499.95 
General Electric refrigerator from the appliance dealer 


Floods Ravage New England 


Manufacturers and dealer associations rush aid 
to retailers and appliance owners; government helps 


with small business loans 


New England dealers slowly dug 
out from hurricanes and floods last 
month, For many, the disaster wiped 
away profits; for others, complete busi- 
nesses 

As the dealers viewed the mud 
soaked remains, aid was fast in com- 
ing, 

Ihe Small Business Administration 
set up emergency field offices in New 
England towns to expedite disaster 
loans. Manufacturers and distributors 
rushed aid and extended credit to 
many, Dealer organizations around 
the country reported contributions to 
flood relief funds. 

Manufacturers Hit. In the ravaged 
wea were several appliance manufac 
turers. Most of them reported quick 
recovery. For instance, The William 
L.. Gilbert Clock Corp. in Winsted, 
Conn. was one of the hardest hit, its 
office building being almost com 
pletely destroyed. However, early last 
month, production was again rolling 
off the line, at least on a limited basis 

Manufacturers outside the area were 
quick to offer assistance to dealers and 
special help to customers. 

Westinghouse instituted a “disaster 
plan” for repairing damaged appli 
mees. L. K. Baxter, general service 
manager of the electric appliance di 
vision, said damaged small appliances 
would be returned to operating condi 
tion with no charge to the customer. 
“However, if the appliance is damaged 
beyond repair, the customer can buy a 
new comparable model at a low per 
centage of the regular cost. Major ap- 
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pliances . . . will be returned to ope: 
ating condition at a nominal cost to 
the customer.” Baxter said the plan 
also protects Westinghouse dealers 
from extreme financial loss due to di 

aster. 

Maytag sct up a network of eme: 
gency service centers in the flood area 
to help rehabiliate Maytag appliances 
S. R. Payne, general service manager, 
flew to the flood scene and announced 
that replacements for flood damaged 
parts would be provided to dealers and 
owners at half cost. 

The John Oster Mfg. Co. offered 
free repair work and service to dam 
aged items of Oster kitchen appliances 
and Cummins power tools. “Water 
damaged products will be either fully 
replaced or serviced without charge,’ 
president John Oster, Jr. announced 

Amana Refrigeration Inc. offered to 
repair, Clean and place in good operat 
ing condition any of its freezers or ai 
conditioners damaged in the flood 
All repairs would be done at no cost to 
the owner, the company said. Consuim 
ers who wish to take advantage of th 
offer should contact their dealer or 
Amana distributor before Nov. 15 

General Electric announced special) 
low prices for repairing major appli 
ances damaged in the flood. The sp: 
cial prices also cxtend to replacements 
for appliances damaged beyond 1 
pair. Special provisions are also wack 
for replacing dealer stocks of new ap 
pliances damaged in the flood, accord 
ing to John H. Miller, division prod 
uct service manager. 
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That’s the average increase reported by 
dealers the moment they start to stock 
new Westinghouse Eye Saving Bulbs. . . 
and millions of repeat orders continue to 
build Eye Saving Bulb sales. 

Eye Saving Bulbs have extra-strong 
customer appeal because they offer a new 
way to stop glare squint. 

Ordinary light bulbs have a “hot spot” 
at the center (see photo comparison). 
Harsh, concentrated light from this spot 


sales up 
5% 


with new Westinghouse 


eye saving bulbs = 


bounces eye-tiring glare back from glossy 
pages, polished table tops, a// shiny sur- 
faces . . . often causes tired eyes, head- 
aches, fatigue. 

But new Westinghouse Eye Saving Bulbs 
have built-in glare protection! Billions of 
tiny filters on the inside surface break up 
concentrated light, spread a full, even 
glow over the entire bulb area, Happy 
result: practically no bounce-back glare 
... clearer, more comfortable seeing! 








NEW EYE SAVING BULB 





Boost your sales 


with this all-new EYE SAVING BULB FLOOR STAND 
... make a fast $17.82 profit on a $41.58 order! 


STOP GLARE SOUINT 


FYE SAVING BULIS 
@ Attractive, 2-color floor display—a real stopper 
@ Ties-in with national ad theme: “Stop Glare Squint” 


@ Self-service—includes divided shelf above carton storage 
for three sizes of loose bulbs plus a display holder for 
three bulbs. 


@ FREE Merchandiser with this fast-selling assortment: 








2 cases (120 lamps, 60 waltS).....ssesceeeeeeeees $30.00 . € 
1 case (60 lamps, 100 watts).......scccccccsccses seeae 
P ; en Compact eye saving 
sase (24 lamps, 50/100/150 3-lite).... 2. cceccces » 
epcshamenst in * bana display carton! 
LiSt. cece cece cece er eecrrereseeneeneneeneens 59.40 The five most popular sizes of Westinghouse 
You pay (with minimum 30% dealer discount). .... 41.58 Eye Saving Bulbs are shipped in display 
7 cartons... quickly convert to space-saving 
7 I ee eae 17.82 point-of-sale merchandisers . . , complete 


with tuck-in card, Order today! 





Powertul national adver- 
tising pre-sells Eye 
Saving Bulbs for you / 


You still have time to win 
in the “BRIGHT FUTURE” Westinghouse 
iS Light Bulb DEALER DISPLAY CON- 
TEST. But hurry! Contest closes Oct. 31! 
5 Get an entry blank from your distributor 


today! Or write Westinghouse Lamp Divi- 
sion, Bloomfield, N. J. 


you CAN BE SURE...1F ITS Westinghouse 
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“SOUND” IDEAS FOR 


Here’s the star-studded line-up that backs your Christmas selling! 
kKkKkekkkkkkkkkke 





BERLE-RAVE SHOW PRODUCERS’ SHOWCASE FIBBER McGEE and MOLLY 


YOUR CUSTOMERS WILL SEE RCA VICTOR RADIOS AND PHONOGRAPHS ON TOP-RATED TV SHOWS! Top shows 

to reach top prospects! Milton Berle—in color—alternates with Martha Raye, 2 out of every 3 Tuesdays 
Producers’ Showcase” presents great pre-Christmas shows like “Cyrano de Bergerac’”’ starring José Ferrer. 
Here are television shows designed to reach— and please 





THEY'LL HEAR ABOUT THEM ON RADIO. New ideas and 
old favorites team up to increase sales. ‘‘Monitor’’—the 
most talked about radio show in years—and radio’s all- 


every one of your customers. time favorite comic couple, Fibber McGee and Molly. 


THEY'LL READ ABOUT THEM IN THESE TOP MAGAZINES. Here’s an 
advertising schedule planned to reach every possible prospect 
youngsters and oldsters—mass and class: 


LIFE—Ads in 4 issues, reaching 108 million readers + SATURDAY EVENING POST 
3 ads reaching 54 million readers « COLLIER'S—1 ad reaching 11 million readers 
NEW YORKER —Ads in 9 issues, reaching 9 million readers + SEVENTEEN—1 ad 
reaching 2 million readers + PARENTS’—1 ad reaching 2 million readers + ATLANTIC 
2 ads reaching | millionreaders + HARPER'S — 2 ads reaching 924 thousand readers 


It all adds up to a staggering total of 188 million consumer impres 
sions—-designed to send customers into your store asking for the new 
RCA Victor radios or “Victrola” phonographs! 








THEY'LL SEE THIS EXCITING SALES-PRODUCING TIE-IN MATERIAL, Your top prospects will receive this PLUS gay window streamers . . . colorful on-set gift cards . a new 
festive-looking mailer direct from us. Four full-color pages feature representative models of the kind of full-line display with three panels, showing every RCA Victor 
new RCA Victor radio and phonograph line. It's the perfect Christmas Shopping Guide—designed model in full color . . . stunningly modern catalogue sheets . . . powerful 
to make your customers make your store their one-stop gift shop this Christmas. 


co-op newspaper ads! 
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CHRISTMAS SELLING! 


Here are only a few of the RCA Victor radios and “Victrola” phonographs that 
will make this your greatest Christmas selling season ever !!!! 








THE FIRST FAMILY OF HIGH FIDELITY: (Left to right) (1) Mark VI, 6HFS5, $129.95. 


Foregoing models in mahogany finish. Light rift oak finish higher. (5) Twin-console 
(2) Mark IV, 6HF4, $169.95. (3) Mark III, 6HF3, $325. (4) Mark II, 6HF2, $650, 


Mark I, 6HF1, $1600. Mahogany finish, or modern, in natural walnut finish, 








Mark Vil Portable High Fidelity The Skipper — battery-operated 


The Skyway —3-way portable 


“Victrola” phonograph. 3- 
speaker, 3-speed. Brown leather- 
ette finish. 7HFP 1. $1 19.95. 


portable radio-phonograph. White 
with red, or black with gray. 6BY4, 
$59.95. 


radio in non-breakable “Impac”’ 
case. Two-tone gray, two-tone green 
or ivory. 6BX6. $34.95. 





The Deluxe” Personal" portable. 
Room-size tone. Battery operated. 
Two-tone gray non-breakable 
“Impac” case. 685, $27.95, 





New "Victrola" 3-speed lug- 
gage-style phonograph. Tan 
simulated leather, or tan with fabric 
trim. GEMP2. $29.95, 





The Transistor Six — battery-oper- 
ated all-transistor radio in non- 
breakable “Impac” case. Aluminum 


The Kerry —AM table radio. 
Printed circuit—practically “wire- 
less”! Black, white, or spruce green. 


The Glendon —twin-speaker AM 
radio, Room-wide sound. Two-tone 


The new “Victrola” 45 Slide-O- 
Matic Radio-Phonograph. Black 


New "Victrola" 45 automatic 
phonograph. Chorcoal gray with 


and gray. 7BT9. $65.00. 


6X5. $19.95. 


gray, two-tone green or black-and- 
gray. 6XD5, $34.95. 


with gray, or antique white with 
turquoise, 6XY5. $44.95. 


coral, black with smoked pearl, or 
antique white withred, 7EY1.$29.95 





The Roommate — RCA Victor's new- 
est clock-radio. In black, antique 
white or turquoise green. 6C5. 
$29.95. 


*"“Ding Dong School” is a National 
Broadcasting Company inc. service 
and trademark 


Manufacturer's nationally advertised 


list prices subject to change. Slightly 
higher in far West and South. 


ELECTRICAL 


MERCHANDISING—OCTOBER, 


The Sandman clock-radio. “Slum- 
ber Switch,” phono-jack, appliance 
outlet. In maroon, dork green or 
ivory. 6C8. $39.95. 


RCA 


1955 


The Slumber-King clock-radio. 
“Rim-O-Matic” Selector. Black with 
gray or black with beige. 5C591. 
$59.95. 





Tmks ® 


New “Victrola” 45 automatic 


attachment. Smart new styling. In 


black, antique white or spruce green, 
631. $19.95. 


ICTOR © 


RADIO CORPORATION OF AMERICA 


CAMDEN 8, NEW JERSEY 


“Victrola” 45-Slide-O-Mat‘« at- 
tachment, Red-and-white with pic- 
ture of Miss Frances of “Ding Dong 
School.” * 6JM25. $14.95 




















CLOTHES 
DRYER 4 
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Mere it is!...a natural item 
to add to your appliance line. 

An outstanding automatic electric 
clothes dryer, by the makers of 
famous Fowler glass-lined water 
heaters, the new Fowler dryer has 
everything: full capacity drying 
cylinder, gives all fabrics the gentle 
treatment for uniform soft and 
fluffy drying... exclusive top- 
opening door eliminates stooping 
to load and unload clothes 
simple time switch selector... 


RETAIL PRICE only. 
powerful motor...safe “black heat’ 


elements... high velocity fan 


design air flow channel for faster, economical drying. U.L, approved. 
AND HERE'S MORE GOOD NEWS... there's never been a bigger value in the 
appliance field, The Fowler top-loading dryer is priced to sell at only $149.95. 






FOWLER Glass-lined Electric 


Water Heaters... finest 
features for 41 years! 


You have a big sales advantage when you offer Fowler, the 
pioneer, glass-lined water heater, Because of these Fowler 
firsts, Fowler is easiest to sell, 


@ 20 years with glass-lined tanks, 

@ External temperature controls. 

®@ 3-way insulation against heat loss, 
® Safe ‘‘black heat’’ elements. 

@ 20-year prorated warranty. 


GET ALL THE FACTS about Fowler dryers 
and waeer heaters, 


FOWLER MANUFACTURING COMPANY 


2545 S$. E. Gladstone Street, Portland 2, Oregon 
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“Fair Trade’ Is Dumped . . . 


... by Westinghouse; industry reaction is varied 
but General Electric and others plan to continue their 


“fair trade” fight 


Westinghouse has scuttled its ‘fair 
trade”’ program 

In the wake of the sinking, 
tores across the country slashed price 
on Westinghouse items. One large 
New York discount house took it 
first Metropolitan newspaper ad in 
history to announce the Westinghouse 
“specials.” On the other hand, several 
large department stores decided not to 
take advantage of the change. 

Westinghouse itself said late last 
month that reaction has been “on the 
whole very favorable.” Officials said 
no distributors dropped the line so 
far and only a few have “expressed 
concern,” 

J. J. Anderson, manager of portable 
appliances, said the company has been 
“literally swamped with orders” since 
the end of “fair trade.”’ 

He said that before dropping the 
old pricing system, Westinghouse had 
polled dealers and found a favorable 
climate for the move. The appliance 
firm did expect some opposition from 
distributors, officials indicated, but so 
far only token protest has been regis 
tered. 

The company assured dealers it is 
staying in the housewares field and ex- 
pects new strength because of the 
change. 

Meanwhile, other major appliance 
‘fair traders’’—including General Ick 
tric, Sunbeam and Proctor Electric 
said they have no intention of retreat 
ing from their present policy 


' 
CVCTal 


A Bad Year. Westinghouse’s action 
came as an added blow to “fair trade”’ 
in what has already been a rough veat 
for the price setting system. Early in 
the season, state supreme 
courts declared “fair trade” unconsti 
tutional. Other lower court decisions 
may lead to similar reversals. 

In other industries, companies have 
been dropping “fair trade” policies 
the most notable being Lionel Trains 
Westinghouse is the first important 
appliance company to desert “fair 
trade.” 


several 


Westinghouse’s Reason. “Actually, 
we believe in ‘fair trade’, but under 
present conditions do not believe it 
is workable,” John J. Anderson, man 
ager of portable appliances, said in 
announcing the move. “As conditions 
change in the future, our price policy 
may also change.’ 

Affected in the Westinghouse ac 
tion are toaster, mixers, coffeemakers, 
waffle irons, Roaster-Ovens, Fry Pans, 
Cook-N-Fryers, hot plates, rotisseries, 
heating pads and electric blankets. 

Anderson indicated that part of 
the reason for removing these items 
from “fair trade” was the increasing 


OCTOBER, 


difficulty of policing the program. He 
iid that the recent court decisions 
ade “fair trade” increasingly difficult 
to enforce in the courts of adjoining 
states. 

In announcing the “fair trade” de- 
cision, Anderson outlined a new dis- 
tribution policy for Westinghouse. 
He also announced that the price on 
at least two former “fair trade’”’ items 
would be upped 

“Because of our belief that the clec 
tric housewares market has an expand 
ing future, we are reviewing our dis 
tribution organization for the purpose 
of strengthening our position in the 
housewares field. We intend to fol- 
low a policy of distributing our prod- 
ucts through distributors who will 
aggressively promote the sale of West- 
inghouse housewares.” 


G-F’s Reaction. On the heels ot the 
Westinghouse announcement, G-E’s 
W. H. Sahloff said, “Recent develop- 
ments in the small appliance field con 
cerning ‘fair trade’ will have absolutely 
no effect on the ‘fair trade’ entorce- 
ment program “of the General Elec- 
tric small appliance division.” 

The division vice president and 
general manager added, “We intend to 
continue our vigorous ‘fair trade’ pol- 
icies in all states where the laws per- 
mit, as far as legal and practical. The 
division has already invested a consid- 
crable amount of money in its ‘fair 
trade’ program and has filed over 1265 
suits against alleged violators of our 
‘fair trade’ prices.” 

General Electric shelled out $500, 
000 to enforce its “fair trade” pro 
gram last year and this year the budget 
will reach $750,000. 

Sahloff pointed out that the “G-E 
small appliance division’s continued 
successes (including a sales gain of 27 
percent for the first six months of 
1955 over last year’s same period to- 
tals) could be traced at least partially 
to the effectiveness of its strong ‘fair 
trade’ program and the good will for 
its products, and with distributors and 
dealers because of that program.” 

The scope of the G-E program has 
been broad. Since 1952, the company 
has signed 16,291 “fair trade” con- 
tracts with dealers, has sent 5,858 
warning letters to retailers and con- 
ducted 27,573 shopping tests in 44 
states. 

Two other important “fair trad 
ers”, Sunbeam Corp. and Shaeffer Pen 
Co., reportedly spend over one million 
dollars a year each on “fair trade” en- 
forcement. 

While the Westinghouse program 
was not of similar magnitude, the com- 
panv did file more than 100 suits 
since 1949 
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INCREASE'IN BENDIX TV 
DISTRIBUTORS SINCE NEW 











LINE WAS ANNOUNCED! 


Just 3 short months ago, Bendix TV announced its 
all-new, brand-new line for 1956. 


SINCE THAT TIME, BENDIX TV 
DISTRIBUTORSHIPS HAVE BEEN INCREASED 
BY MORE THAN 34%! 


Here’s the reason why: The new Bendix* line doesn’t 
start and stop with just styling alone. It’s designed to 
solve most of the problems facing television dealers 


+ Write in for the name of the distributor in 
your region that switched to Bendix TV. 





and distributors today. Problems in profits . . . in 
pricing ... in inventory... and in financing as well 
as styling. Problems that can mean the difference 
between “being in the black or being in the red” at 
the end of the year. 


For positive proof that the new Bendix program can 
help you—mail in the coupon below. We feel certain 
that after you hear the complete Bendix TV story, 
you'll go Bendix, too! 

*Reg. U. S. Pat, Of. 


A profitable dealer or distributor franchise 


may be open in your territory. Mail coupon 


today——or call for full details 





' EM-855-984 | 
| Bendix Television 
| Baltimore 4, Maryland Tel: VAlley 23-2200 =| 
| Pleese rush me mere information ebout the new prot | 
| planned Bendix TV line, I’m interested in @ [) retail dealer | 
| +++ CO wholesale distributor franchise, | 

| 
Nome... som | 
Address _——. 
| city State 

A PRODUCT OF BENDIX AVIATION CORPORATION, BALTIMORE 4,MD, | te ey J 
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NEW UNIVERSAL 


with the exclusive 





NOW. ..clean a home in half the time 


: ditty 
A i Wy 





NEW 7URBO JO POWER PLYS NEW 7URBO JO NOZZLE 
CLEANS FASTER, BETTER, EASIER! 


There's never been a cleaner like this for power, for easy appli- 
cation of that power throughout the home, for beauty and 


simplicity of design. 


3-Stage Turbo-Fan Suction matched to the wonderful all-new 
Turbo Jet Glide-Along Nozzle. 


Only with the new Universal Turbo Jet 99 can you sell such 
a balance of power, resulting in faster, better, easier cleaning 
in your customers’ homes! Only Universal brings you quality 
component parts that mean lasting satisfaction and repeat, 
“word-of-mouth” sales for you. 


Here you have the only truly different cleaner on the market 
today ... made differently because it is engineered to perform 
differently. Now in the completely new Turbo Jet 99, you 
can sell an ideal mating of power and application: exclusive 





Exclusive Turbo Jet Glide-Along Nozzle. This new, all-metal nozzle has 
specially designed, flat, glider-action ends that prevent gripping the rug. No drag, 
no chatter, no seal, More metal fingers pick up hair, lint, thread, Wider brush 
cleans more rug area at every stroke. Extended tapered opening scientifically 
applies maximum suction power from end to end for more efficient cleaning. 


Exclusive Turbo Jet 5-Filter System. Exclusive Turbo Jet Spring-Lok 
Catches the tiniest of dust specks. First Wands. Tiny but rugged spring-steel 


filter is the paper bag — discarded in 2 
seconds — then the cloth bag, wire fiber 
mesh, metal filter and exhaust filter. 


catches, plus special Universal wand con- 
struction, eliminate sticking or falling 
wands; nothing inside to hamper air flow. 
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:@ ROLLS EASILY IN PERFECT BALANCE ON 4 SWIVEL-WHEELS 


Four 2-inch nylon casters give smooth, silent rolling action 
that makes home-cleaning a breeze. The new Turbo Jet 99 glides 
easily from room to room in perfect balance. To add to this 
stability of movement, to obtain a lower center of gravity, the 


motor has been mounted horizontally on sponge rubber. 

This also increases motor life, promotes more quiet opera- 
tion. And, although this new cleaner is as powerful as any, it 
is amazingly light in weight, and uses less electricity. 





Exclusive Turbo Jet Open-Front Floor Removable Wheels Give Flexi- Exclusive New Flexi-Plastic Hose. Wire 
Brush, Wider, all-metal tool, with specialiy bility. No worries about cleaner 


reinforced vinyl plastic hose is extremely 
cut short bristles along the front, allows full flexible, remarkably lightweight. Made to 
suction and prevents dust from being pushed high Universal standards, this hose can actu- 
ahead of the brush. Extra large opening and ally be wrapped around cleaner for storage 
heavy bristles give greater cleaning action and carrying, Solves the kinking problem! 


For Easy Closet Storage. Al! 
that’s required is a simple closet 
hook to hold the new Flexi-Plas- 
tic Hose, The Turbo Jet 99 can 
be stored fully assembled in a 
closet; easily rolls in and out, 


/ LANDERS, FRARY & CLARK, NEW BRITAIN, CONN. 


tipping or slipping from stairs 
once these new wheels are removed 
(easily done in a few seconds), the 
unit rests on built-in skids 


America's Most Complete Line of Home Cleaning Equipment 
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Columbia Launches Club... Women Choose 


... for record buyers; plan would give commis- 
sion to dealers and distributors for subscribers signed up 


at the local level 


Columbia’s new record club—which 
combines dealer commission and fac 
tory-direct mailing—is receiving mixed 
reaction from dealers 

Under the recently announced plan, 
Columbia is offering records on a sub- 
scription club basis. An important 
switch from the usual record club, 
however, is Columbia’s plan to cut the 
dealer and distributor in for a 20 per 
cent and four percent commission re 
spectively for dealer-enrolled subscrib 
cers. 

“Subscription purchase has already 
become popular with record collec 
tors,” according to Columbia record 
president James B, Conkling. “A few 
newly-organized clubs in existence less 
than two years already account for 15 

rcent of the record industry's total 
-P volume and 35 percent of its 
classical disc volume.” 

Conkling said that the clubs now 
have a membership of almost one mil- 
lion subscribers and purchases amount 
to $20,000,000 a year. In one year, 
the clubs have increased their share 
of the market from 5.8 percent to 15 
percent 

The Columbia president said, “We 
believe this represents extra business 
new consumers in the record market 
who perhaps would otherwise not have 
made these purchases at all. But not 
one penny of this extra volume has 
been earned by cither our dealers, our 
distributors or ourselves,” 

Conkling added, “It has long been 
clear to us at Columbia that purchase 
by direct mail subscription is becom- 
ing an increasingly important method 
of marketing. We know that the book 
clubs, for instance, have attracted mil 
lions of members and sold them more 
than $100,000,000 worth of books. Al 


hirlpool’s 1956 Line 


Be t 


Sets Sail 


most invariably the book club selec- 
tions have become regular best sellers 
at retail as well.” 


Dealer reaction. Some dealers 
viewed the new club favorably. ‘They 
saw a way to make an easy commis- 
sion without the troubles of inven- 
tory and bookkeeping. They also 
thought that record-buying generally 
would be stimulated and this would 
increase sales of needles, phonographs 
and other related items. 

Other dealers felt the new plan 
would deprive them of store traffic. 
They feared that once a subscriber 
gets his records by mail he will stop 
visiting the store. They also felt that 
much of the public will sign up for 
the plan directly with the company, 
by-passing the dealer and his commis- 
sion. 

While advertising will encourage 
the public to enroll through the local 
dealer, the ads will include a coupon 
for direct enrollment and Columbia 
expects to get at least 20 percent of 
its club members direct. 

Full page ads in 41 newspapers an- 
nounced the plan to the public in late 
August. Single and double page 
spreads in major magazines will pro 
mote the plan through the fall and 
winter. Spot radio and television will 
also be used at the local level. 

Vice president and general manager 
of the new operation will be Norman 
A. Adler, former general attorney for 
Columbia records. 

Club selections will be grouped in 
four divisions: classical, listening and 
dancing, Broadway, movies, television, 
musical comedies and jazz. Members 
enroll in the division that interests 
them but can choose records from any. 








RIVERBOAT CRUISES, swimming and golf were among the recreational activities 
at the recent Whirpool national sales convention in St. Joseph, Mich. Some 750 
distributors attended the unveiling of Whirlpool’s new line of washers, dryers and 
ironers at the company’s home office. 
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LEWYT DECIDED on its emerald and mist 
green color for the 1956 cleaner by “‘ask- 
ing the women,’’ according to president 
Alex Lewyt. Teams of researchers went to 
403 supermarkets in 191 key selling 
areas, Lewyts, in different colors, were 
displayed and women were urged to vote 
for their favorite shade. To stimulate 
voting, Lewyt gave away about 1200 
cleaners at regular drawings. The survey, 
which cost $47,000, resulted in the 1956 
color choice. 


A. C. Changes Noted 


A trend towards stabilization in the 
air conditioning industry has been 
spotted by Bernard A. Mitchell, presi- 
dent of Mitchell Mfg. Co. 

Based on a study of warranty cards 
and a grass roots survey of dealers, 
Mitchell’s observation included these 
points: 

July and August are now the peak 
selling months, whereas two years ago 
May and June were the peak periods. 

The selling season has been ex- 
tended; in 1953, volume sales started 
the first week of May, in 1954, sales 
started in early April, and in 1955, 
heavy sales started as early as January. 

—July, 1955, was “the biggest sale 
month ever in the history of air con- 
ditioning.” More than 400,000 units 

40 percent of the year’s total—were 
sold in July. 

August, meanwhile, may set a rec- 
ord of its own with sales running as 
high as 20 percent of the year’s total. 

Mitchell’s prediction for 1956: ex- 
cellent prospects and firmer prices. 


Elite Line Bows 


American Elite, Inc., U.S. agent for 
Telefunken, is predicting over $5 mil- 
lion in sales from the new radio-phono- 
graph line introduced last month in 
New York, 

Besides the radio-phonograph line, 
the company has a wide range of com- 
ponents. Two that will delight hi fi 
fans are speakers which are disguised 
as a wall light and an electric clock. 

The radio-phonographs range in 
price from $299.95 to $549.95. A 
“Jubilee” table radio sells for $99.95 
and the radios go up to $269.95. 

President Michael von Mandel an- 
nounced that the company has started 
a co-operative ad fund for dealers this 
year in addition to the schedule of 
national advertising. 
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Marketing Briefs 


¢ DuMont tied in with Gimbels New 
York last month in a unique merchan- 
dising promotion. Using DuMont’s 
Vitascan TV system, the store invited 
New Yorkers to “see yourself on color 
television.” —Ten-minute segments ev- 
ery hour promoted store specials on 
color monitors throughout the store 
and in a street window. Sales results 
were “amazing,” according to store 
officials and thousands of consumers 
were exposed to color television for 
the first time. 


¢ Westinghouse has announced a new 
“Betty Furness Signature Special’ 
range which will carry no retail price. 
The special will spearhead the com- 
pany’s fall selling campaign on ranges. 
Westinghouse also announced re- 
cently that its Open Handle Steam- 
N-Dry iron will be available in an 
antique coppertone finish with a 
handle of rose brown. Available early 
this month, the iron will sell for 
$19.95. 


¢ American Kitchens Division of Avco 
Mfg. Co. has introduced two new 
colors of vinyl for cabinet tops and 
accessories. ‘The present Baltic blue 
and Greenwich green vinyls will be 
replaced by coral and turquoise, ac- 
cording to sales manager C. Fred 
Hastings. 


¢ Artophone International Corp. of 
St. Louis is introducing the Phoenix 
automatic sewing machine into the 
United States. The St. Louis firm is 
in the process of appointing regional 
distributors for the line, according to 
vice president Edwin Schiele. 


¢ Norge appliance dealers in 13 states 
will be served by new branch offices 
of B-W Acceptance Corp. in Birming- 
ham, Ala., and Kansas City, Mo, The 
offices will provide consumer financ- 
ing in addition to dealer floor plan- 
ning, according to James T. Brown, 
B-W Acceptance Corp. vice president. 


Jacobsen Mfg. Co. recently helds its 
preview of the 1956 lawn mower 
line for district sales managers in 
Racine, Wis. General manager Einar 
A. Jacobsen reported sales increases 
of 16 percent in the first three quar- 
ters of the current fiscal year and he 
predicted “even greater strides” in 
the year ahead. 


* Moto-Mower unveiled its 1956 line 
of power mowers in Richmond, Ind. 
recently. Sales manager Allan Greene 
said 1956 sales would “eclipse even 
the record-smashing output of 1955.” 
He said sales this year were double 
any previous year. 


@ Necchi-Elna has named Milo Jonas 
of the Jonas Sewing Center, Schuyler, 
Neb., as the winner in its nationwide 
contest to determine the best sewing 
center. Winning over 2300 other 
Necchi-Elna dealers, Jonas will re- 
ceive a Cadillac as his prize. He at- 
tributed his success to “direct contact” 
selling. His five outside salesmen 
score on two out of five contacts. 
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Tilt a-te-t hall 
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Nationally d Unexcelled 
advertised E quality 


Stainless steel, 


Custom-buiit 
units 


porcelain and 
built-in sinks 





NO OTHER KITCHEN CAN COMPARE WITH GENEVA 


Large or small home .. . a GENEVA kitchen is the ne 
perfect answer. By offering the greatest selection of . & priced 
kitchen cabinets available, a GENEVA kitchen can Rages 

be tailored to specific room dimensions. No wasted 
time ...no wasted space. And of equal importance a 
GENEVA kitchen can be personalized to meet any 
individual whim — and any budget. To be sure of the 
finest .. . choose GENEVA. 


Competitively 


) Trained 
sxqmmerve kitchen ; 
Plastisol specialiststo _ 
shelves help you 4 





' Wl oicr: N Saag 
“~~ il 


— — 


Geneva Modern Kitchens, Division of Acme Steel Co., Geneva, Illinois 


ELECTRICAL MERCHANDISING—OCTOBER, 1955 PAGE 211 











Don’t let Floor Polisher $$$s get away 


Feature the QUALITY name - 
General 







GENERAL 
Twin-12 Deluxe. 
Nothing finer! 


Ps. leadership in any industry is maintained by planning ahead. 
ry , That has been General F loorcraft’s credo since the day we 
opened our first small factory, It remains unchanged 

as we begin our 25th year. 


THE INDUSTRY'S HIGHEST! 


PUSH GENERAL FOR PROFIT 





A No matter what your customer's price or size preference, 

there’s a quality General Floor Polisher to fill the need. You never 
go wrong when you say, “There's nothing finer than a General!” 
General Twin-12 Deluxe—standard of the Floor Polisher Industry. 
Nothing equals it. To retail at $79.50. 

General Twin 16——~perfect where a heavier machine is necessary, 

« for semi-industrial use. Retails at $130. 

All General Floor Polishers are styled for beauty 
performance, Fully guaranteed... 







engineered for 
.they build eustomers—not complaints! 


OUR NATIONAL ADS BRING CUSTOMERS 10 YOU! 



















Powerful, motivating, year-round ads in the 
country’s leading sabtications build demand 
for Generals . . . more sales for you. 

Put them up front where they belong 

. and demonstrate! 





STREAMLINED PRODUCTION races’ “ogra 










Plant improvements and modernization 
mean faster shipping . . . better delivery 
service for you. 


Cut yourself a big slice of profit during General Floorcraft’s 
Silver Jubilee Y ear—/feature the General line! If you're interested 
in additional profits write Joseph M. Sassano, Vice President In 
Charge of Sales, for literature and information. 


(Ge dd era I rroorcrarr, INC 


NEW YORK 1 WN 


. 
WV 


TREET 
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Manufacturer Briefs 





@ Allen B. Du Mont Laboratories, Inc. 
is revising its capital and corporate 
structures. Stockholders this month 
will vote on a plan to separate the 
broadcasting and electronic cog 4 
turing activities of the veo gall 
ipproved, the program would il 
the Du Mont Broadcasting Corp. to 
own and operate television stations 
WABD in New York and WTTG in 
Washington. 


¢ General Electric produced its 10 
millionth appliance motor at the De 
Kalb, Ill., plant recently. The output, 
which took nine years, will be re- 
peated in the next four years, accord- 
ing to the prediction of Carl K. 
Moeller, general manager of G-E’s 
appliance motor department. Moeller 
also predicted that sales of major ap 
pliances in 1955 will be 20 percent 
over 1953 sales. 


¢ Silex Co. stockholders have ap- 
proved the merger of Silex with 
Enterprise Mfg. Co. of Philadelphia, 
Pa. Silex president Stanley M. Ford 
said Enterprise executives T. Henry 
Asbury and John D. Rumbough are 
joining Silex in executive capacities. 
Enterprise manufactures electrically 
driven meat choppers and grinders, ice 
cream freezers and other household 
appliances. 


¢ Kasy Washing Machine Corp. has 
completed its merger with Union 
Chemical and Materials Corp. The 


Schick Opens New Plant 


line will be merchan- 
the Murray 


Easy laundry 
dised in the future by 
Corp. of America. 


® Mercury Record Corp. entered the 
phonograph and tape recorder field 
last month. President Irving B. Green 
said that the phonograph line ranged 
from a $29.95 portable to a $129.95 
de luxe model. Tape units range 
from $99.95 to $199.95. 


e Chrysler Airtemp is predicting a 33 
percent increase in its business in 
1956. The company noted that room 
air conditioner sales would be two 
million units per year by 1960, com- 
pared to an estimated 1,100,000 in 
1955. And central air conditioning 
will record even sharper gains, the 
company said. 


eThor Corp. has purchased the 
Allied Paper Mills of Kalamazoo, 
Mich., a company whose consolidated 


net worth is $10 million. In its move 
to diversify, Thor also recently pur 
chased Max Eckardt & Sons, Inc., 
and K & W Glass Works, Inc., of 
New York and New Jersey, manu 
facturers and distributors of “Shiny 
Brite” glass Christmas tree ornaments. 


@ Rheem Mfg. Co. has announced an 
addition of 64,000 sq. ft. to its Chi- 
cago manufacturing plant. The con- 
struction, which will be completed in 
early 1956, will cost half a million 
dollars. The added space will be used 
in the production of warm air furnaces 
central air conditioning, and the com 
pany’s clothes dryer activities which 
were moved to Chicago from the west 
coast. 








PRODUCTION IS rolling off the line at Schick’s new 143,000-square-foot plant in 


Lancaster, Pa 


three-story factory in Stamford 


Schick Launches “25” 


its new “25” shaver, 
Schick, Inc. will spend $2,500,000 
in the next 90 days—a sum equal to 
the total cost of the company's new 


l'o introduce 


Lancaster, Pa. Plant 
l'clevision will play a key roll in 
the advertising drive. Schick will 


ponsor the Robert Montgomery Show 
with 50 percent more commercial 
time than the company previously 


had) plus eight major NCAA football 
games on NBC-ITV. Another 75,- 


720,000 persons will be reached by 


18 full-color ads in Life and Saturday 


Evening Post 
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The company recently completed a $3,000,000 move from its old 
Connecticut 


During a recent press open house 
it the new Lancaster plant, board 
chairman Kenneth C. Gifford revealed 
that Schick hopes for sales of $25, 
000,000 in 1955—topping last year’s 
$23,000,000. This volume is expected 
in spite of the shutdown this 
when the factory 
ford 

The newly designed 
getting a silver jubilee’ pro 
motion in celebration of the 25th 
anniversary of Col. Jacob Schick’s in 


pring 
moved from Stam 


25” shaver is 
special 


vention of electric shaving. ‘The ad 

vertising budget on the model is the 

largest in the shaver industry’s history, 
cording to Schick officials 
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Capebart alone offers the Capehart Polaroid® Picture Filter 
System that ends all eye-fatiguing | «~ and reflection— 
day or night, with lights on or off. Ordinary tinted 
can’t do it. Safety glass shields certainly can't, This crisp, 
bright-as-a-dollar picture is exclusively Capehart! 

A breath-taking demonstrator, it literally sells on sight. 
It’s the big difference customers can see, That's why 
they buy it. That’s why you can sell it! 


Cyt! 


—_— — 
— — 
~~ 
— 
~~ 








_— — 


Picture Filter $ : 

y makes + p 

Youn TERENCE inf 
~~ UR TV PRorits; 


—- 
— 
— 
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on a gala 9-day cruise to Jamaica and Nassau on 
the luxurious Furness Liner OCEAN MONARCH, 
sailing from New York January 13, 1956. 

For full details see your Capehart dis- 
tributor or write Capehart-Farnsworth Company, 
Fort Wayne 1, Indiana, 





pete epee srg Porte ome 
Feature the BIG DIFFERENCE ora eros ead pees 


by CAPEHART @ By Polaroid Corporation 
CAPEHART-FARNSWORTH COMPANY, Fort Wayne 1, Indiana 
A Division of International Telephone and Telegraph Corporation 
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new appliance is big hit with homemakers... 


everybody's talking 
dectrie 180 kettles ! 





HEATS 2 WAYS 


@ As an electric appliance 
@ On surface unit of range (without plug-in) 


HOT WATER FOR 
EVERY KITCHEN NEED 


OR DRIP COFFEE, TEA, COCOA 


ELECTRIC 


Popularity growing by leaps and bounds! West Bend's 
Speedmaster is proving to homemakers all the convenience an elec- 
tric tea kettle can give, One utility moved 1,000 Speedmasters 
in one week, Terrific profit potential during cool weather when 
instant coffee and other hot beverages are popular. Frees 
one range unit for extra cooking utensil and has additional uses 
as steamer or vaporizer. Chrome on solid copper. 

Order now for October delivery. 


WEST BEND ALUMINUM CO. 


DEPT. 186A, WEST BEND, WISCONSIN i 
@) ~) 


er 


TEA KETTLE 


FRYER. 
ROASTER - SERVER FLAVO PORTABLE MIXER 
6-in-1 appliance —_ in color 
Coffee makers a 
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(rive her 
a major 
appliance 
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HERE IS YOUR 1955 WHITE CHRISTMAS SUPPLEMENT 
Last year advertisers competed for this page one position 














RELEASED TO NEWSPAPERS last month was this special 


Snowflake”’ 


“Operation 


supplement. Some 1,700 dailies and over 9,000 weekly news 


papers received the 12-page supplement during the kick-off of the new 


U. S. Steel drive 


“Operation Snowflake”. . . 


. starts this month; seeks increased support 
among all industry elements in second annual Christmas 
promotion for major appliances 


“Operation Snowflake” is sliding 
merrily towards its second Christmas. 

Launched this month by United 
States Steel Corp., the annual promo- 
tion campaign will again be tied to 
the theme “Make It A White Christ- 
mas—Give Her A Major Appliance.” 

As one of the first steps in this 
year's drive, the steel company re- 
leased a special section of the Pub- 
lishers’ Auxiliary to 9,381 weekly 
newspaper and some 1,700 daily pa- 
pers. The 12-page newspaper supple- 
ment will provide an added promotion 
vehicle for local dealers, banks and 
distributors. 

The company indicated that early 
interest in the drive is high and off- 
cials confidently expect this year’s cam- 
paign to top last year’s effort. During 
the 1954 operation, more than 2500 
dealers developed local tie-in promo- 
tions, according to U. S. Steel. 

More than 150 utilities backed up 
the drive at local levels and nine major 
retailing organizations, representi 
more than 4,500 retail outlets, devel- 
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oping promotions. More than 125, 
000 kits were distributed to manufac- 
turers, distributors and dealers for use 
in developing more effective point-of- 
sale displays. 

The company claims credit for 
some of the improvement in appli- 
ance sales in late 1954 (as compared 
to 1953). 

The new kit now being distributed 
to dealers contains ideas for local ad- 
vertising and a section on store dis- 
plays that can be used to tie in with 
the national drive. 

Ad Backing. U. S. Steel is promot- 
ing the campaign with a heavy sched- 
ule of advertising which will be initi- 
ated November 16 on the “United 
States Steel Hour” television _pro- 
gram. 

A four-color spread will launch the 
magazine campaign in the Nov. 19 
issue of the Saturday Evening Post 
and 1000-line ads will aid in promo- 
ting the operation in more than 250 
newspapers scattered across the coun- 
try. 
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SATINY STAINLESS STEEL SINKS—how the 
women love them! These Tracy sinks help you 
capitalize on the big decorator swing to stainless 
steel. Years of use enhance their lustrous beauty. 
And you can sell Tracy stainless steel sinks for 
little more than ordinary porcelain. 





only Tracy gives you 4-WAY S it 
to make big kitchen profits 





GLAMOR-COLOR SCHEMES! Tracy's exciting 
new Pic-A-Dor cabinets let every woman have her 
own way at NO extra cost to you or to her, They’re 
the only steel cabinets with sliding doors that can 
be ANY material, ANY color .. . make standard 
kitchens glamor kitchens. 



























CABINETS FOR BUILT-INS. Tracy has the most 
advanced and flexible line of cabinets yet designed 
for built-in ovens and drop-in surface units. Here’s 
your smart, money-making way to cash in on the 
tremendous trend to built-ins and start “full 
kitchen”’ sales. 





*Sex Appeal or Sales Appeal 
And the full Tracy line is available in white and 


call it what you like. 


Tracy Contemporary Colors: 
Pink and Yellow. 


Turquoise, 


mail this coupon today! 





KITCHENS 


>a. 






COMPLETE LINE. With Tracy, you have the line 
variety for every kitchen plan. Stainless steel and 
porcelain sinks . . . wall, base and special-purpose 
cabinets ... drop-in bowls . . . high oven cabinets. 
Even tricky corner problems are ‘“‘standard”’ orders 
when you sell Tracy. 



































Dept. EM-10, Tracy Kitchens Division 
Edgewater Steel Corp. 

P. O. Box 1137, Pittsburgh 30, Pa. 

Send full facts on making money with the Tracy 
Kitchens line. 


NAME _ 
ADDRESS 


CUFT... STATE 


come on along with the BIG things coming from Tracy! 


foremost producers of stainless steel sinks and quality steel kitchens 
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COMFORT LINE'S NEW 


T-V TABLE WITH WHEELS 


make every set a portable! 






















% 3° E-Z roll, plastic casters 
w& 17%" to 32” expansion arms 


w& Exclusive offset legs hold 
any set without wobble, sway 


® Lifetime black finish on 
heavy tubular steel, 
, No chip or peel 
* Also: Model 50, brass 
arms-—$8.95; Model 56, 
all chrome—$10.95; 
Mode! 57, all brass— $10.95 


“All Prices Slightly higher in Zone 2 


MODEL NO. 5! 





Model No. 33—All 
black, 7 in. ball 
bearing swivel, ex- 
pandable arms, 


plastic glides. $595 


write Dept. EM.) for details (Or, sample order shipped) 


COMFORT PLINES INC.: | 


1738 WEST DIVERSEY PARKWAY, CHICAGO 14, ILLINOIS 





INSURE CLOTHES 
DRYER SATISFACTION 


install] 





The ORIGINAL 


AUND-R-VENT 


Install the original vent. Most dependable, most efficient, 
least costly. All aluminum. No rust orice. Friction-free 
damper retards down draft. Easy to install. Standard 3” 
and 4” complete kits contain LAUND-R-VENT, three 24” 
lengths Snap Lock aluminum pipe, two adjustable alu- 
minum ells. Special kits available. 


NEW FIBERGLASS FLEXIBLE DUCTING! 


Finest available. Fireproof, tough, corro 
sion resistant. Silver-chrome finish. Bends 
Furnished in 5 ft. and 8 ft. 


11 ft. lengths in bulk. 


to 1” radius. 


lengths in kits 


ASK YOUR JOBBER OR WRITE 


COLE . § EWE AF Engineering Co. 


2288 UNIVERSITY AVE ST. PAUL 14, MINN. 
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Utility Promotion Wins G-E Praise 


A om ara 











STUDYING the entries in G-E’s utility sales promotion contest are judges H. W 


Mateer, left, publisher of ELECTRICAL MERCHANDISING, Fischer Black, seated 
center, publisher of ELECTRICAL WORLD, and C. W. Leihy, right, consultant for 
ELECTRIC LIGHT AND POWER. Standing center is George Bogard, manager of 


utility relations for G-E’s major appliance division 


Kansas Power and Light Co 


and Washington Water Power Co. were selected winners. 


Two Winners Named 


General Electric has announced the 
winners in its contest to recognize 
the electric utility companies which 
have the best sales promotion cam- 
paigns. 

I'he Kansas Power and Light Co, of 
lopeka won in the merchandising 
and the Washington Water 
Power Co. of Spokane won among 
the nonmerchandising utilities. 

George T. Bogard, manager of util 
ity relations for G-E, said, ‘All utility 
entries in the competition were most 
impressive. It is obvious that utility 
promotional efforts are a key factor in 
market growth for major appliances.” 

The prizes in each class are two ex- 
pense paid trips to Europe. Among the 
48 entries, the following were cited 
for honorable mention: among mer- 
chandising utilities, Wisconsin Pub 
lic Service Co., Green Bay, Wis., and 
the Ohio Power Co., Canton, O.; in 
the non-merchandising class, Dallas 
Power and Light Co., Dallas, South- 
western Public Service Co., Amarilo, 
l'exas, Idaho Power Co. Boise, Ida., 
lectric Power Board of Chattanooga, 


class 


lenn., Appalachian Electric Power 
Co., Roanoke, Va., Detroit Edison 
Co., Detroit, Mich., Florida Power 


ind Light Co., Miami, and Union 
Electric Co. of St. Louis, Mo. 


Contests Announced 


Contests—for consumer and _sales- 
man—are becoming an important spur 
to appliance sales for many concerns. 

Last month the following com- 
panies announced progress on con- 
tests 


Bendix launched a $100,000 con- 
sumer contest to stimulate — store 
trafic and interest in the new “‘power 
washer. Starting September 
15, the contest will run through the 
fall. In addition to the first prize 
of $10,000, some 360 “power surge” 
washers will be given away to con- 


surg¢ 
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testants who suggest a name for the 
new Bendix washing action. 


Stromberg-Carlson has announced 
the winners in its recent “Sales Car- 
nival Contest” for retail salesman. 
The ten winners and their wives will 
get six-day Bermuda holiday trips be- 
fore March 1, 1956. Merchandise 
prizes were given to other winners in 
the contest which ran from March 14 
to June 11. 


The John Oster Mfg. Co. has 
launched a ‘““Name The Baby” contest 
on a year-round nationwide-local basis. 
Dealer aids include free Osterizer give- 
aways to local winners, streamers, and 
other promotion material. The com- 
pany is aiming at the “17,000,000 
little eaters” who can use a blender 
to prepare their baby food. 


Sylvania has started a 52-week con- 
test in conjunction with its “Beat 
The Clock” TV show. Customers 
enter the “contest” by obtaining a 
blank at Sylvania dealers’ stores. Ev- 
ery week, ten winners will be drawn 
on the “Beat The Clock” show. 
Prizes include TV sets, phonographs 
and radios. 


The Ladies’ Home Journal and the 
National Appliance & Radio, TV 
Dealers Association are co-sponsoring 
a contest to find the “creative retail 
salesman of the year.” Cash prizes 
totaling $1,000 will be awarded to 
retail salesmen who answer the ques 
tion “What particular selling idea did 
you use during 1955 that successfully 
contributed to your making sales?” 
The grand prize is $500 and a silver 
plaque. Four additional prizes will 
be given in four categories: complete 
kitchens, major appliances, electric 
housewares, and radio-TV. hese 
prizes will be $125 each plus a bronz 
plaque. Official entry forms may be 
obtained from: Georges J. Birgy, ap- 
pliance merchandise manager, Ladies 
Home Journal, Independence Square, 
Philadelphia 5, Pa. The contest closes 
on Nov. 30. 1955. 
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Double-barrelled built-in profits with the big name 
in ranges... 2 APF 2° Ae 


1. Easiest to sell! 


Women want built-ins these days! They want 
the beauty, the convenience, the quality cook- 
ing they get only with TAPPAN Built-Ins. 
And you get the gravy. Yes, you get the tre- 
mendous profits when the built-in ranges you 
handle are Tappan. 


Check these exciting Tappan features: 


e Smart Lusterloy or Copperloy Finishes 
Best-Baking Chrome-Lined Oven 
Automatic Clock Controls 

Convenient Visualite Oven Window 
Lift-Off Door for easy cleaning 
Versatile, Smokeless Broiling 
Super-Fast, 7-Heat Surface Units 

Eye Level Instrument Panel 

Even a Matching Griddle 


ee 
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2. Easiest to install! 


No “fit” problems with Tappan Built-In ovens. 
They're designed to drop right into standard 
cabinets—in minutes! And they’re serviceable 
without removal from cabinet or wall. An 
ordinary screwdriver does the trick. Tappan 
surface cooking panels, too, fit standard base 
cabinets—-drop in or set on with a minimum 
of cut-outs. 


Tappan gas and electric built-in ranges 
fit any kitchen plan... any price bracket! 


Follow the built-in trend with Tappan-—the top 
range for top profits. Call, wire, or mail coupon 
for further information and price lists—-now! 


1955 





Start your built-in profit boom with this attractive, 
self-selling Tappan Built-in Range Display! 


t ’ 
| Dept. EMB-105, The Tappan Stove Co., 
| Mansfield, Ohio 
| Please send complete information and prices | 
| on the new Tappan Gas and Electric Built-In 
| Ranges. 
NAME TITLE | 
{| ¥IRM = = | 
| appress 
CITY STATE | 
| | I build homes | LT remodel kitchens | 
Sencillt ecmntindadbbenisieddasitaedamdnabeld | 
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IM THE BIGGEST hall in town, appliance dealer Ingleton demonstrates laundry 


equipment at a "Washer Fair’ 


in Melbourne, Australia 


A Fair ls Good 


In Melbourne, Australia, an enterprising appli- 
ance dealer throws a “Washer Fair” that costs $25,000, 
but sales jump as much as 35 percent 


An aggressive Melbourne, Australia, 
appliance dealer recently sponsored a 
“Washer Fair’ in cooperation with 
practically all leading manufacturers ot 
washing machines, The results were 
“beyond expectations.”’ 

Lewton Party Ltd. is, like most Aus 
tralian appliance stores, an independ 
ent retailer who stocks virtually all 
0pular makes available in Australia, 
; ©, Ingleton, managing director of 
the firm, thought the company could 
spur washer sales if the store had a 
promotion that would attract the at 
tention of Melbourne's 1.5 million 
people, 

Envisioning a project that was too 
large for a single dealer, Ingleton ap 
yroached the manufacturers for help 
Che producers pitched in and one of 
the largest halls in the city, a skat 
ing rink, was hired for the “Washer 
Fair.” 

The basic idea of the event was to 
present a non-stop show of fun, en 
tertainment, quizzes and prizes, lib 
erally sprinkled with demonstrations 
of laundry appliances. Ingleton ex 
plained, “We wanted the public to 
attend not only with the idea of mak 
ing immediate sales, but to really sell 
the idea of washing machines in gen 
eral and their labor-saving efficiency 
features.”” It works. 


Throngs of Thousands. The 
“Washer Fair” proved to be a great 
success, Tens of thousands of people 
attended and were encouraged to bring 
the whole family along so the decision 
to buy could be made on the spot 
This necessitated some attention to 
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children and the organizers of the fair 
provided a large playground complete 
with toy cars, scooters, tricycles, etc. 
Also, some 10,000 balloons were given 
to youngsters, 

or adults, there was a quiz session 
three times a day with one of Aus- 
tralian’s top quizmasters ofhciating 
In each session, 20 to 30 contestants 
entered and the winner emerged with 
a free washer. Other contestants re- 
ceived smaller electrical appliances 
and prizes 

I'he fair also was used to launch a 
special competition with an Australian 
built GM car as first prize. (The car 
is reportedly the most popular in Aus- 
tralia and an immediate delivery held 
special appeal since normal delivery 
time is up to 12 months.) 

I'he entry form was carefully de 
signed so the competitors had to state 
whether they owned a washer, and 
what make they preferred. The con- 
testants then told why they wanted a 
washing machine—in 25 words or less. 

These entry blanks provided a val 
uable file of names and addresses of 
prospective buyers for the firm’s large 
team of outside salesmen. An interest- 
ing by-product was the survey of pub 
lic preferences on brands 


The Four-Day Bill, The fair ran 
for four days, from 12 noon to 11 p.m. 
Costs were in the vicinity of $25,000, 
broken up as follows: press and radio 
advertising, sales promotion, special 
literature, etc., $10,000; washing ma- 
chines given as prizes, $4,000; the car 
prize, $2,700; sundry prizes, $2,000; 
and hire of the hall, sales staff, 


decorations, plumbing, electricity, etc., 
$2,000. 

Since the promotion boosted wash 
ing equipment generally, the manu- 
facturers contributed heavily to the 
advertising and promotion budget and 
they gave the washing machine prizes 
free. The producers also chipped in 
for the sundry prizes. A small admis- 
sion fee was charged, but the real aim 
of this was to keep away unaccom 
panied children, teenagers and van- 
dals. The rest of the cost came out 
of Lewton’s advertising and sales pro 
motion budget. 


Was It Worthwhile? Director In- 
gleton thought that it “certainly paid 
off big.” Lewton’s sales staff and dem- 
onstrators clinched a large number of 
sales at the fair itself. And enough 
names and addresses of prospective 
customers were collected to keep the 
entire sales force “out flat” for the 
following four weeks. 

Lewton’s inventory policy was 
helped by the brand preference survey 
as less popular makes were pared. 
Participating manufacturers registered 
sharp sales increases and several other 
retailers said that their sales at the 
time of the fair and during the en- 
suing period jumped from 10 to 35 
percent, 

Ingleton concluded, “This was ouf 
first attempt at such a project. We 
naturally made a few mistakes, but 
we've profited by them. The fair in 
general was such a success and such a 
morale builder that we have already 
started to plan a bigger and brighter 
Washer Fair for 1956.” 


Ad Plans Revealed 


Appliance manufacturers were busily 
uncorking fall ad campaigns last 
month as the industry entered a new 
selling season. 


Hotpoint launched a “Golden Har- 
vest of Appliance Values” marking 
its 50th year in the business. Some 
59 separate advertisements during 60 
days will appear in 20 national maga- 
zines reaching some 49,000,000 peo- 
ple, according to John F. McDaniel, 
vice president of marketing. A four 
page newspaper broadside wili spear- 
head the campaign at the dealer level 
and TV advertising will reach con- 
sumers over 80 TV stations. 


Norge introduced its 1956 line of 
laundry equipment last month with 
newspaper advertising in 100 key mar- 
kets. Full-color ads will follow up the 
initial blast in nine national magazines, 
according to Robert J. Runge, director 
of advertising. The drive will be tied 
into local contests for the Norge 
miniature Thunderbird and dealers 
will also give more than 2,500 Laun- 
deramas, in-store demonstrations by 
trained home economists. 


Whirlpool recently opened “the 
most concentrated and comprehensive 
advertising program in the history of 
the home laundry industry,” according 
to Roy Howard, merchandising man- 
ager. He said, “Whirlpool advertising 
expenditures for the remaining four 
months of 1955 will average better 
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than a million dollars monthly.” The 
company has purchased 14 pages of 
advertising in Life magazine to appear 
between Sept. 12 and Nov. 28. Sun- 
day supplements and an extensive tele- 
vision schedule round out the drive. 


Waring is using “a heavy schedule 
of advertising” in three women’s in- 
terest magazines to back up _ its 
“Weekly Giveaway Sweepstakes.” Ev- 
ery store customer who watches a 
two-minute demonstration of the new 
“Mixor” gets a free set of four meas- 
uring spoons and a post-paid return 
postcard entitling her to enter the 
weekly national drawing for five 
“Durabilt Travel” irons. The draw- 
ings began Oct. | and will run through 
Dec. 15. 


Nesco is using full-color page ads 
in five leading magazines to stimulate 
demand for its products. Meanwhile, 
dealers are being offered five different 
promotions. These special price pack- 
ages will be available through Oct. 31, 
according to Nesco officials. 


V-M Corp is using McCall's “Use- 
Tested” product tag to spearhead its 
fall promotion of Voice of Music 
phonographs. Ads will also be placed 
in Life, Time, House Beautiful, Seven- 
teen, LIVING for Young Homemak- 
ers, and several other magazines and 
weekly supplements. Built around 
“Pleasurama,” the drive also includes 
point-of-purchase displays and local 
ad tie-ins, 


Landers, Frary & Clark wil] adver- 
tise two new cleaners in eight key 
national magazines this fall. Lee Moss, 
vice president and division sales man- 
ager, said the new cleaners introduced 
this fall are the Turbo-Jet case type 
cleaner and a new canister cleaner. 
A four-dollar Dazey magnetic bottle 
opener will be given to any customer 
receiving a demonstration of the units 
and a 10-cup coffeemaker, valued at 
$30, will be given free with each pur- 
chase. New sales promotion materials 
and displays are also available in the 
drive, according to William J. Cash- 
man, advertising director. 


IRISH Magnetic Tape will reach 
20,000,000 people with its fall and 
winter ad campaign, according to Nat 
Welch, vice president in charge of 
sales of ORRadio Industries. Some 
14 publications will carry ads for 
IRISH tape in what the company calls 
“one of the largest consumer adver- 
tising campaigns in the history of the 
magnetic tape industry.” 


Calgonite, the electric dishwasher 
detergent, will launch a fall campaign 
tied to the theme “Freckles are for 
the face not dishes.”” Atcording to 
J. C, Weithaus, sales vice president 
of Calgon, Inc., advertising will be 
carried in four consumer magazines, 
on Dave Garroway’s “Today” program 
and over a 200-station radio network. 


Weller Electric Corp. is launching 
its fall campaign in the Oct. 17 issue 
of Life magazine with a page-and-one- 
half ad featuring its power tool line. 
Ads in home handycraft magazines 
and trade journals round out the com- 
pany’s promotion schedule. 
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NOW! GET SET TO 


Sell on the double! 


Newest in home entertainment by WESTINGHOUSE the first name in RADIO and TELEVISION 


WESTINGHOUSE PORTABLE RADIOS 
Heres pleasure wherever you go’ 


WESTINGHOUSE TABLE MODEL RADIOS for every room in the house! 








me te ane OE Rene 5 mt 
eet mee gee ee we oe 





WESTINGHOUSE RADIO PHONOGRAPH 
Lite of the party —portabie! 


See these Bcautihet mew sets at your Westinghouse ‘etevision ori Radi Dealers now Westinghouse 0 nS Oe re ee ee, ee ee 


— the leader wm radio tor 35 years — 6 your assurance of the finest money can Duy 


Ree Renee FUT OR Bm eee lermte Reg ltrs Hee wn CH comry Pontny wget 


you can se SURE...1e1rs Westinghouse 


ON 


LIFE! Double Page Ad! Full Color! October 10! 


GET THE MOST OUT OF LIFE... 

WITH WESTINGHOUSE! 

GET SET NOW TO SELL ON THE DOUBLE! 
CHECK YOUR STOCK... 

CALL YOUR WESTINGHOUSE 
DISTRIBUTOR TODAY! 


Westinghouse Electric Corp 
Television-Radio Division 
Metuchen, New Jersey 





ELECTRICAL MERCHANDISING—OCTOBER, 


HERE'S WHAT IT WILL DO FOR YOU! 


DOUBLE SELLING IMPACT! Two big pages in America’s most widely circulated magazine 
—designed to help you sell Westinghouse Radio and Television this Fall . . . faster and easier! 


DOUBLE SALES STORY! 
1. It reaches into the homes of your potential customers—tells them to see you for the newest in 
Radio and Television sets—far ahead in styling, quality, performance! AND .. . 


2. It carries the great name Westinghouse into thousands of homes in your community . . . the 
name trusted and respected for quality . . . the first name in Radio and Television! 


DOUBLE-BARRELED SALES AIDS! Free, hard-hitting displays bring LIFE right into your 
store—jumbo blow-ups of the ad in full color and display cards in full size. PLUS mats for local 
newspaper advertising and scripts for your radio advertising. 


you CAN BE SURE...1F ITS 


Westinghouse 
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MY CUSTOMERS 
RECOGNIZE AND 
RESPECT BURGESS 

QUALITY ! 


, Dorraste RAoios 


LN 


The consistent quality level of Burgess 
Portable Radio Batteries has gained high 
regard among your customers. 

A replacement stock of Burgess Portable 
Radio Batteries means extra profit for 
you. Get on the profit bandwa with 
the most popular of all Portable Radio 
Batteries—BURGESS. Leading radio set 


\r 


manufacturers recommend Burgess Bat- 


teries. 


a anf National Advertising 
Consumer Magazines and 
Metropolitan Newspapers “presells’’ 
for you! 


Batteries “Mh and “B" Packs 
45 to 103% “Mh Batteries Power combinations | 
Volt Service 1Ve to 7Ve Volt Service for every need 


BURGESS BATTERIES 


BURGESS GATTERY COMPANY 





ie all types of record changers 
easily, quickly, and expertly! 












This down-to-earth guide tells all about record chang- 
ers—how they work, what can go wrong, how to locate 
the trouble, and how to repair it. From showing how to 
set up your service bench and call on customers, to 
describing troubleshooting methods for all makes of 








changers, you are given a mine of fac- 
tual “how-to” information in simple, 
ase ee non-technical words. Clear sketches and 

TV service pictures help you easily recognize parts 
on when doing actual repairs. 15 chapters! 
record chang- Just Published! a FP ay 
4 NTA . Lae? . 

’ " ‘ iow a Record-changer 
DOLLARS from REPAIRING ott emate 
same cali! with Recerd-chang- 





RECORD CHANGERS service bench, Stun 


A practical guide to all models, — portable phene- iehupe. Needles, an 
graphs, high fidelity units, and magnetic tape recorders 


Hy Bb. RUGENE BOKLUND 
diead Pred. Rug. Beotion, Inatrument Div,., Allien KR, 
DuMont Laboratories, Ine 


102 iiustrations, 65.05 


Motors. 

Motor Drives. 

Tripping Mechaniome 

Record dropping Mech 
aniemes 


Spee Cycling the 
Arm 


Pickup 
Shute Mechanisms 
Special 46 1em Chang 
ere and Spindies. 
Amplification ane 
compensation. 


278 pages, 6x0, 


The book shows exactly how a record changer works 
takes you step by step through the actions of a changing 





cycle and basic mechanical movements of changer operation Foyle Location and 

Types of changers and records, and auxiliary equipment, are aseine Tape Re 

fully described. corders 
Mechanical, crystal, magnetic, and 

special pickups are discussed, together SEE _THIS BOOK 10 DAYS FREE 

with selection and care of needles —— 1 
Operation of motors and motor | aeGraw- Hill BookCo., att: H. W. Buhrow, | 

drives, tripping and record dropping Industrial & Business Book Dept., 


mechantama, 
explained, 
clutches 


and the pickup arm are 
including discussions of 
actuating, indexing and 


$27 West dist Street, New York 36, N. ¥. | 


Send me Eeklund’s REPAIRING RECORD CHANG. | 
ERS for 10 days’ examination on wal, In 10 days I 


| 
shutoff mechaniams, manual play, ete | will remit $5.05 plus few cents for delivery costs, or re | 

Immediately following each explana | turn book postpaid, (We pay delivery costs if you remit 

tion of record changer action, you are with this coupon; same return privilege. ) | 
: (Print) 

told what is likely to go wrong, and | Yah | 

are shown how to quickly fin the | | 

trouble, and mesconstully repair it. Addre . 

In addition, a separate section on wags Sens... .State | 
fault location and tests covers simple, | | 
effective troubleshooting methods—for Company 
quick on-the-job reference | Position | 

Separate chapters treat operation | Por price end terms outeide U8 -_ eM-16 | 
and repair of 45-rpm changers and write McOraw-Hul inthe NYC 36 
spindles, and magnetic tape recorders. | ' 
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Promotion Briefs 





¢ Emerson Radio and Phonograph 
Corp. has tied in with Arthur Murray 
Dance Studios for a special phono- 
graph promotion aimed at teen-agers. 
lor $34, the youngsters can get an 
‘Arthur Murray Music Box’’, an Ar- 
thur Murray “Let's Dance Book” 
worth $1.25 and a $15 certificate for 
two dance lessons. 


¢Du Mont television has launched a 
sales promotion campaign that links 
five “top quality mames.” Under a 
theme of “Recognized as the height of 
quality throughout the world,” four 
companies—Cadillac, Ceil Chapman 
gowns, ‘T'rifari jewelry and Schumacher 
wallpaper —are combining with Du 
Mont for a united advertising drive. 
The campaign was kicked off with 
full and double-paged ads last month 
in leading consumer magazines. 


¢ General Electric toured the country 
last month with a “Clock Caravan” 
to stimulate interest in the 1955 G-E 
I'clechron line. Store executives in 
19 cities will see the “Rise and 
Shine” caravan between September 
and December, according to Russel T. 
Woodward, manager of marketing for 
the clock department. Meanwhile, 
Donald E.. Perry, clock sales manager, 
announced special prices on the clocks 
to spur traffic before the Christmas 
buying period, 


¢ The Woman’s Home Companion 
has announced a long-range ‘ey oem 
to promote electrical living. The drive 
will be launched in the June, 1956 
issue of the magazine. Besides in- 
creased editorial emphasis on electrical 
living, the magazine will produce a 
motion picture each year which will 
promote new advances in the elec- 
trical field. 


¢ Pentron Corp. has started a plan 
whereby purchasers of Pentron tape 
recordings are offered a special sub 
scription to Tape Recording magazine. 
President Irving Rossman announced 
that customers will also be given a 
free pre-recorded tape, “Moods In 
Music,” with purchases of the Pace 
maker and Emperor models. 


¢ Look Magazine’s “Be a Better Cook 

. and Housekeeper, Too” theme is 
being used for the four-day Electrical 
Living Exposition of the Columbus 
& Southern Ohio Electric Co. The 
promotion, which started Sept. 29, 
will feature 115 booths, cooking 
schools, fashion shows, and special 
cake cooking contests. Beauty con- 
tests, square dances and various home- 
making demonstrations round out the 
exposition. ‘To spur dealer participa- 
tion, LOOK is awarding a special 
merchandising achievement trophy on 
Oct. 30. 


¢ Toastmaster describes its “Golden 
Slice” promotion as “one of the most 
successful in the firm’s history.” Vice 
president W. EF, O’Brien said that 
thousands of orders have been re 
ceived for the “profit-builder” offer. 
The drive is being backed with a 
heavy schedule of national advertising 
in eight leading consumer magazines. 


OCTOBER, 


TV Programs Start 


The 1956 television season is under 
way. Among the appliance-sponsored 
hows starting this month are: 

Admiral Corp.’s “Life Is Worth 
Living’ with Bishop Fulton J. Sheen 
over the ABC network. The series 
starts Thursday, Oct. 13, from 8 to 
8:30 EST. 

Amana Refrigeration, Inc., will 
sponsor “You'll Never Get Rich,” 
starring Phil Silvers, over the CBS 
network from 8:30 to 9 EST on Tues 
day nights. 

—Frigidaire 
Motors will 
Husband” 


division of General 
sponsor “My Favorite 
on CBS-TV, beginning 
Tuesday, Oct. 4, 10:30 to 11 EST. 
The program, starring Barry Nelson 
and Vanessa Brown, will follow “The 
$64,000 Question.” 

Camfield will bow into network 
television with a regular spot on the 
Steve Allen “Tonight” show every 


Friday night October through De- 

cember. 

1955 Ads Checked 
Newspaper appliance advertising 


was up in every category during the 
first six months of 1955, according to 
the Advertising Checking Bureau. 

Refrigerator advertising led the 
parade with 1,280,934 inches of dealer 
advertising in the 110 cities checked 
by the survey. Combined dealer and 
national advertising totalled 1,508,- 
020 inches. 

Automatic washers ranked second in 
advertising with 892,287 inches of 
dealer advertising and 1,108,957 in- 
ches of combined dealer and national 
space. Standard washers only placed 
132,363 inches of dealer space and 
134,777 inches of combined adver- 
tising. 

In the first half, dryer advertising 
rated 259,948 inches of combined 
dealer and national, as compared to 
125,586 inches in 1954. Freezer ads 
were at 229,857 inches, up from 
1954’s 170,243 inches but below the 
1952 and 1953 totals. 

Electric ranges, checked in 68 cities, 
netted 207,481 inches of dealer space 
and 255,239 inches of combined 
dealer and national advertising. 


Bosses Are Looking 


One by-product of recent appliance 
mergers is a lot of unemployed bosses, 
according to a recent story in the 
Wall Street Journal. 

The newspaper quotes a Chicago 
employment agency as saying, “We 
have a lot of top boys—say $15,000 a 
year and up—kicking around becaus« 
of mergers and shakeups in the ap 
pliance field. They can’t be relocated 
overnight because they're highly 
specialized, but they all have a high 


market value, and the market's active 
right now.” 
Employment agencies across the 


country reported a steady flow of top 
executives from all fields who are 
looking for new spots because they've 
been squeezed out in a merger or are 
unhappy with their new post under 
a merger. 
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Henry Nei and Graybar Representative Bob Bollow 
discuss Sunbeam promotion plans. Display in back- 





ground shows a small portion of the electrical house- 
wares the Nei Brothers purchase via Graybar. 


GRAYBAR KEEPS US POSTED ON NEW PRODUCTS, © 
PRICES AND PROMOTIONS THAT REALLY PAY OFF 


Say: Henry and George Nei, Nei Brothers Appliances 
3643 W. Irving Park Road, Chicago, Illinois 
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® Henry and George Nei have been ® 
© in business for fifteen years. Both ® 
® brothers like to work withGraybar ® 
© people — feel that regular weekly ° 
© calls keep them well informed on ° 
* products, prices and promotions. ° 
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Your Customers WANT the popular appliances... 


GRAYBAR ELECTRIC CO., INC. 


Executive Offices: 
Graybar Building, 420 Lexington, Ave., New York 17, N. Y. 


“We were a service organization originally. Know- 
ing the importance of service we decided to get all 
electrical housewares and other major items via 
Graybar when we switched over to a retail oper- 
ation. 


“For instance, we never have to call Graybar for 
product, price or promotion information — a Gray- 
bar Representative stops in weekly and keeps us 
posted. He is more than willing to go out of his way 
to provide any other information we may need. 
Graybar personnel certainly deserve the fine repu- 
tation they have earned. 

“We particularly like Graybar’s fairness in 
dealing with customers. Their credit policy is both 
reasonable and realistic. Al} in all, they’re an alert 
outfit, anxious to provide extra service whenever 
it’s needed,” 


502-63 






ELECTRICAL MERCHANDISING—OCTOBER, 1955 





Henry and George Nei and their Graybar 
Representative go over plans for a mailing of 
the Graybar Gift Catalog. The Nei brothers 
have had great success in using the Graybar 
booklet to tie in with a “lay-away” plan and 
find that the catalog works as a sales-stimu 
lator all year ‘round, 


in OVER 110 
PRINCIPAL CITIES 
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for Replacement Antenna Sales 


for Home Demonstrations 


for Rental Sets 





THE RADION CORP., 1130 W. WISCONSIN AVE., CHICAGO 14 
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The No. 900 “BUILT-ON” ANTENNA... List $5.95 


*% For the Second Set Market 


| Silvers Signs With Amana 











“YOU'LL NEVER Get Rich” with Silvers: that’s not an appeal for a return to the 
gold standard; it’s Amana’s new television program. Star Phil Silvers, center, 
smiles approval as George C. Foerstner, executive vice president of Amana, signs 


the contract for the new CBS series 


Amana president Howard Hall looks on. 


Natesa Convention Draws... 


... over 1500 persons from 44 states; new officers 


are elected and plans for the coming year are mapped 


at the three-day Chicago meeting 


Officials have tagged the recent 
NATESA convention a “huge suc 
cess.” The three-day Chicago gather 
ing drew 1,580 persons from 44 states, 
Canada, the Hawaiian Isles, Philli 
pines and Cuba. 

Exhibitions at the convention drew 
3,375 separate visits, as recorded by 
prize drawing tickets. (A total of $450 
in prizes were given away during the 
meeting.) 


NATESA Plans. In official sessions 
delegates from 38 affiliates mapped 
plans for creating new districts and for 
a T'V-Radio Service Week or Month. 
Plans for this promotion were then 
proposed to RETMA. 

At the business meetings, a new 
dues structure was voted. NATESA 
also voted to standardize the name of 
all locals to Television Electronic 
Service Association, or TESA for 
short. A target date was set for one 
year hence. 


New Officers. Elected to office were 
Frank J. Moch of Chicago, secretary 
general, Harold Eskin of Rochester, 
N. Y., eastern V.P., Russ Harmon, 
Cincinnati, east central V.P., Vince 
Lutz, St. Louis, west central V.P., Jim 
Failing, Greeley, Colo., western V.P., 
Bertram Lewis, Rochester, N. Y., 
treasurer, P. P. Pratt, Buffalo, N. Y., 
eastern secretary, L. C. Stalleup, Nash- 
ville, Tenn., east central secretary, Joe 
Driscoll, St. Paul, west central secre- 


tary and Albert C. W. Saunders, edu- 
cational director 

The spring board of directors meet- 
ing will be in Omaha, April 22. 


McCall Milestone 





ONE MILLIONTH Use-Tested Tag 
is presented to Norge General Sales 
Manager R..C. Connell, right. Presenta 
tion is made by Ken Tyson of McCall's 
Chicago office for a Norge automatic 
washer. To date, the Use-Tested Tag has 
been presented to 36 product lines manu 
factured by 14 major appliance and 
household equipment firms 
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WILCOLATOR 


26 Amp. 240 Volts 
35 Amp. 120 Volts 
A.C. only 














Now you can really simplify your thermostat inven- 
tory. Standardize on the general-purpose Wilcolator R-15—with prompt 
deliveries from stock—and you're ready to equip your appliance with 
a sensitive, accurate, panel-mounted thermostat whose smart appear- 
ance, plus the nation-wide reputation of Wilcolator, does much to help 
make your sales easy. 


The R-15 Wilcolator is double pole with double break contacts. 
The contact mechanism is a quick make-and-break, snap action type. 
No disconnect switch is necessary, since both sides of the line are 
opened when the dial is in the “off” position. 


Thermostatic action is secured by the use of an expansible liquid 
which actuates the switch mechanism through a bellows. This assures 
the utmost sensitivity, in a rugged thermostat that gives long life with 
little or no need for service. The dial is black bakelite, available with 
standard temperature figures or with special markings where desired. 
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The WILCOLATOR Type R-15 


DELIVERIES 
FROM STOCK 


15 RATINGS 


Pilot duty 125 volt 
amperes D.C. Underwriters 
listed and approved 
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Achrome finishe’ —_+| is supplied with combined index and aper:ure 
for pilot light visil) :y. 


The switch mechanism is enclosed in a bakelite housing. Terminals 
are arranged for easy wiring. Where desired, a compression fitting 
with 4” pipe thread can be supplied, where the bulb is to be immersed 
in a liquid, 

Write at once for complete data on the R-15. The Wilcolator Com- 


pany, 1001 Newark Ave., Elizabeth, New Jersey. Canadian address: 
Mimico, Toronto, Ont. 


THE leolalor 


COMPANY 
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w YEATS Shorty 
STATION WAGON 
PANEL PICK-UP 

appliance 
dolly 


He 








Only 47” tall, this new 
Yeats dolly is designed 
for TV and appliance 
men who make deliver. 
les by station wagon or 
panel delivery. No need 
to detach appliance for 
loading . the YEATS 
“Bhorty” will slide into 
your vehicle with ease. 
Has same aluminum al- 
loy frame, 30 second 
strap ratchet and cater 
pillar step glide as the 
standard size YEATS 
dolly! See your 
dealer today! 


















oa 
veats  Suerlael” covers & pans 


> 


Washer Cover 


2a 


SEND “oe ov, aad Rivaction 
" on ow 





Furniture Pad 





appliance 
dolly sales co. | 


Milwavkes 5, Wis, 





2127 


This 


is the best salesman 
you ever had! 


DEVIL DRYNESS! Walton's symbol for ‘55-56 

He'll bring you a volume on humidifiers in the 
winter equal to your volume on air conditioners 
in the summer 





For he gets around! In consumer magazines 
through the heating season, And in the only 
real merchandising plan ever offered by a man 
ufucturer of humidifiers, Bil) stuffers news 
paper mats plus a novel greeting card that 
really detects dry air, all available so you can 
sell Walton humiditiers—the only real salable 
line of humidifiers 


Table models rich grained, automatically 
controlled console models—all operating on the 
revolutionary principle af a centrifugal atomizer 
—no filter—no heating coils 

Build a large wintertime money making vol 
ume by writing today for “Devil Dryness and 
His Aids.” 

Remember the average home is drier than the 
Sahara yet less than ‘4 of 1% of all homes have 
proper humidification. Start today to sell this 


market by selling Walton 
COLD STEAM* 


HUMIDIFIERS 


*Trade Markt—Manvulocturers of the 


ol humidifiers 
Walton Laboratories, Inc., 
Irvington 11, NJ, 


largest! diversified 


Dept. EM-10 


im the wortd 


Please send me my copy of ‘Devil Dry- 


ness and His Aids"’ 

Name of Store__ Et 
Address... 
City 
Signature 






<a etic. Sete. 





Ouick 


easy way 


fo make pipe connections 


FOR LAUNDRIES, DRIERS 


REFRIGERATORS 


AND OTHERS 


Model CT—with flared joint 
for copper tubing 


Model ST— 
for pipe connections 


SKINNER-SEAL SADDLE TEE—for mak- 
ing pipe connections. No pipe cutting or 
threading. Quick, Easy. Cuts costs, For 
gas refrigerators, home laundries, heat- 
ors, etc, Write for circular. 


Approved by Underwriters’ Leboratories, inc. 


M. B. SKINNER CO. 


SOUTH BEND 21, INDIANA 
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New Positions 








GWILYM A. PRICE 


Westinghouse Electric Corp.—Gwilym 
A. Price, president of Westinghouse 
since 1946, has been elected chair- 
man of the board and president. The 
board chairmanship at Westinghouse 
has not been occupied since 1951. 
Regional eet are Renville H. 
Mc “Mann, who has been named east- 
ern sales manager; H. E. Hugo, named 
southwestern manager for portable ap- 
pliances, and H. Joseph Sarlin, ap- 
pointed as the New England district 
manager for the radio-television di- 
vision, 





BERT SCHAEFFER 


Norge Div., Borg-Warner — Bert 
Schaeffer has been named refrigerator 
sales manager of the corporation. 
Schaeffer was formerly with Admiral 
Corp., where he held the position of ap- 
pliance and refrigerator sales manager. 


Kelvinator Div., American Motors— 
L. E. Walters has been named man- 
ager of the southeastern zone with 
headquarters in Atlanta, Ga. 





RICHARD H. WILLIAMS 


Arvin Industries, Inc.— Richard H. 
Williams has been promoted from 
sales manager of the electric house 
wares division to director of sales of 
the electronics and appliances divi- 
sion. Regional appointees include 
Weldon L. Payne, named as western 
sales manager, and Craig C. Brittain, 
as eastern sales manager, for the elec- 
tronics and appliances division. 


Hoover Co.—Robert H. Edgerton has 
been named regional branch manager 
for Hoover in Atlanta, Ga. 


STANLEY G. FISHER 


Landers, Frary & Clark—Stanley G. 
Fisher has been named general sales 
manager of the company. Fisher has 
served as sales manager of the electric 
housewares division for the past four 
years. He succeeds Albert S. Bross. 


Sylvania Electric Products, Inc. Ron- 
ald E.. Vedder has been named district 
manager for the Kansas City territory 
of the radio-television division. 








E. A. NASH 


Servel, Inc.—E.. A. Nash has been ap- 
pointed merchandising manager, and 
Donald B. Smith, as advertising and 
sales promotion manager. Roland D. 
Payne has been appointed sales man- 
ager of the home appliance division. 
Harry Bowser has been named to the 


OCTOBER, 


DONALD 8B. SMITH 


ROLAND D. PAYNE 


post of director of sales development 
of the company. Regionally, Stanford 
J. Grimm has been named to head 
the newly established Kansas City 
territory, and Raymond Lubar takes 
over a like territorial post in Pitts- 
burgh, Pa 
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VICTOR ADDING MACHINE CO. 


DIRECT FACTORY BRANCHES 


AKRON 8, OHIO 

34 S. High Street 

Phone: FRanklin 6-5121 
ATLANTA 3, GA. 

608 Peachtree St., N.E. 

Phone: Atwood 3846 
BALTIMORE 18, MARYLAND 

2107 N. Charles St. 

Phone: TUxedo 9-2890 
BIRMINGHAM 3, ALA. 

1821 Fifth Ave., N. 

Phone: 4-1874 
BROOKLYN 7, WN. Y. 

2697 Atlantic Ave. 

Phone: TAylor 7-7404-5-6-7 
BUFFALO 9, N. Y. 

1053 Main St 

Phone: Summer 6953 & 6954 
CHARLOTTE 8, N.C. 

1007 W. Morehead St. 

Phone: FRanklin 5-7708 
CHICAGO 10, ILLINOIS 

540 N. LaSalle St. 

Phone: WHitehall 4-6330 
CLEVELAND 15, OHIO 

3222 Carnegie Ave 

Phone: EXpress 1-4650-1-2-3-4 
DALLAS 1, TEXAS 

1731 N. Harwood St 

Phone: Sterling 5531 
DAYTON 8, OHIO 

826 Cincinnati St. 

Phone: Adams 6258 
DETROIT 6, MICH. 

4111 Grand River Ave. 

Phone: TEmple 1-4303 
HOUSTON, TEXAS 

2905 Fannin St. 

Phone: CApitol 8-9471 
INDIANAPOLIS 4, IND. 

311 N. Capitol Ave. 

Phone: MElrose 5-1336; 5-1337 
KANSAS CITY 6, MO. 

1730 Main 

Phone: Victor 7966-67-68-69 
LONG BEACH 13, CALIF. 

946 American Ave. 

Phone: Long Beach 70-2949 
LOS ANGELES 17, CALIF, 

720 S. Flower St 

Phone: Michigan 8573 
MEMPHIS 4, TENN. 

1428 Union Ave. 

Phone: 36-5492 
MIAMI, FLORIDA 

6675 Biscayne Bivd. 

Phone: PLaza 8-9412 
MILWAUKEE 6, WIS. 

3732 W. Lisbon Ave. 

Phone: Division 4-6025-26-27 
MINNEAPOLIS 14, MINN. 

3036 University Ave., S.E. 

Phone: Maine 8317-18 

Midway 1008 
NASHVILLE 6, TENN. 

3247 Gallatin Road 

Phone: 28-1363 
NEWARK 5, WN. J. 

100 Astor St. 

Phone: Bigelow 3-2006-7-8-9 
NEW ORLEANS, LA. 

1620-22 Aimonaster Ave. 

Phone: Victor 3378-9 
NEWTON HIGHLANDS 61, MASS, 

24 Elliot St. 

Phone: LAsell 7-7181 
NEW YORK 16, WN. Y. 

386 Fourth Ave. 

Phone: MUrray Hill 9-4080 
OAKLAND 12, CALIF. 

534 20th St. 

Phone: TEmple Bar 2-5748-49 
PHILADELPHIA 3, PA. 

1616 Walnut St. 

Phone: Ki 6-0954-5-6-7-8-9 
PITTSBURGH 13, PA. 

3532 Forbes St. 

Phone: MUseum 1-2843-44 
RICHMOND 20, VA. 

308 W. Cary St 

Phone: 3-8355; 3-8356 
SACRAMENTO 14, CALIF. 

1714 Capitol Ave. 

Phone: HUdson 1-3156 
ST. LOUIS 3, MO. 

2035 Olive St. 

Phone: MAine 1-3630 
SALT LAKE CITY, UTAH 

1355 S. Main St. 

Phone: 84-5571 
SAN FRANCISCO 5. CALIF. 

36 Second St 

Phone: EXbrook 2-4775-76-77 
SEATTLE 4, WASH. 

811 Second Ave. 

Phone: Elliott 3058 
SOUTH BEND 14, IND. 

2803 S. Michigan St., Suite 200 

Phone: South Bend 7-2348 
TOLEDO 13, OHIO 

3926 Secor Road 

Phone: Klondike 4659 
WASHINGTON D.C. 

4543 Wisconsin Ave., N.W 

Phone: EMerson 3-9666-7-8-9 
WILMINGTON 1, DEL. 

215 W. Ninth St 









Victor Duomatic combines 


LOWEST PRICE ITEMIZER EVER 
Famous Victor quality and durability 


Look at the wonderful new Duomatic 
cash register by Victor ... the ONLY 
LOW-COST MACHINE with the fea- 
tures of a fine cash register plus an 
adding machine, all in one! 


The Duomatic itemizes every sale... 
adds and prints individual amounts, as 
well as totals, on tape .. . along with 
designation of clerk or department. 

Also you can add up charge pur- 
chases ... or do any other miscellane- 
ous adding machine work, any time... 


without disturbing your cash total. 


No other machine does so much and 
costs so little. And the Duomatic’s 
modern-design, rugged Fiberglas case 
is practically indestructible . . . won't 
crack, chip, rust or dent. 

See this beautiful new machine — 
compare its low price — get a free dem- 
onstration. Write or call the nearest 
Victor factory branch for the name of 
your Victor representative or dealer. 
Call collect if you wish, or write: 


Victor Adding Machine Co., Chicago 18, Ill. 
Victor-McCaskey Limited— Galt, Ont. 


Manufacturers of Business Machines, 
Cash Registers, Business and Industrial Systems, 
Electronic Equipment, Electri-Cars. 


Phone: Wilmington 4-8897-98 
YONKERS, WN. Y. OVER 500 


646 Tuckghoe Reet en SALES AND SERVICE POINTS 
oe eee © IN THE UNITED STATES 
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Still the BES T-Antenna! 








MODEL 202-UV 


1 © 
a pW erming UNE ROBERT E. DOBSON ALBERT S. BROSS 
estore’ 
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. soor veeviv7o” me 5 quero" S. C. Johnson & Son, Inc.—Robert I QO. A. Sutton Corp.—Albert 5. Bross 
wne hich * 
" annals Dobson has joined the company as_ has been appointed vice president in 
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other 
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manager of the appliance department. charge of sales. Bross was vice presi- 
Dobson was formerly marketing man dent and general sales manager of 


1 
iS 

95 pRict ager for portable appliances at West- Landers, Frary & Clark prior to join- 
S inghouse ing Sutton 


seed 1° 











Model 101 indoor Antenna Model 303 UHF Indoor 

for Channels 2-13 Antenna For Channels 14-83 
Unsurpassed reception in UHF 
creas with this proven and ac- 
copied indoor antenna which 


highest signal 
gain possible $9.95 List Price works better in 5 95 
° List Price 


tough areas 


Beautiful goiden spiral which per 
forms as well as it looks the 





Wrought tron TV Stands-A complete line of the finest wrought iron TV stands 


























engineered to support the heaviest sets List price from $8.95 to $17.95 





ld through recogni ed d) fy AVIRAGT, only! 


Meo TV ANTENNA CORP. Jf ae cre 





wat Stromberg-Carlson Div., General Dy- Continental Appliances Div., Chelsea 
ee ee! | arnics Corp.—James A. Frye has been Products, Inc.—Curtis J. Yamas has 

appointed merchandise manager of been named vice president of sales for 

radio and television Chelsea’s newly formed Continental 


Appliances Division. 


a owel f 


MECHANICAL PERFECTION 





FRANK DUVINAGE WILLIAM J. NEWMAN, JR. 


Adler of America, Inc.—Frank Du Waring Products Corp.—William J. 
Vinage has joined the company as Newman, Jr., has been named man 
president. DuVinage was formerly ager of marketing. Newman’s pre 
Mode! 2613 vice president of Vigorelli Distribu- vious position had been as assistant 
Ust Price $395.00 tors, Inc. merchandising manager 


SELL 10 OF THESE 

NUCLEAR-CHICAGO 

ORACLES—MAKE 
MORE THAN $150000 


10 Special G-M tubes used in the 
Oracle make it the most sensitive 
and most dependable portable ur- 
anium detector on the market today. 
Sell your prospects the best equip- 

ment with full profit on 















J. L. JOHNSON WILLIAM C. CONLEY F. lL. SACHA 


WASTEMASTER DIVISION 


NEW CASTLE, PA. every sale, Write: 


Please send literature on the 
easy-to-sell Wastemester. 


Nome nuclear- chicago son, has been appointed vice president president in charge of sales. F. L 


Address 221 W. Erie St, Chicago 10, itl. and general manager of the Gibson Sacha is the newly named manager of 
City State Leaders in Making Radioactivity Covat division. William C. Conley succeeds _ refrigerator sales 


Gibson Refrigerator Co.—J. L. John- Johnson in his former post as vice 
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SALES LEADER 


Fall and Holiday Special 
Economy DRILLMASTER KIT 





$3595 Value 
Sells For Only 

















Another great Sunbeam 
SALES-MAKER. Sensa- 
tional value—high quality, 
precision-built Drillmaster 
and acarefully chosen selec- 
tion of practical, frequently 
used accessories—all in- 
cluded in a steel carrying 
case, Priced right... a 
$35.95 value—sells for 
only $29.95. Order now 
through your distributor or 
return the coupon below. 
Get Sunbeam on display 
for MORE holiday electric 
tool sales. This brand new 
kit is your natural leader. 
Cat. No. 71-8. 





MAIL 
THIS COUPON 


NOW 


A tremendous buy for use in the home by both men and women — drills, sands, 
grinds, buffs, sharpens, mixes paint, etc. Perfect choice for the Christmas gift- 
shopper. Sunbeam Power drive of advertising —on TV, in magazines and local 
newspapers will dominate the electric tool field —the swing is to Sunbeam. 





| SUNBEAM CORPORATION 
5600 Roosevelt, Chicago 50, Illinois 
| Please ship at once at regular dealer cost the following 
| in quantities indicated. 
| No. 71B SUNBEAM ECONOMY DRILLMASTER KIT 
No.71 Deluxe Kit No. 71A Deluxe Kit No. 74 Sender 
| No. 75 Drill Stand Neo. 72 Saw No. 72-3 Saw 
1 Ship 
I 
DELUXE DRILL KIT Sunbeam ELECTRIC SAW ELECTRIC SANDER =| Through ner ae 

Ne. 71.33 pieces with No. Ne.72.6\4" saw, more pow- Ne. 74. The sander ) pegs A 

70 Drilimaster, $39.95. pam STAND er, greater efficiency. With that stood up over | Dealer 

Ne. 71A. Same os above Ne. 75. Vertical Drill 2-conductor cord, $56.25, 1000 hours in contin- | 

with No, 70A Drilimaster, Stand. Use with 70, Ne. 72-3. Some os 72 vous use test, $42.50. | 

$36.95. 70A or 708 Drili- with 3-conductor cord and Address 

master, $14.95. adaptor plug, $57.50. © tenteom Corporation, 1996 | 
SUNBEAM CORPORATION, 5600 Roosevelt Road, Chicago 50, Ill. « Canada: W. Toronto 18 ! City State 
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TING 


 FUVALI Ce 


iT’'S A FACT 
HOUSEHOLD FAMILIES 


BUY 


3,091,200 


MAJOR & SMALL APPLIANCES 


IN A VEAR! 


" 
Tene as meaaliiilela 


belongs in 


TOINDI MAYO VALIT 





NOW! NEW LOW PRICE on 
FLEXO-SPACE Self-Service Island 


ANNOUNCING our 


new low 
FLEXO-SPACE Self-Service Islands 
is your opportunity to follow the trend 
of thousands of aggressive merchants and 
your store with FLEXO-SPACI 
at a savings of 50% over competitive 
Islands 


prices on 


Here 


mode rive 


FLEXO-SPACE gives you Self 
Service Mass Dispiay and 300% more 
Selling Space than one flat-type counter 
Yes, in only 124 Sq. Ft. of floor area you 


get 50 Sq Ft. of 
lower the 


Raise or 
helves every within 15 
FLEXO-SPACE is a comple t 

customers shop on 4 sides 
from 5 large Self-Service FLEXO 
SPACE has Tested and Proved" by 
thousands of retail merchant New amaz 


selling space 


adjustine nf 
Island ! Your 
she lve 5 


been 


ingly low prices FLEXO-SPACE at 
almost 50% less than you expect to pay 
Write for FREE catalog on FLEXO-SPACI 
and ther Self-S fxtur Do it 
now ] 


; ; 


ADD SALES CO. 


802 York St 


Manitowoc, Wis. 
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the First 
clothes dryer vent 
DRY-R-X 


first in quality 

first in price 

first in sales 

and first to offer: 

Weather-proot hood tth 
Is . 


counter balanced self 
thawing damper door 





Full Range, inside finish 

4 ing plate and i2 ineh 
starting pipe. 

Choice of ‘Button Lock" 

Ist siuminum pipe or inex 

pensive fireproof flexible 


tubing 


Is New tow prices that ore 
vide best profft structure 


your clothes dryer 


distributer or write 
for information on 
prices, literature and 
displays 


5521 CODE AVENUE 
MINNEAPOLIS 10, MINN 














Dog-Gone High 


























“THE BIGGEST DOG in Maryland” is placed atop the new million-dollar building 


f the D & H Distributing Co. of Baltimore, Md 


The 14-foot pooch, of course 


is a king-size version of the familiar pup used in connection with the RCA Victor 


logan, ‘His Master's Voice.” 


Distributor News 





Ray Distributing Co. 


The company, which presently 
maintains branches in Albany and 
Waycross, Ga., and Jacksonville, F'la., 
have announced the impending move 
of their main headquarters in Savan 
nah, to a newly purchased 23,000 
square foot building in that city. The 
move, which will consolidate opera- 
tions formerly operated from three 
separate locations, will house the 
company in a modern air conditioned 
building with large display rooms, a 
railroad siding, and adequate customer 
parking facilities. 


American Sales and 
Distributors, Inc. 


Columbus, Ohio, distributor, Amer 
ican Sales have announced the open 
ing of new showrooms. The facilities, 
covering more than 5,000 square feet 
of floor space, are completely air con- 
ditioned, and according to company 
spokesmen utilize many unusual fea- 
tures in lighting, decoration, and an 
entirely different method of display 
ing appliances and equipment. The 
firm, distributors for Admiral, Whirl- 
pool, and American Kitchens, serves 
25 central Ohio. counties. 


V. J. MeGranahan, Inc. 


Ihe Dayton, Ohio branch of V. J 
McGranahan, Inc., Toledo distribu- 
tors will occupy a new building pres 
ently under construction. The Day- 
ton branch distributes Zenith, Chrys 
ler Airtemp, and Hamilton, in nine 
Ohio counties. The new one story 
building is being built at an approxi 
mate cost of $85,000. 


Sylvania Electric Products 
Co., Inc. 


Sylvania has announced the pr 
sentation of its “Overseas Distributor 
of the Year’ award to Juan Covas 
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Reina, Sylvania distributor in San 
Juan, Puerto Rico. 

Mr. Covas, president of Television 
Associates, Inc., lost over a million 
dollars in inventory after a disastrous 
fire which destroyed his place of busi- 
ness just before last Christmas. With- 
in twenty four hours, Covas had ar- 
ranged to reopen for business in a 
store across the street from the burned 
out facilities. With the support of 
Sylvania, Covas immediately made 
plans for an airlift that brought him 
1,400 Sylvania television sets before 
the Christmas season was over. Offi- 
cials of Sylvania say that Television 
Associates has achieved a complete 
comeback since that time, and that 
today its television sales rank is second 
place for all of Puerto Rico 


Personnel Appointments , 


Admiral Distributors, Chicago, Ill].— 


Carl Lantz (assistant general man- 
ager) 
G-E Supply Co., Cleveland, O.—Rob- 


ert K. Arndt, (sales manager, supplies 
and apparatus). 


Northern Ohio Appliance Corp., 
Cleveland, O.—Joseph Stockhausen 
(sales manager, Norge div.). 


Toledo Merchandise Co., Toledo, O.— 
William K. Wellstead, (sales manager, 
major appliances), 


Westinghouse Electric Supply Co.— 


Jack Riggs, (branch manager, con- 
sumer products, Columbus, O.); Her- 
bert S. Waldron, (sales manag on 


sumer products, Toledo, O 

York Supply Co., Dayton, O.—A. C 
Swartztrauber, (supervisor of sales ap- 
pliance 
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“THIS IS THE BUSINESS FOR ME!” 


—says John Macchi, Appliance Sales & Service Company, Norwood, Mass. 


| 





‘I’m really cashing in on the kitchen boom 


with Youngstown steel Kitchens in color!” 


“As a Youngstown Kitchens dealer, I sell the most complete SELL THE LEADER IN THE BOOMING KITCHEN 
kitchen line on the market—in color for the same price as white. BUSINESS...STILL A FEW DEALERSHIPS OPEN! 
And there’s no inventory problem—I get immediate delivery Saale! 52s 

from my distributor on any standard unit my customer wants! Industry's fastest selling cabinet-sink line—30 models ¢ 


Dawn Yellow, Meridian Blue, and Sunset Copper for the 
same price as Star White e Hottest Disposer on the market 
—easily installed—retails at $79.95 e 


“The best thing about selling Youngstown Kitchens is that I 
make a good profit on every sale—and I keep it! No trades, no 
repossessions, no service problems. This is the business for me.” 

Complete Dishwasher line—including 


fin pa world’s only Work-Level model! amen 
lee eo 
a a ee ee 

TL WH M4 V 


MULLINS MANUFACTURING CORPORATION * WARREN, OHIO 
World's Largest Makers of Steel Kitchens 






Director of Marketing \ 
Youngstown Kitchens, Dept. EM-1055 
Warren, Ohio 


Please have your distributor representative call—no obligation 
[} Please send me copies of your new, full-color Cabinet Sink Book and 
Specifications Book. 





NAME (Please print) 


= am am om a 


FIRM 
See our complete-line kitchen displays! In Chicago: Room 1119, <EEEEGE 
Merchandise Mart; in San Francisco: Suite 180, Merchandise Mart. And = 
at your nearby Youngstown Kitchens Distributor’s. cry COUNTY STATE 


= ee ee oe 
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Deliveries. are SO LASY 
 " LASLOAD 


BA 


LANCES THE LOAD 









SLIDES 
up stairs, 
downstairs, 
in and 

out of trucks. 


One man makes deliveries 


YOU CAN SAVE the cost of an extra man because one man and an Easload can 
handle any appliance easily and safely with its load balancing design and 
slide runner frame. And your appliance is always protected on the rubber 


€&SCO MODEL } 


A lightweight appli- 
ance truck with ratchet 
cincher and strap, rub- 
ber covered sled run- 
ner, tube steel frame. 
Handles 600 Ibs. Low 


priced at $39.50 

















EASUA 





The PROMOTION 
that MOVES 
the GOODS 


MOVED CARLOADS OF 
MERCHANDISE FOR 


Whirlpool 





Wont the facts on o fabulous success 
story? Want to know how DINNER- 
WARE by STETSON is moving “big 
ticket” merchandise at the dealer, dis- 


tributor and manufacturers 
Whirlpool? 
You'll be amazed! And you can put the 
facts to work for you! 
GET THE FACTS TODAY—ABOUT THE 
MOST SUCCESSFUL TIE-IN PROMOTION 
EVER USED BY WHIRLPOOL! 

WRITE DIRECT TO—George Seibert, 

Sales Promotion Manager 


levels for 


America + lar ged ond Mosi Modern Dinner ware Mamdexta ew 
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covered Easload frame; it is strapped 
in place and cinched tight with built-in 
ratchet cincher. Wheels have 10 x 2.75 
cushion tires. Toe plate has two small 
rubber wheels. Frame is all welded steel. 
Handles 800 Ibs. with ease. 
Order yours today on a money-back 
guarantee of satisfaction... $53.50 
F.0.8. Los Angeles 


COLSON savuipment & suPrty co. 
1317 Willow Street, Los Angeles 13, Californie 


APPLIANCE TRUCKS 








| (NEW, STYLIZED INTERCOM SYSTEMS 


OPEN NEW SALES OPPORTUNITIES 
- « « for home, office and industry 













A completely new concept of inter- 
com systems designed for home, of- 
fice and industry offers dealers new 
opportunities for additional volume, 
quick profits, New styling — never 
before seen in intercoms — makes 
selling easier; opens new markets. 





For private or non-private (baby sitter) op- 
eration — unusual sensitivity — 3-tube hi- 
gain amplification—pilot light, and many 
other quality features. 











FX-12: Twelve station combination mester: 
For master to remote or all master system, 
by flick of a switch, $29.95 list, 





See your Fanon distributor—or write today 
for new catalog of FANFARE intercoms, 
portable phonographs and hi-fi equipment, 


| and the distributor nearest you. 


| 


ELECTRIC COMPANY, Inc. 
mirs. of FANFARE Sound Equipment 
150-09 South Read, Jamaica 33, W. Y. 
AXtel 7-7700 
| | EXPORT DEPT.: Telesco, 270 Pork Ave., N.Y.C. 17 











j 
| 
| 








Distributors Appointed 





Admiral Corp.—Tarbell-Watters Co., 
Inc., Springfield, Mass.; Onthank-Har 
rison Co., Omaha, Nebr.; Lewis Bear 
Co., Inc., Pensacola, Fla.; Southern 
Bearings & Parts Co., Inc., Charlotte, 
N.C. 

Amana Refrigeration, Inc.—Allied Ap 
pliance Co,, Boston, Mass. 

Ampro Corp.—CBS-Columbia, Phila 
delphia, Pa., and Milwaukee, Wisc. 
Apex Electrical Mfg. Co.—The Place, 
Inc., Fort Wayne, Ind.; Adams Dis- 
tributors, Inc., Boston, Mass.; James 
J. Kerwin Co., Los Angeles, Cal.; 
Harry Cooper Supply Co., Springfield, 
Mo.; Fridley Brothers, Inc., St. Louis, 
Mo.; Hynes and Waller, Washington, 
D. C. 

Arvin Industries, Inc. — Van Daren 
Hardware Co., Lexington, Ky.; Cash 
Wholesale Co., Inc., Little Rock, 
Ark; Towers Distributing Co., Jack 
sonville, Fla.; Rudolph’s, Syracuse, 
N. Y.; Radio Electric Service Co., 
Baltimore, Md. 

American Kitchens—Morley Brothers, 
Royal Oak, Mich, 
Capehart-Farnsworth Co.—Edgar A. 
Brown, Inc., Cleveland, Ohio; Radio 
Trade Supply, Des Moines, la. 
Chrysler Airtemp — Anthony Motor 
Parts Corp., Fort Wayne, Ind. 
General Electric Co.—Loefler Electric 
Inc., Toledo, Ohio (small appliances). 
Hallicrafters Co. — Harrisburg Radio 
Lab Supply Co., Harrisburg, Pa.; Kerr 
Tire and Rubber Co., Jackson, Miss.; 
Bell Electronic Supplies, Inc., Chester, 
Pa.; Television City, Rapid City, S. D. 
Ironrite, Inc.—Portland Ironrite Co., 
Portland, Ore. 

Jensen Mfg. Co.—Brooke Distributors, 
Miami, Fla.; Hygrade Radio Ltd., 
Vancouver, B. C.; Hyland Electrical 
Supplv Co., Chicago, II] 


Jordon Refrigerator Co.—P. ‘I’. Sales 
Co., Philadelphia, Pa 
Mitchell Mfg. Co.—Victor H. Meyer 


Distribution Corp., New York, N. Y 


Motorola, Inc. Boyd Corporation, 
Portland, Me.; Electronic Sales Co., 
Inc., Ansonia, Conn. 

Mullins Mfg. Corp.—Forster Distrib- 
uting Co., Duluth, Minn. 
Necchi-Elna—Hall Sewing Machine 
Distributors, Inc., Levittown, N. Y.; 
Jacko Corp., Paterson, N. J. 
Norge—Interstate Electric Co., New 
Orleans, La. 

Olympic Radio & TV, Inc.—Cardinal 
Distributors, St. Louis, Me.; Olympic 
Television of No. California, Inc., 
San Francisco, Cal.; Buffalo Ortco, 
Inc., Buffalo, N. Y.; Maloney Dis 
tributing Co., Omaha, Nebr. 

Revco, Inc.—W. A. Case & Son Mfg. 
Co., Erie, Pa.; Eoff Electric Co., Port- 
land, Ore.; Carl Schaedel & Co., Inc., 
E. Orange, N. J. 

Rheem Mfg. Co.—Merit Distribu 
tors, Inc., Bayonne, N. J.; Taylor Dis 
tributing Co., Billings, Mont., and 
Spokane, Wash.; United Distributors, 
Inc., New Orleans, La. 

Servel, Inc.-Thompson & Holmes, 
Ltd., San Francisco, Cal. 

Speed Queen Corp.—W. & F. Dis 
tributing Co., Denver, Col. 

Sylvania Electric Products, Inc. 
Washington Wholesalers, Washing 
ton, D. C. 

Tappan Stove Co.—Steiner Lumber: 
Co., Sacramento, Cal.; Afton-Lemp 
Electric Co., Boise, Idaho; Bruno-New 
York, Inc., New York, N. Y. 
Westinghouse Electric Corp. — Ten- 
nessee Wholesale Drug Co., Nash- 
ville, Tenn.; Carswell Distributing 
Co., Winston-Salem, N. C.; Dixie 
Distributors, Inc., Birmingham, Ala.; 
Buescher’s Wholesale Co., Washing 
ton, Mo.; Northern Specialties Sales 
Co., Portland, Ore.; Central Electric 
Supply Co., Denver, Col. (portable 
appliances 


Whirlpool Corp. Keith-Simmons 
Co., Inc., Nashville, Tenn.; Yancey 
Co., Inc., Atlanta, Ga. 





ELECTRICAI 


IDEA FILE 





able photographs of dealer 


MERCHANDISING will pay $10.00 for accept- 


ideas similar to the one below 


CLIPPED CORNERS on tags attached to used TV sets signify extra commission 
to salesmen of Don Gabbert, Minneapolis. If a set is not sold within a reasonable 
time one corner is clipped, which means five percent commission. If two corners 
are clipped, as in the picture, the salesmen gets eight percent 
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More DEALERS 


are selling 





automatic 


water heaters 


| because: 






on-the-job service and economy. 


DW EW IRATE 


They are backed by a fine reputation for 














added profits. 


They give the dealer a quick turnover— 











These two features have made it poss 


D. W. Whitehead to show a steady growth through- 


out the years. Dealers know that when th 


with D. W. Whitehead they are giving their cus- 
tomers quality automatic Water Heaters with low 


operation costs, 


ible for 


ey tie in 
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Easily removable porthole cover * Ca- 
thodie protection by magnesium rod ¢ 
Heavy legs for sturdy support * Inlet 
and drain located to offer greatest in- 
stallation convenience * Heat trap to 
revent back circulation in piping * 
Beatie extra-heavy galvanized steel 
tanks * Underwriters’ approved heavy 
wiring * Precision engineering * Up- 
— models to conserve floor space, 
tabletop for extra work space * Ad- 
vanced design * Adjustable thermostats, 


Exclusive baffle at cold water inlet pre- 
vents mixing of hot water with incom- 
ing cold, insuring constantly even water 


temperature, greater economy of opera- 


tion. 


DWN EAD Sey 


1955 
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These advantages mean built-in selling power: 
| 
! 
| 
I 
| 
| 
| 
! 
! 
| 
| 
| 
i 


GAS OR ELECTRIC~ A DWW MEANS SUPERIOR PERFORMANCE 
| 


© QUICK CONSTANT HOT WATER 
@ LONG, TROUBLE-FREE SERVICE 

@ HEAVY FIBERGLAS INSULATION 
« LOW-COST OPERATION 

© MODERN SPARKLING BAKED 
ENAMEL JACKET 

@ SAFETY AND CLEANLINESS 


Liberal 10 Year Guarantee on Extra- 
Heavy, Copper Bearing Galvanized 
Steel Tanks When Ordered With 
Cathodic Protection. 


DWW Manufactures a | year, 5 year, 
10 year and Stone Lined Water 
Heater, 


- 
MAA 
as Be 
Tre. 
ae 
+e 
ay: 
+ 


& 


NATIONALLY ADVERTISED 


D. W. WHITEHEAD MFG. CORP 
216 Walnut Ave., Trenton 9, N. J. 
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In WASHERS ... 


In CLEANERS . . 


In ELECTRIC HOUSEWARES .. . 





By E. W. MASON, 


Head Appliance Section 
Sales Development Division 
Aluminum Company of America 


SOLLOWING the “trend to alu 
4 minum” in the construction, ait 
raft, electrical, packaging, and 
paint industries, another sphere of 
acceptance has been quietly emerging: 
its use in the home appliance industry. 
Refrigerators, where 15 Ibs. per 
cabinet is the present average, last 
year used some $0,000,000 Ibs of alu 
minum—enough aluminum to con 
sume, in the smelting operation, the 
clectricity used in over 200,000 ay 
erage American homes in one year. 
Stoves now contain twice as much 
aluminum as they did only three years 
ago. Coffee makers and toasters have 
made comparable gains 
These leapfrogging sales of the 
metal to the hous appliance industry 
have been setenintboned on a battle 
ground that has mcluded fierce com 
petition from steel, magnesium, cop 
per, and plastics. For aluminum, it 
has been a matter of gradual and 
ever-increasing acceptance, with each 
development—in alloys, finishes, tem 
pers~meaning new footholds in. the 
Che history of aluminum’s 
adoption in various elements of the 
refrigerator is a case in point 


industry 
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Stepping stone into the refrigera- 
tor was the development, in the late 
20's, of anodic treatment. It made 
possible the attractive ice cube tray 
we know today. Next, aluminum was 
tried as a refrigerator shelf, and was 
used for a year by one firm in the 
late 30’s until a development in steel 
wire shelf fabrication displaced it. 
Changes in refrigerator design, which 
raised the humidity in the fresh 
food storage compartment, brought 
back the corrosion-resistant aluminum 
shelf. Now solidly entrenched the 
aluminum shelf returned in several 
forms less expensive to fabricate. 

In the late 30's, aluminum foil, 
with dead air spaces between layers, 
was used as the major insulation in 
a popular make of refrigerator. The 
high reflectivity and low radiant en 
ergy emission of the foil made it ideal 
for that function. 

rhis year, the introduction of an 
aluminum suction tube to the com 
pressor compartment adds to the in 
creasing quantities of aluminum tube 
being used in the refrigerators. New 
developments in roll bonding promise 
to increase the metal’s uses in alumi- 
num evaporators The newest stage 
for competition is evaporator doors, 
hydrator pans, 


and hardware 


Economic Advantages 


While the technological advances 
have played an all-important part, the 





é In IRONS... 


economic advantages offered by in- 
herent characteristics of the metal 
itself have been most responsible for 
aluminum’s increased cogent usage. 

Light Weight. The light weight of 
the metal, for instance, has directly 
influenced its use on a number of 
home appliances. Electric hand irons 
are one; die casting for portable sew- 
ing machines, mixers, and vacuum 
cleaners are others. Various parts of 
the new refrigerators have been able 
to put aluminum’s light weight to 
good use: compressors, cylinder bo- 
dies, pistons, connecting rods, bear- 
ings, and oil slingers. ‘Typewriters, 
sewing machines, and portable home 
power tools are housed in aluminum 
die castings. 

High Thermal Conductivity. Alu- 
minum’s quick-heating characteristics 
make the metal ideal for use in hand 
iron sole plates, clothes driers, and 
stove broiler parts. It is equally adapt- 
able for waffle irons, grids, sandwich 
grills, and electric skillets. 

High Reflectivity. ‘Today, this char- 
acteristic is effective in aluminum’s 
employment in reflectors over heating 
elements in clothes driers, range bur- 
ner reflector pans, heat guards inside 
toasters, and in the foil oven liners 
offered by one range builder. 

Good Workability. This term em 
braces all fabricating processes. The 
ill-aluminum steam iron now being 
developed will furnish a good illustra 
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Today's Appliances Contain 


More and More 


Aluminum 


tion; others are the shells for sewing 
machines and vacuum sweepers. 


New Finishes Available 


The facility with which aluminum 
can be finished in bright colors, or in 
natural aluminum shades, has been 
an important factor in the appliance 
industry's swing to the metal. Many 
of the striking color effects on today’s 
appliances are obtained with anodically 
treated and colored aluminum. The 
aluminum finishes have proved func- 
tional as well as attractive: the hard 
protective layer of aluminum oxide 
formed by the anodic finish—both in 
color and “natural”  finishes—will 
maintain the ease of cleanability and 
beauty of the parts, and has proved 
highly resistant to abrasion and corro- 
sion. 

These finish characteristics have 
brought the appliance industry blue 
evaporators, the copper-colored trim 
on the 1954 G-E range, and gold 
colored evaporator doors and shelf 
trim. It has meant copper-colored 
Hallite ware, and the fine translucent 
finish on the West Bend electric pet 
colators. 

Anodic coatings developed by Alcoa 
are identified by the trade name Alu 
milite. The translucency and color of 
an Alumilite coating may be related 
to the alloy composition. During the 
anodic coating process, some alloying 

(Continued on page 234 
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NER 


Thats ENTHUSIASM 


Enthusiasm for home makes the Great American 
Weekly Family a vast reservoir of sales for any type 
appliance that helps them enjoy a better way of life. 


This year alone they have expressed a desire to buy: 


Mt 








59,119 Clothes Dryers, 119,593 Dish Washers, 358,- 
80 Food Mixers, 219,255 Home Freezers, 199,322 
Electric Irons, 458,442 Steam Irons, 199,322 Radios, 
219,255 Electric Ranges, 318,916 Gas Ranges, 259,- 
119 Record Players, 358,780 Electric Refrigerators, 
139,526 Room Air Conditioners, 1,096,273 TV Sets, 
378,713 Toasters, 558,103 Vacuum Cleaners, 518,238 
Automatic Washing Machines, 298,984 Non-Auto- 


> 
~ 
/ 


Great American Weekly Family Is Buying 


) MILLION APPLIANCES 




















COURTESY SUNSET APPLIANCE 
matic Washing Machines, 99,661 Electric Water 
Heaters, 179,390 Gas Water Heaters. 


Be sure your brand is among them, Advertise in The 
American Weekly which reaches on the average better 
than | out of 2 families in 775 key sales cities of 10,000 
population or over... dollars spent in The American 
Weekly work hardest where business is bigdest. 


MERICAN WEERLY 


Beamed to the Enthusiasms of the American Family 


THE AMERICAN WEEKLY, 63 VESEY STREET 


ALBANY TIMES-UNION e BALTIMORE AMERICAN « BOSTON ADVERTISER 


HERALD « MILWAUKEE SENTINEL ¢ NEW ORLEANS ITEM « NEW YORK JOURNAL-AMERICAN « PHILADELPHIA BULLETIN ¢ PITTSBURGH SUN-TELEGRAPH 
ST. PAUL PIONEER PRESS « SAN ANTONIO LIGHT ¢« SAN FRANCISCO EXAMINER e« SEATTLE POST-INTELLIGENCER « ‘SYRACUSE HERALD-AMERICAN «© WASHINGTON POST & TIMES-HERALD « WICHITA BEACON 
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NEW YORK 7, N.Y. @ ATLANTA e BOSTON ¢« CHICAGO « CLEVELAND 


DETROIT « LOS ANGELES e SAN FRANCISCO 


e BUFFALO COURIER-EXPRESS « CHICAGO AMERICAN e« CINCINNATI ENQUIRER e« CLEVELAND PLAIN DEALER « COLUMBIA, & C. STATE 
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TWO SLICE TOASTER 





ELECTRIC BUN WARMER 






“STARLITE” 





ad 


Promotional TOASTER 


sing? nae COOKER and SERVER 


THE TOASTSWELL CO. 


more information 


620 Tower Grove Ave. 


Originators of the 2 slice avtomeatic cme 
“Since 1928" 
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More and More Aluminum 





elements or constituents are dissolved 
and consequently have little effect 
upon the color of the film. Other 
tentite or metallic particles may be 
retained or occluded within the film; 
these elements will modify the appear- 
ance of the finish. For instance, 
where relatively large amounts of sili 
con are present, as in welding and 
brazing alloy fillets, the oxide coating 
will have a gray color because of the 
presence of silicon in the oxide film. 

Brilliant translucent color effects, 
too, are now obtainable for use on 
home appliances. Anodic coatings on 
aluminum have a cellular structure 
with minute pores—as many as sixty 
trillion to the square foot. By virtue 
of the porous character of the coating, 
various substances may be absorbed. 
Color, in the form of dyes and pig 
ments may thus be “impregnated” 
in the oxide-coated parts by suitable 
techniques. Trim items, range tim 
ers, control panels, percolators, and 
evaporator doors are parts that are 
being colored by the process. 


Plating and Painting 


Electroplated finishes on aluminum 
can now be applied with the same 
equipment and produced to the same 
quality standards as plated finishes 
on other metals, thanks to the de 
velopment of the zinc immersion 
treatment. This simple method of 
preparing aluminum to receive elec 
troplated coatings is now a process 
available to all platers. Last year 
over $1,000,000 worth of chrome 
plated aluminum castings were used 
on refrigerated display cases alone. 
Dominion and Wearever percolators, 
drawn from sheet, are chrome-plated. 
Another example is the chrome-plated 
Salad Master, a hand-operated food 
chopper made of aluminum die cast 
ings. 

The durability of paint coatings on 
aluininum is determined by the surface 
preparation and the paint system 
chosen. If these are well handled, two 
advantages are apparent when paint 


Hugo Honored For Service 


CONTINUED FROM PAGE 232 





ing aluminum: the coating can be 
expected to be durable and lasting; 
and when the coating is scratched or 
wor through, its repair is not an im 
mediate necessity because of alumi- 
num’s natural resistance to corrosion. 
This anti-corrosion characteristic alu- 
minum has been all-important in the 
choice of the metal for painted parts 
used in humid environments: die cast 
washing machine wringer housings, 
washing machine lids, evaporator 
doors, food freezer shelves and cabi- 
nets. Vacuum cleaner and sewing ma 
chine shells are other aluminum parts 
frequently painted. 

The application of porcelain enam 
els on aluminum alloys has opened 
new fields, both for porcelain enamels 
and for the metal. The porcelain 
enamel coatings developed especially 
for use on aluminum are durable and 
show good resistance to impact and 
thermal shock. 

Thus, aluminum’s acceptance in the 
home appliance industry has been a 
gradual development based on re 
search and the recognition of the 
serviceability of the metal inherent 
in its characteristics. Most of this 
expanding sphere of activity around 
the application of aluminum in the 
home appliance field has occurred 
since World War II; and, with con- 
tinuing developments within both the 
aluminum and appliance industries, 
the current expansion rate shows no 
signs of diminishing. End 


Sahloff Feted 


Willard H. Sahloff, vice president 
ind general manager of General Elec 
tric small appliance division, will be 
awarded the first Housewares & Appli 
ince Industries’ Distinguished Service 
Award presented on behalf of the 
Joint Defense Appeal. JDA is the 
fund-raising arm of the American 
Jewish Committee and the Anti- 
Defamation League of B'nai B'rith. 
Sahloff will be honored at a testi- 
monial dinner Oct. 11 in New York. 








WESTINGHOUSE soles manager for portable appliances, James E. Hugo 
is presented with a 35-year service pin by John H. Ashbaugh, vice president and 
general manager of the electric appliance division. Hugo joined Westinghouse in 
1920 in the tool design department. 
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NEWEST 
HOUSEWARES HITS 


with the Selling Magic of 


The All NEW 
STEAM-0- MATIC 


EXCLUSIVE! Both Body 
and Soleplate in 


STAINLESS STEEL 


ITS A 
MIXER! 


IT'S A CUTLERY 
SHARPENER ! 











Amazing NEW 
MIX-0-MATIC° 


Electric Portable 
MIXER-SHARPENER 
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KNIFE- 0-MATIC’ 


ELECTRIC CUTLERY — SCISSORS SHARPENER 
ORDER NOW FOR BIG 


GIFT SALES 


STEAM-O-MATIC CORP. k: 











nothing sous bu liens 


... the year ‘round gift line! 


Seems like every body wants — every body buys — CORY for gifts for 
Anniversaries — Weddings — Birthdays — Holidays! 
No other line has such broad price range, such consumer 


appeal — such fast turn-over — as the profitable 


CORY 
CORPORATION 
221 N. LaSalle St. 


Chicago 1, lilinois 
Terento 10, Canada 


CORY line — all year ’round! 


The Elegant Carafe Royale 


A smart, new accessory for dining room, buffet, porch, 
and patio serving! Smartly styled in gold and black 
. 12-cup 


Retail, $695 


with wrought iron candlewarmer trunnion . . 
heat-resistant glass serving 
decanter. Grandest gift ever! 


Magnificent ‘Crown Jewel” 
Automatic Percolator 


Absolutely the finest, most fabulous percolator made! 
The supreme gift for every woman! Beautiful stain- 
less steel body, 24-karat gold-plated base, hand- 


some raffia handle. 4-9 cup size. $5900 





Retail, 


Handsome “Crown Jewel” 


Knife Sharpener 


For those who want to give the unusual yet prac- 
tical. A sure-fire gift with universal appeal. 
Sharpens any knife professionally. Just plug in, 
draw knife through quickly. Cut yourself in on a 
bigger slice of gift profits with 


Cory! 


Regular Model Electric 


Knife Sharpener 





Reta, 91995 
Retail, $] 49 5 





All quality 
products of 
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Finest Made “Personal” Nicro by Cory New and All-Glass “Mardi Gras” Stainless 
Automatic Electric Coffee Stainless Steel Different Coffee Beverage Server Steel 
Coffee Brewers Grinder Coffee Brewer Cory Perc Brewer Gift Pack Percolator 


She couldn't hope to 
receive anything more 
suited to her taste— 
both for good coffee 
ond good looks! It's the 
the only stainless steel 
vacuum type automatic 
made. Brews 4-8 cups 
of coffee automatically 

. turns itself down, 
keeps the coffee hot! 


Retail, $37.50 


A unique gift—and so 
much appreciated by 
coffee connoisseurs! 
Grinds coffee roaster- 
fresh os needed. You 
actually use less coffee 
—moke better coffee. 
Adjustable to any 
grind—holds full 
pound. With handy 
measuring glass. 


Retail, $29.95 
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For customers who are 
tired of replacing beat- 
up coffee pots! Hove 
them try this new Nicro 
Coffee Brewer. It's 
made of indestructible, 
gleaming stainless steel 
that makes perfect cof- 
fee for a lifetime. 
Won't stain, dent, chip, 
or break. Rinses clean! 


Retail, $9.95 up 


1955 


It's the sauciest, selling- 
est percolator you ever 
sow! All sparkling heat- 
resistant glass in Swed- 
ish design. Perks up 
tables... perks up 
perfect coffee! 
Retail, $6.95 
Separate Candle 
Warmer for Cory Perc. 
Keeps coffee hot... 
looks elegant! 
Retail, $2.95 


It's the only all-glass 
coffee brewer made! 
There's not even a 
strip of rubber to 
change the good cof- 
fee flavor. It's all glass 
right down to the fa- 
mous glass Cory filter 
rod! A famous-name 
gift every woman 
knows and wants! 


Retail, $5.50 up 


Colorful and festive 
.. @ matched set of 4 
hot or cold beverage 
servers with jet black 
plastic stoppers and 
gay neckbonds, Each 
holds 12 ounces. Won- 
derful for breakfast, 
for snacking, entertain 
ing — anytime. All in a 
full-color gift box. 


Retail, $4.95 


Makes wonderful cof- 
fee quoranteed for 
a lifetime! Doubles os 
handsome hot or cold 
beverage decanter 
Beautiful, mirror-like 
stainless steel body 
will not chip, wear, 
crack or stain-—ever! 


Retail, $11.95 
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Products . 
Services 

FOR MORE SALES 

FOR MORE PROFITS 
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—— RATES —— 


Send new advertisements to ELECTRICAL MERCHANDISING, 850 
W. 42 St... New York 34, N. Y. for Nowember leeue closing October 14th 


inch per insertion. Contract rates on request, An advertiaing 




















Delivery Costs Too High? 
ONE MAN 


With a d 


HYKER 9 Roto Sho 
CAN WALK | ELECTRIC 


TURNTABLES 
A 350 Lb. Appliance 


UP STAIRS The action display way 
to boost your sales! 
apr age cuca ca ALONE £4) : 


The Kasson Roto-Sho assures profitable, 

Dept 4 detroit 38, Michigar ‘ trouble-free operation, Used nationally by 

: No Helper! merchants for unusual act‘on displays. Per- 

908 W. Lycoming, mits novel lighting eflects*as well as Opera. 

tion of electrical devices.« Tables in 9", 

14” and 18” diameters. Sturdy steel con- 
Sruction., Guaranteed! 


Write today for free, illustrated folder show- 


- 


Model 712 
Revolves 

5 times a 
minute 
Carries up 
to 200 ths. 
Lights tura 
with table, 
A.C. only. 





NEW FREE 1956 


36 PAGE 
Vacuum Cleaner 


PA RTS CATALOG 


FF THE PRESS 


WRITE 


write 


“HY KER” 
Phila. 40, Pa. 




















DISTRIBUTORS of 





THIS FELLOW IS TRAINED IN YOUR BUSINESS. His 


VACUUM CLEANERS 


Repair Parts For All Makes 
Write for Free Catalog 
Parts - Supplies - Brush 
Rebristiing - Armature 
ewinding 


VIKING SUPPLY COMPANY 











76-18 Jamaica Ave., Woodhaven 21, N. Y. 
This 
MERCHANDISING SUPPLEMENT 
Section 
an adjunct to other advertising in this lasue 
vith these additional announcements of prod 
ucts and services of special interest in the sale 
and servicing of electrical appliances and in 


other merchandising opportunitie 


Electrical Merchandising 


SELF-LIFTING PIANO TRUCK CO. 


426 North Main Street 


ing build-up fixture and prices. 
KASSON DIE & MOTOR CORP. 
Formerly General Die & Stamping Co 
Dept. £-105, 32-14 Northern Bivd. 
Long Island City 1, N. Y. 
Integrity Since 1919 











SELL YOUR REPUTATION? 


Learn unique way to inorease traMoc and slesinge. 
donot dl that your facilities, know-hew, rellabli z 
become potent factors in every sales effort. 

rented deas, aids, metheds can be yours exe 5. 
sively. ve obligation for details, Mail your letter- 


MERITSEAL, INC. 
2 Depot Plaza White Plains, N. Y. 














Findley, Ohie 








main duty is to travel the country ~— and world 
— penetrating the plants, laboratories and man- 
agement councils . . . reporting beck to you 
every significant innovation in technology, eell- 
ing tactics, management strategy. He functions 
as your all-seeing, all-hearing, all-reporting 
business communications system. 
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ADVERTISING 





CLASSIFIED 


OPPORTUNITIES: SELLING... 


THE MAN WE MEAN 18 A Compostre of the edi- 
torial staff of this magazine. For, obviously, no 
ene individual could ever accomplish such « 


EMPLOYMENT .. . MERCHANDISE BUSINESS 


. peorerr Ay: $1.1 80 a BOX NUMBERS—Care of publication with border rules for prominent dis AN ADVERTISING INCH te mee 
vast business news job. It’s the result of many RATES: line inimum 4 lin To xo York, Chicago or Ban Francisco play of advertisement ured %” vertically on a column-—4 co 
figure advance payin nt count aver ‘)fices count as one additional lin The advertist e144 umne 48 inches to @ page 
: p ale ne rate 13.50 per inch baw 
qualified men of diversified and specialised ge words as a line DISCOUNT of 10% if full payment is for all advertixing other than Km- Copy for new advertisements received 
talents. POSITION WAN" ri D indisplayed ad- made in advance for 4 consecutive in- ployment Opportunities Employment in the New York City Office by Oct 
tising rate n lf of above rate ertion : Advertising rate ie $18.45 per inch léth will appear in the November ts 
nasal in advance DISPLAYED: INDIVIDUAL SPACER subject to Agency Commission ie, subject to apace limitation 


AND, THERE'S ANOTHER SIDE TO THIS “COMPOSITS 
man,” another complete news service which 
complements the editorial section of this maga- 
sine — the advertising pages. It’s been said that 
in a business publication the editorial pages 
tell “how they do it” — “they” being all the 
industry's front line of innovators and improv- 
ere—and the advertising pages tell “wits what.” 











MANUFACTURER'S REPRESENTATIVE 
KITCHEN VENTILATING FANS 


An old, established manufacturer of kitchen 
ventilating fans has recently completed a 
new modern plant for the exclusive manu- 


RAY-O-VAC COMPANY 


Seeks several outstanding professional 
salesmen for new special territories in 
the Mid-West. Each position pays a 


EXPERIENCED 
KITCHEN MEN 


facture of these units and allied products. good salary plus commission which 
Esch issue unfolds an industrial exposition be We seck experienced, establishe agents brings it considerably above the aver WANTED 
whe contact Electrical Distributors and/or age income level, Excellent future, Full 


fore you ~ giving a ready panorama of up-to Building Supply Wholesalers. expenses, including 8¢ per mile on your 


Individuals or 


date tools, materials, equipment. Our new line, now being developed, will car, are paid weekly. At least two organizations wanted to 
place our representatives in a position to years’ experience selling to wholesale contact fast growing list of distributors 
overcome all competition in price, efficiency, stributo » @ ate ode Several territor r) 

sucH 4 “MAN” 18 ON Youn FavnoLt. Be sure te =| nd beauty. ; avemtial hae Et-s6, Wits tov appuice- | | Bo aot avite. eulem pee erp eapurtoneed 

“listen” regularly and carefully to the practical We have a few choice protected territories tion blank to Karl Bing, Ray-O-Vac : h 


open on a commission basis. and will work to make nationally adver 


business information he gathers. Company, Special Ac« 








All replies my confidentiel. Address Steaioen’  Wrlenonate Ss castes ta tised kitchens your number one line. An 
Bw: 7865, Bic ctrical Merchandisin strictly confidential excellent opportunity for big, steady earn 
‘ gan e., (nicago i 
ings 





All answers treated confidentially 
Write in complete detail to 
Charles Beckwith Gen. Soles Mgr 
Beauty Queen Div, 


Toledo Desk & Fixture Co. 


Maumee, Ohio 





REPLIES (Bow No.): Address to office 
NEW YORK: 840 W. 42nd St. (86) 
CHICAGO: 620 N. Michigan Ave 11 
SAN FRANCISCO 6s Pc at ar ‘ 


nearest Lou 


BUSINESS OPPORTUNITY OFFERED 
iliness forces sale of California's most poavette 
Vacuum Sales & Service. Established as yrs, in 
thriving ‘‘suburb’’ of Los Angeles 

#4000, a month, Expert couple eoud handle. die bu ner 
will lease modern Bidg. and equipment. 

olus Inventory. 


Write Ethel Ormes for details. 


827 Bonita St. Monrovia, California 
NEW ELECTRICAL PRODUCT 


WANTED To panini ed ened AND MARKET 


By well established, medi size, ind fact electro mechanical devices 
Has national distribution forewon feeee hardware shestrleot distributors, departwzent 
stores, mail order houses. interested in new product to make und m . 

Basis outright sale or royalty. 


ELECTRICAL MERCHANDISING 330 W. 42 &t., 








POSITION ‘WANTED 
Top District Manager now employed by top 


distributor of top majors desires change 

Wants position with distributor or manula 

turer in zone or region. Will relocate but 
prefer Pacific Northwest or Southwest, Out 

standing record. Full knowledge of laundry 
white goods electronics and kitchens. Com 
pletely versed in advertising, promotion and 
prod training from wholesale and retail. Ex 

cellent platform man. Perfect relations with 
“Bell Cow” accounts and country dealers 
Inquiries confidential both ways. A ramrod 
but not a hot shot. PW-7683, Electrical 
Merchandising. 





McGRAW-HILL PUBLICATIONS 




















80-5580 





Mew Yerk 34, M. Y. 
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EDITORIAL 








Survival of the Fittest 


SISTER publication of ours, Business Week, 
A reflectively chewed its editorial cud in a recent 

issue after digesting some scattered news items 
on trends in marketing. ‘They noted that Westing 
house had abandoned fair trading its small appliances; 
that GE quit setting list prices on majors; that a 
disenfranchised Vord dealer was suing the auto maker 
on anti-trust grounds; that hearing aid makers have 
been ordered by the FTC to get rid of exclusive 
franchising of dealers; that oil companies are flirting 
with the idea of selling oil in cans to supermarkets in 
competition with their own dealers; and, finally, that 
discount houses have altered the whole price structure 


‘of the appliance industry and helped make dealer 


franchises almost meaningless. Straws in the wind, 
perhaps, but taken collectively they show that “there 
is a very marked erosion of the power that manufac 
turers once had to control the market and set the terms 
under which their goods were sold to the customer. 
The plain fact is that manufactyrers have lost their 
potency in administering prices at the retail level and 
in controlling dealers through exclusive arrangements.” 

Two major forces have been whittling away this 
power, the paper points out. One of these forces 
has been the courts and the body of anti-trust law as 
exemplified by the Supreme Court's famous decision 
in the Standard Stations case, which took some of 
the teeth out of exclusive dealing in the auto and 
oil industries and weakened the legal base on which 
exclusive dealing stood. But legal decisions have also 
been hacking away at resale price maintenance and 
make fair trade prices harder than ever to police. ‘The 
other, and more important, of the major forces at 
work has been the economic pressures of mass-produc 
tion which have focussed the need for mass distribu 
tion and mass consumption. The sensational nature 
of the discount house, the magazine says, did not by 
itself shatter the old ways of doing business and create 
a new form of sharply competitive retailing. For the 
discount house is in reality the effect rather than the 
cause; it is only an expression of the need of the 
appliance industry for mass distribution and a 
broadening of the market. 


A 1. of which will come as no surprise to our readers. 

They have long since felt the effects of indis- 
criminate franchising, of lack of territorial guarantees, 
of back-door selling by their own distributors. ‘They 
have seen builders taking an increasingly large slice of 
the new home appliance market and often selling unin- 
stalled appliances through non-trade channels. They 
have seen labor union, governmental and industrial 
buying groups extending preferential discounts to 
growing armies of their memberships. ‘They are in 
creasingly aware that service, traditionally held to be 
their major weapon in holding customer loyalty, is 











trending more and more to becoming a centralized 
function. ‘They have had inventories out of all pro- 
portion to their needs foisted upon them by volume 
hungry distributors—and knew that they would get 
little or no help in moving them. ‘They know that 
discount houses have moved far from their original 
tag as “illegitimate” and have acquired an aura of 
complete respectability; that today they are openly 
wooed by both manufacturers and distributors. They 
are seeing department stores, which once pooh-poohed 
appliance business as being profitless, make determined 
efforts, through warehouse sales, to combat their slip- 
ping volume and get back customers lost to discoun- 
ters. ‘They know that transhippers and “brokers” and 
“10-percenters” play an important role in moving mer- 
chandise. But, above all, they know that their own 
customers have been virtually transformed into dis 
count conscious, bargain-hungry people, adept at play- 
ing one merchant against another in an effort to get 
the most for their money. Mass advertising techniques, 
pre-selling of brand-name merchandise and a healthy 
suspicion of list prices have helped create a shrewd 
and knowledgeable buying public. 


B” the independent dealer, too, is both adaptable 
and tenacious. He survived the onslaughts of the 
first mass-merchandisers—the department stores; he 
survived the invasion of his market by the earlier 
discounters—the big chains; he survived during war- 
time when he had few or no appliances to sell; he 
survived when thousands of fringe-type outlets were 
permitted to whittle away at his volume. And he will 
survive the current rash of discount houses. ‘True, 
many thousands of dealers, especially the post-war crop 
of gravy-train hitch-hikers, folded. But the many 
more thousands who have survived have learned to 
roll with the punches. They are cutting their costs, 
sharpening their selling techniques and even borrow- 
ing a few of the tricks of the discounters. They know 
that to be competitive they must learn to operate on 
lower margins, work with dollars rather than percen- 
tages and increase their volume. They know that as 
discounting increases, even the discount houses will 
find the going rough. Many of them have folded, 
too, and these that survive will become even more com- 
petitive among themselves. They will have to add 
more and more services and their costs will rise to 
the point where the gap between the discount house 
and the independant dealer will inevitably narrow. 

Don’t under-estimate the power of the independ- 
ant dealer. Collectively and numerically, he is still 
the most important medium in the country for moving 
and servicing our industry's products. 
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RADIO, DIRECT MAIL AND NEWSPAPER ADVERTISING 


other appliances 


W.J.FRASER, Stor 


Thornton-datfe 


Manager 
and buyer 


Yo Furniture Company, Suffolk, Va 


"WE SELL MORE WRINGER WASHERS THAN AUTOMATICS”, 
says W. J. FRASER. “And with little discount or price 
competition on wringer washers, we make more profit on them. 


“In all communities there are some people who 
cannot afford automatic washers but who can 


says W. J. Fraser. “Lf 


afford the wringer type,” 




































brings them in. 
wringers often close the sale. Mr. Fraser points at ad that features wringer washers along with 
Ads like these get terrific response from farm hands and factory workers 
who cannot afford the higher down payment and terms of the automatic washers. Renters 
prefer them because they hate to ‘nvest their own money in plumbing installations.” 
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Demonstrations of Lovell 


“CUSTOMERS LIKE SAFETY DEMONSTRATIONS” 


these demonstrations give us a chance to sell the extra safety built into 
Lovell wringers. On Lovell wringers, we talk safety. 













te som 





explains Mr. Fraser, “And 


And we demon 


strate how a light push on the release bar releases roll pressure 
instantly on Lovell wringers.” 


How a big Virginia appliance dealer profits by selling 


More Wringer \ 





ashers 


than Automatics 


a firm establishes itself as headquarters for 
wringer washers, the lower income groups will 
think of them when ready to buy.” 

And regular advertising in newspapers and on 
radio has established Thornton-Jaffe as wringer 
washer headquarters in its vicinity. What special 








clothes 
different fabrics. 





and a piece of paper through the wringer at the same time,’ 
says. “On a Lovell wringer, the rolls firmly grip the paper as well 
as the clothespin. It’s proof of Lovell’s balanced pressure and thorough 
cleansing action that squeezes out dirt normally remaining in the 
Lovell wringers also have an adjustable 


“SALES COME EASIER when you have several different wringer washer models on 
the floor,” reports Mr. Fraser."A big display of washers gives customers a wide 
choice, helps hold their interest. It also helps you sell customers up to better models 


promotions does this store use to merchandise 
wringer washers? “We provide low down pay- 
ments and easy terms. We sell washers in out- 
fits consisting of washer, drain tubs, electric 
iron, ironing board and soap powder for a 


package price,” says Mr. Fraser 





TO DEMONSTRATE LOVELL BALANCED PRESSURE, we run a clothespin 


Fraser 


pressure tor 







P.S. Automatic indexing can help clinch the sale. It eliminates groping for a lock 











lever on Lovell wringers. A quick push or pull is all it takes to automatically swing 
the Lovell wringer to the next position, And don't forget to sell your customers 
an automatic dryer just before you write up the sale, Remind them they can get 
their wash done quickest with a Lovell-equipped wringer washer and a dryer 
with a Lovell Drying System, Lovell Manufacturing Company, Erie, Pennsylvania. 





Also makers of gas and electric 
drying systema 


PRESSURE 
CLEANSING 
WRINGER 


Lovell Manufacturing Co. 
Erie, Pa. 











THE NEW 1956 AUTOMATIC WASHER WITH THE FEATURE 


NITRO D U C N G THAT OUT-DEMONSTRATES, OUT-PERFORMS ALL OTHERS! 


AELVINATOR 
3-WAY AGITATOR 


The only agitator with all three washing actions 
needed for cleanest clothes 


Moves clothes smoothly, gently 
in one direction. Washes uni- 
formly clean. None of the harsh 
jerking back and forth of ordi- 


au CIRCULATOR 
ACTION 


SHAMPOO 
ACTION 


A 
WATER-JET 4 hi 
ACTION > =}i) 


Z 


nary agitators. 


Brings clothes in fo the agitator 
every piece rubbed 
with soft rubber fins. 


clean 


Thousands of jets of sudsy 
water a minute, loosen dirt 
give clothes cleanest, most 
thorough washing ever. 


Every feature demonstrates that it has 


Mote of, the stuff that sala are made of 


Model WAF-9 & “Do-All” Dial controls 


tomatic washing cycles. 


2 complete au- 

true 
1. for regular fabrics 2. for fine fabrics 
and light loads. 


Oo 
? NOW AVAILABLE! 
8) Choice of 3 New Decorator Colors 
DO OO Bermuda Pink, Spring Green, Buttercup Yellow 


hechusnator 


AN MOTORS . Sy 


and heavy loads, 


@ Built-in soap and water saving... 
saves up to 50% on soap and water auto- 


matically on fine fabrics cycle. 


@ Automatic pre-treat cycle automati- 
cally saves most of the usual work of 


hand-scrubbing 


DIVISION OF AMERIC MEANS MORE F< 


overflow rinse 


@ 3 different rinses—dceep power rinse — 


splashaway rinse 


@ Tel-A-Fabric signals light up to show 


cycle and water temperature selected 


@ Strikingly beautiful backguard with 


full-width fluorescent illumination. 
@ Glass window in counter-balanced lid. 


@ No gears to get out of order. 


KELVINATOR IS THE MOST VALUABLE FRANCHISE IN THE INDUSTRY 





